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‘K. C. Star’ Agrees 
to Sell Stations, 
End Rate Setup 


Wasuincton, Nov. 15—The gov- 
ernment’s long anti-trust fight 
with the Kansas City Star culmi- 
nated today in a consent decree 
filed in Kansas City, which forces 
the Star to sell its radio and tv 
stations and severely limits its 
use of combination rates for ad- 
vertising and circulation. 

Filed in the final hours of the 
Truman administration, on Jan. 6, 
53, the case had originally been 
branded by the Star as political 
vengeance by the outgoing Demo- 
crats. However, in January, ’55, a 

(Continued on Page 8) 


Trust Your Agency 
or Don't Hire It, 
Eldridge Tells GMA 


New York, Nov. 13—Advertis- 


ing agencies that offer complete 
marketing services and advice to 
their clients are entitled to expect 
several things from a client, Clar- 
ence Eldrige, vp of Geo. Fry & 
Associates, management consult- 
ant, told the Grocery Manufactur- 
ers of America today. 


Mr. Eldridge, former exec vp of | 


Campbell Soup Co., vp for market- 
ing of General Foods Corp. and vp 
of Young & Rubicam, cited ten 
points which, he said, an adver- 
tising agency should expect from 
its client. 


e 1. “The partnership nature of 
(Continued on Page 8) 


TARGETS—Baltimore’s tax on advertising will drive business and con- 
sumers out of the city, says this cartoon in the Sun. 


Supplements Drain Off Your National 
Ad Dollars, Anderson Tells SNPA 


Orlando Publisher Says 
He'll Start Own Section; 
Beebe Urges ROP Use 


Boca Raton, Fia., Nov. 12— 
What was expected to be a battle 
over newspaper supplements at 
the annual convention of the 
Southern Newspaper Publishers 
Assn. did not produce the ex- 
pected volume of fireworks. But 
Martin Anderson, publisher of the 
Orlando Sentinel, delivered a vig- 
orous attack on their use. 

He declared that newspapers us- 
ing syndicated magazines are in 
for a slow death, and that they 
are creating competition for their 
national departments which will 


Management Insisting Ad Industry Justify 
Costs, Dr. Wulfeck Tells ARF Conference 


New York, Nov. 14—About 600) 


advertising and research men 
packed the Plaza today for the 
third annual conference of the Ad- 
vertising Research Foundation. 
They came for the information and 
for the infighting, most of which 
took place at the session devoted 
to ARF’s proposed magazine audi- 
ence study (see separate story in 
adjoining column). Other sessions 
covered copy, motivation, news- 
paper and broadcast research and 
were mainly marked by dissatis- 
faction with present media statis- 
tics and demands for better qual- 
itative data. 


= Speaking at the luncheon ses- 
sion, Dr. Wallace H. Wulfeck, 
chairman of the executive com- 
mittee, William Esty Co., and board 
chairman of ARF, warned that the 
advertising industry will have to 
come up with facts and figures to 
justify advertising expenditures— 
“and soon.” 

Dr. Wulfeck pointed out that 
“management is more and more 
insisting on facts from our busi- 
ness. If I am any judge of the 
temper of our times, they won’t 
long be put off.” 

Dr. Wulfeck said the ad industry 
has “a moral obligation to find 
ways of accurately measuring 
what a dollar spent in advertising 
produces in sales.” 


This means, he continued, “that 
we must be able to measure with 
precision both qualitative and 
quantitative factors in audiences 
to all media—magazines, newspa- 
pers, tv and outdoor. It means that 
we must be able, reliably, to eval- 
uate copy, illustrations, radio and 
tv commercials as experienced in 
their proper frame of reference.” 

Dr. Wulfeck said the ARF is 

(Continued on Page 120) 


‘No Surrender, 
Say Backers of 
Magazine Study 


Seymour Lists 19 Top 
Agencies, 8 Advertising 
Giants Already Signed 


New York, Nov. 14—The Ad- 
vertising Research Foundation, 
meeting here today for its annual 
conference, served firm notice that 
it will continue to press vigorously 
for its $800,000 magazine audience 
survey. 

“We are not here to conduct a 
wake,” declared Dr. Lyndon O. 

(Continued on Page 120) 


lead to a sharp reduction in the 
volume of national linage in both 
daily and Sunday issues. He said 
that because the supplements sell 
space at rates lower than those of 
their distributing newspapers, the 
latter lose opportunities which 
they otherwise would realize in 
the national field. 

The four principal supplements, 
he said, are carrying more than 
$70,000,000 in national advertising 
annually, and in the past 23 years 
have sold a total of more than 
$650,000,000 to national advertis- 
ers. 


® Mr. Anderson told ADVERTISING 
AcE that he is canceling his con- 
tract with a supplement and is 
spending $1,500,000 for facilities 
to produce his own color supple- 
ment on Sunday, to be produced 
by letterpress. 

There was no discussion of Mr. 
Anderson's comments, although it 
had been expected that the pros 
and cons of supplement distribu- 
tion would be presented by news- 
paper publishers familiar with 
the situation. 


® Discussion of the use of contests 
and other circulation gimmicks 
produced some strong comments, 
with Mark Ethridge, publisher of 
(Continued on Page 117) 


Hearings Were an ‘Inquisition’ . . . 


Baltimore Passes Ad 


Tax Despite 


Labor, Business, Admen 
Join to Oppose Tax Which 
May Cut Jobs, Revenues 


BALTImMoRE, Nov. 14—The Balti- 
more city council gave Mayor 
Thomas D’Alesandro his tax on 
advertising today, less than 24 
hours after spokesmen for busi- 


Colgate’s Ad Kettle 
Boils on With Exodus 


of Sherman, Carroll 


New York, Nov. 14—Colgate- 
Palmolive Co., only recently in the 
throes of a widespread reorgan- 
ization, has since lost the services 
of two top marketing executives. 
They are Stuart Sherman, vp-mar- 
keting, and Thomas Carroll, mar- 
keting manager for the household 
products division. 

Mr. Sherman left last month on 
a three-month “extended leave of 
absence.” He is now in the Ba- 
hamas. 

Mr. Carroll, who took a big step 
forward in the company reorgan- 
ization last spring (AA, April 15, 
et seq.), joins George Fry & Asso- 
ciates Nov. 18, although he will 
take a vacation before reporting 
for work. Mr. Carroll will be a vp 
and marketing consultant in the 
management consulting organiza- 


(Continued on Page 117) 


Protests 


ness and labor united in warning 
that the tax might drive business 
from the city and result in the 
loss of jobs (AA, Nov. 11). 

The mayor compromised to the 
extent that the tax on advertisers 
has been pared down from a pro- 
posed 744% to 4% while the gross 
receipts tax on media remains at 
2%, as originally proposed. 

Wilbur VanSant, president of 
VanSant, Dugdale & Co. and chair- 
man of the citizens committee 
against the tax, said his group re- 
mains unreconciled to the com- 
promise. 

He said the tax will hurt Balti- 
more and cost people their jobs. 
“If it was a bad tax originally, 
the compromise does not make it 
better in any sense,” he said. 


® The mayor unveiled the com- 
promise formula early today, after 
conferring with advisors who sat 
through a marathon 64-hour 
meeting of the city council’s budg- 
et and finance committee yesterday 
to listen to advertising, retail and 
labor groups who have protested 
the ad tax idea. 

Although no one appeared to 
support the tax other than repre- 
sentatives of the mayor’s admin- 
istration, it was evident through- 
out the hearing that the issue 
wasn’t going to be resolved by 
what was said in the council cham- 
ber. 

Except for half-a-dozen mem- 


(Continued on Page 121) 


Outdoor Industry Adopts Tougher 
Practices Code; Okays PR Program 


Sen. Kerr Blasts 
Highway Control Bill 
as ‘Unconstitutional’ 


New ORLEANS, Nov. 14—The out- 
door advertising industry is pull- 
ing out all the stops in its battle 
for survival. 

Members of the Outdoor Adver- 


Last Minute News Flashes 


‘Summit’ Meeting to Seek ‘Harmony’ on ARF Study 


New York, Nov. 15—Following a stormy directors’ meeting last 
night, the Advertising Research Foundation announced today that the 


agency and advertiser members of the foundation will meet “in the | 


tising Assn. of America late today 
approved a new and stronger re- 
vised code of practices for stand- 
ard outdoor advertising which pro- 
vides, among other things, that 
outdoor operators will build dis- 
plays in rural areas along high- 
ways only where other business 
exists or is permitted. 

The new code presumably would 
ban any outdoor signs on the new 
interstate highway system, except 
in areas that are zoned for business 
by state or local governments. 

The OAAA members also ap- 
proved an extensive public rela- 
tions program, expressed a will- 
ingness to be governed by state and 
local regulations and reaffirmed 


very near future” with publishers “who are seeking more information | their opposition to any federal con- 
about ARF’s consumer magazine audience study.” ARF said the re- joes of the outdoor field. 

quest for this “summit” meeting came from “a member of the maga- 
zine industry” who said he wanted to bring about a “more harmonious 
understanding” of the project. William C. Carr, advertising vp of 
McCall’s, vigorously presented the publisher’s point of view at last 
night’s meeting. Andrew Heiskell, publisher of Life and an ARF direc- 


tor, did not attend the meeting. 


Chirurg Gets Ford Instrument Account 


Lone Is_anp Crry, Nov. 15—Ford Instrument Co., a division of Sper- 
ry Rand Corp., has named James Thomas Chirurg Co. to handle its 
account beginning Jan. 1, 1958, a move indicated by Apvertistmnc AcE 
Nov. 4. Ford recently decided on a “friendly parting” from G. M. Bas- 
ford Co. A Ford spokesman said the new agency selection “was a toss- 
up between Chirurg and Hazard Advertising.” 


(Additional News Flashes on Page 121) 


® In what was probably one of 
the frankest and most soul-search- 
ing days in the long history of the 
OAAA, hundreds of members 
were told what was wrong with 
the industry, how the enemies of 
the field are trying to destroy or 
seriously restrict the outdoor busi- 
ness, and how an extensive public 
relations program—to cost about 
$300,000—will be used to combat 
future attacks on the industry— 
particularly those that are expect- 
(Continued on Page 8) 
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3rd Quarter TV Spot 
Is Up 13%, TvB Says 


P&G, B&W Top Roster 
as Total for Quarter 
Hits $93,094,000 Mark 


New York, Nov. 14—Rumors 
of so-called softness in the tv spot 
market are not borne out in the 
latest quarterly spot report re- 
leased this week by the Television 
Bureau of Advertising. 

Procter & Gamble and Brown 
& Williamson, as they did in the 
third quarter, 1956, and the sec- 
ond quarter, 1957, once again 
topped the list in that order. 

The report puts third quarter 
spot tv gross time expenditures 
at an estimated $93,094,000 for 
325 reporting stations—or nearly 
$10,000,000 more than the 1956 
third quarter total for 294 report- 
ing stations. 

Norman E. Cash, TvB president, 
points out that a comparison on 
spot business on the 270 stations 
reporting during both periods 
shows a 13% increase for the 
third quarter of this year, com- 
pared with last year. 

The bureau’s researchers ad- 
mitted that a part of this increase 
is due to higher time rates, but 
they said they could not estimate 
how much of the hike is due to 
higher cost and how much to im- 
proved business. 


= Spending during July, August 
and September of this year de- 
clined sharply below the second 
quarter total of $118,870,000. But 
this, Mr. Cash said, “reflects the 
normal seasonal drop in all me- 
dia.” 

The bureau's list of the top 100 
spenders included nine adver- 
tisers who made the circle for the 
first time since TvB started re- 
leasing these figures. They are: 


Those Teens Form 
Big Bridal Market, 
‘Seventeen’ Finds 


New York, Nov. 12—Half of all 
first brides reach the altar before 
the age of 20%, according to a new 
survey by Seventeen. 

In fact, one-third of all 18- and 
19-year-old girls already are mar- 
ried, the survey shows. Other brid- 
al market statistics disclosed in- 
clude: 


@ More girls marry at 18 than at 
any other age. 


e More than 3,000,000 girls will 
marry in the next five years. 


e More than 500,000 teen-age girls 
marry each year. 


e Today, 765,000 teen-age girls are 
engaged. 


@ 17.1 is the median age for en- 
gagements. 


e 38% of all brides are young 
women under 20. 

The survey brochure also in- 
cludes a table on marriage statistics 
throughout the country and a 
breakdown of figures and census 
data supporting the statistics. = 


Olive Board Names JWT 

The California Olive Advisory 
Board, San Francisco, which ear- 
lier this week heard presentations 
from five agencies (see story on 
Page 16), on Nov. 13 appointed J. 
Walter Thompson Co., San Fran- 
cisco, to handle its advertising. 
JWT handled advertising and 
promotion for the olive industry 
from 1950 until 1955, when the 
previous state olive marketing or- 
der expired. Selection of an agen- 
cy was made necessary by a new 
marketing order recently issued. 


Atlantic Refining Co.—$241,800; 
Ex-Lax—$199,500; General Ci- 
gar Co.—$215,200; Harrison Labs 
—$210,000; Kroger Co.—$193,400; 
National Brewing Co.—$282,000; 
Regal Pale Brewing Co.—$215,900; 
Geo. Wiedemann Brewing Co.— 
$251,000, and J. B. Williams Co.— 
$343,500. 

In addition there were several 
advertisers who increased their 
third quarter level of spot tv 
spending considerably. Most not- 
able in this category was Texas 
Co., which went from nothing in 
the third quarter of 1956 to a 
$297,800 budget for the third 
quarter of this year. 


s Others with stepped-up third 
quarter budgets: Continental Bak- 
ing Co., from $1,387,500 to $2,439,- 
600; Miles Labs, from $1,103,000 
to $1,617,000; Adell Chemical Co., 
from $369,600 to $1,076,800; Gen- 
eral Mills, from $73,300 to $249,- 
000; Bristol-Myers, from $94,600 
to $941,300; Ford Motor Co., from 
$406,200 to $853,100; Gillette Co., 
from $356,200 to $762,600. 

Product categories showing sub- 
stantial increases in selective tel- 

(Continued on Page 117) 


‘Pageant’ Article 


Hits Dry Cereal 
Ads as Deceptive 


Products Called Costly, 
Non-Nutritional, Needing 
Premiums to Create Sales 


New York, Nov. 13—Pageant, 
a monthly magazine that carries 
no advertising, takes a swing at 
General Mills, Kellogg and Gen- 
eral Foods in an article in its 
December issue, titled “The Unap- 
petizing Truth About Dry Cere- 
als.” 

The article, written by free 
lance Richard Carter, apparently 
caused little disturbance in the dry 
cereal industry. Spokesmen for 


General Foods and Kellogg Co. had 
“no comment” on the story. 
Harry A. Bullis, General Mills 
board chairman, said today he had 
not seen the article, but termed 
charges that dry cereals were low 


(Continued on Page 32) 


PaRTY!|—Battle Creek Food Co. is 
continuing its introduction of Sur- 
prize (AA, Oct. 14) with a Pepsi- 


Cola premium promotion in Mil- 
waukee. 
pages, tv and radio spots are being 
used. Norman-Navan Advertising, 
Grand Rapids, is the agency. 


Two-color newspaper) 


Lawrence 


Pistone 


Advertising Age, November 18, 1957 


Nutting Dorne 


HONORED—Ralph Lawrence, Narragansett Brewing Co., accepts con- 

gratulations from illustrator Albert Dorne on winning the Gold 

Medal for tv commercials presented by the Art Directors and Ad- 

vertising Clubs of Boston. Looking on are Lee Pistone, art directors’ 
president, and Phil Nutting, adclub president. 


Petroleum Institute 
Moves to Unite Its 
PR, Legislative Units 


Cuicaco, Nov. 13—The Ameri- 
can Petroleum Institute has taken 
a first step toward consolidating 
its efforts to get favorable legisla- 
tion and favorable public opinion 
for the industry. 

At its annual convention here, 
the API board of directors voted 
to consolidate the activities of the 
Oil Information Committee and 
the American Petroleum Indus- 
tries Committee “at the earliest 
practical date.” The board indicat- 
ed the consolidation should take 
place gradually “in order to pre- 
serve the important values which 
each group has created.” 

The ultimate plan of the organ- 
ization calls for the creation of a 
Public Affairs Committee, headed 
by a public affairs director. This 
group would report directly to the 
API board of directors. 

The industries committee, head- 
ed by William F. Kinney of Shell 
Oil Co., concerns itself with leg- 
islative matters. 


8 The Oil Information Committee, 
an arm of API’s public relations 
department, is designed to better 
acquaint the public with the in- 
dustry. It is presently headed by 
M. S. Hauser, public relations di- 
rector of the Ohio Oil Co. Thomas 
W. Phelps of Socony-Vacuum Oil 
Co., New York, will take over the 
chairmanship in December. 

Meanwhile, the Oil Information 
Committee prepared to shift to a 
positive approach in 1958, after a 
year of primarily defensive public 
relations work. 

In his progress report, Mr. Hau- 
ser termed 1957 a year when “per- 
haps more than ever before, lead- 
ers of our industry struck back at 
misguided criticisms.” He listed 
the veto of the natural gas bill, 
| the Suez oil crisis and the price 

rise as the main issues which 
| forced the industry to a defensive 
| position. 


® “The outlook for the future 
leaves no room for complacency,” 


iihe said. “Each of us, as individu- 


als, and all of us, as companies, 
and as an industry, must conduct 
our affairs in a manner that is 
absolutely above reproach—and 

. in a manner that is positively 
and provably in the public inter- 
est.” 

Mr. Hauser said more than 13,- 
000 secondary schools used school 
program material provided by 
the committee in 1956-57. Speech- 
es and demonstrations were up 
19% over the previous period, he 
said, and film output was in- 
creased 17%. 

Fred Foy, president of Koppers 
Co., Pittsburgh, told a public re- 
lations session that the industry’s 
“principal critics—the labor lead- 
ers” are doing more to promote 


Mail Ads Aren't 
Inundating Docs, 
Admen Are Told 


Drug House Ads Are 89% 
of 5,041 Pieces Doctor 
Gets in Year, Says Study 


New York, Nov. 12—The phar- 
maceutical admen who are respon- 
sible for the tons of literature 
dumped on physicians’ doorsteps 
these days gathered today at the 
Hotel Plaza and quickly agreed 
that the doctor is not being over- 
burdened with direct mail pieces. 

They defended their promotion- 
al efforts at an all-day workshop 
sponsored by the Direct Mail Ad- 
vertising Assn. It was the first 
time DMAA has devoted an entire 
workshop to pharmaceutical direct 
mail. 

Ira Contant, advertising man- 
ager of the pharmaceutical division 
of Hoffman-LaRoche Inc., set the 
stage by pointing out that general 
practitioners alone are now re- 
ceiving some 250,000,000 direct 
mail pieces a year. “Is it reaching 
a point of saturation?” he asked. 

Also cited was a recent survey 
by Clark-O’Neil, New York direct 
mail house. Clark-O’Neil found 
that in the year ended last April 
30 a typical doctor received 5,041 
direct mail pieces, compared to 
4,453 in the previous year; phar- 
maceuticals manufacturers ac- 
counted for 89.3% of this mail 
load, the study showed. 


® The industry representatives 
did not find these figures alarm- 
ing, although George Rooney, ad- 
vertising manager of White Lab- 
oratories, conceded that there is 
a “bottleneck” in the communica- 


(Continued on Page 70) 


At OAAA Meeting ... 

Stop ‘Wrestling’; 
Fight Foes of All 
Ads, Proud Urges 


Attacks on Outdoor Ads 
Injure Entire Industry, 
BBDO’s Brower Agrees 


New ORLEANS, Nov. 12—“Let’s 
forget our selfish rivalries when 
basic freedoms are at stake, as they 
always are when legislators and 
bureaucrats seek to limit or ampu- 
tate our rights—yours, and mine 
and our neighbors.” 

Citing as an example the cur- 
rent attacks on the outdoor adver- 
tising industry, G. James Proud, 
president and general manager of 
the Advertising Federation of 
America, pleaded yesterday for 
greater unity in the entire adver- 
tising industry in the face of at- 
tacks which threaten “basic free- 
doms.” 

Speaking at the opening session 

(Continued on Page 54) 


Feldmann Retires at 
‘Register & Tribune’; 
Smith Is Ad Head 


Des Mornes, Ia., Nov. 13— 
Charles J. Feldmann, advertising 
director of the Des Moines Register 
& Tribune since 1953, will retire 
next April 1. 

William T. Smith, assistant to 
the publisher, will be named ad- 
vertising manager, a new position, 
effective Dec. 10. 

Mr. Feldmann, who joined the 
merchandising service department 
of the Register & Tribune in 1935, 
has become nationally known in 
the advertising field and has been 
active in numerous advertising or- 
ganizations. 


# He served on the board of di- 
rectors and the policy committee 
of the Metropolitan Sunday News- 
papers, was president of the Amer- 
ican Newspaper Advertising Net- 
work, served on the plans commit- 
tee of the Bureau of Advertising 
of the American Newspaper Pub- 
lishers Assn. and was a member of 
the projects committee of the 
Advertising Research Foundation. 

A native of Chicago, he has 
worked for the Chicago Tribune; 
the Chicago American; Scolaro, 
Meeker & Scott, newspaper repre- 
sentative, and Erwin, Wasey & Co. 
(now Erwin Wasey, Ruthrauff & 
Ryan). 

Mr. Feldmann, who will be 65 
when he retires, plans to travel 
abroad during an extended vaca- 
tion. # 


Flu Ads Included in Record $1,659,900 
3-Month Drive Set by Florida Citrus Men 


LAKELAND, FLA., Nov. 13—The 
heaviest three-month advertising 
budget in the Florida Citrus Com- 
mission’s history, $1,659,900, was 
approved here today for the Jan- 
uary-March quarter. 

Television gets the biggest share 
—$935,200—with $333,500 for daily 
newspapers, $197,700 for magazines 
and lesser amounts for other media. 
Benton & Bowles is the agency. 

The tv budget includes expendi- 
tures on the “Garry Moore Show”; 
Dave Garroway’s “Today”; the 
panel show, “What’s My Line,” and 
the serial, “Edge of Night.” 


® The over-all budget for the 1957- 
58 season, calling for a total outlay 
of $4,000,000, includes $2,639,800 
for oranges, $1,233,900 for grape- 


their ideas than the oilmen are. #|fruit and $126,300 for tangerines. 


There are campaigns for fresh, 
canned, frozen and chilled varieties 
of each fruit. 

The citrus commission, holding 
its November meeting, was told 
that the incidence of colds and flu 
has greatly stimulated sales of 
processed citrus products. A special 
flu and cold campaign is a part of 
the winter advertising program. + 


Printing Companies Combine 
Preliminary commitments have 
been made for an impending ac- 
quisition by Universal Printing 
Co., St. Louis printer and lithog- 
rapher, of most of the facilities 
and equipment of Missouri Print- 
ing & Engraving Co., St. Louis. 
Missouri’s president, Milton Fisch- 
mann, will become Universal’s ex- 
ec vp and a member of the board. 
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No ‘Unreasonably Detailed’ Expense 


Account Data Sought, Tax Men Assert} 


Revenue Service Says 
Change in Form Wasn’t 
Asked by Congress Unit 


WASHINGTON, Nov. 12—Although 
tax officials hastened this week 
to dampen the excitement stirred 
by new efforts to obtain informa- 


FC&B Takes Two 
Awards in Chicago 
Art Competition 


Cuicaco, Nov. 15—Art directors 
of Foote, Cone & Belding won two 
of 15 awards at the Art Directors 
Club of Chicago silver anniversary 
champagne dinner last night. 

Specially designed three-dimen- 
sional medals went to Orville 
Sheldon for his b&w magazine 
ad for Hallmark Cards Inc., and 
to Barney Palmer, whose tv com- 
mercial for Perkins Products Co. 
(Kool-Shake) was judged best in 
the combination live and animated 
division. 

Special awards were given to 
E. Willis Jones, first president 
of the club, and to Maurice Need- 
ham, of Needham, Louis & Brorby, 
for sponsoring and encouraging 
the club at its outset. 

The club’s exhibition of ad- 
vertising, editorial and television 
art was held in conjunction with 
the banquet. 


s Judges for the awards in the 
printed matter category were Tink 
Adams, director of the Art Center | 
School, Los Angeles; Valentino! 
Sarra, Sarra Studios; Ken Stuart, 
The Saturday Evening Post; and 
James D. Woolf, advertising con-| 
sultant. Television award judges | 
were Saul Bass, designer; Ray| 
Patin, of Ray Patin Productions, | 
Hollywood; Ross Wetzel, Cartoon- | 
ists Studio, Chicago; and Willis 
Davis, art director, Needham, | 
Louis & Brorby. 

Award winners were: 

Design of complete unit 

Magazines, color—Rex Teich, 
Fulton-Morrissey Co., for U.S. 
Gypsum Co.; magazines, b&w— 
Lee Stanley, Leo Burnett Co., 
for Philip Morris Inc. (Marlboro) ; 
trade periodicals—Lawrence Zink, 
Ralph H. Jones Co., for Crosley 
Broadcasting Corp.; newspapers— 
Fran Foley and John Bradford, | 
of Marshall Field & Co.; display | 
pieces and direct mail—Dan E. 
Smith, Kircher, Helton & Collett, 
for Howard Paper Mills; editorial | 
design, magazine or house organ— | 
DeForest Sackett, of Abbott Lab- | 
oratories. | 

Illustration—art and photog- 
raphy 

Magazines, color—David Wylie, 
Young & Rubicam, for Simoniz 


Co. (floor wax); magazines, b&w—| 
Orville Sheldon, Foote, Cone &| 


Belding, for Hallmark Cards Inc.; 


trade periodicals—Alger B. Scott, | 


Campbell-Ewald Co., for Champi- 
on Paper & Fiber Co., newspapers 
—Robert Thurn, Gardner Adver- | 


tising Co., for Jack Daniel Distill-| 


eries; display pieces and direct/| 
mail—Wilber Meese, Eil Lilly & 
Co.; editorial design, magazine or 
house organ—David L. Watt of 
Allstate Insurance Co. 

Television 

Film commercials, live technique 
—Lee King and Jerry Joss, 
Edward H. Weiss & Co., for Purex 
Corp. (Sweetheart soap); film 
commercials, full animation— 
Richard Van Benthem, Ray Patin 
Productions, Authority Labora- 
tories (Insul-eas); commercials, 
live and animation—Barney Pal- 
mer, Foote, Cone.& Belding, for 
Perkins Products Co. (Kool- 


tion about expense accounts, the 
fact still remained that the income 
tax form for 1957 will require in- 
dividuals to specify the amount 
they received to compensate for 
expenses and travel incurred in 
behalf of their employers. 

A joint statement issued by the 


Treasury and the Internal Reve-| 


nue Service emphasized that the 
taxpayer is not expected to have 
any more detailed records for 1957 
than he needed in the past, and 
that he is not expected to supply 
a complete tabulation of his ex- 
pense accounts along with his tax 
form. 

Nevertheless, the statement ex- 
plained, the new line on the 1957 
tax form which calls for a total 
of the sums received for expense 
purposes will enable the service 
“to give attention to those returns 
where deductions for expenses ap- 
pear to be disproportionate in re- 
lation to the employe’s income and 
occupation.” Through the use of 
this figure, the statement ex- 
plained, it will be easier to detect 
abuses that have arisen in this 
area. 


s One reason for the reassuring 
statement was a rash of hostile 
criticism by members of Congress, 
who complained that the crack- 
down on expense accounts might 
prove embarrassing to large num- 
bers of individuals who were not 
prepared to provide complete tab- 
ulations of reimbursements which 
they received. 

These congressional critics ar- 
gued that it would be unfair to 
require this kind of information 
unless warning had been issued 
at the beginning of the year. 

The joint statement made a spe- 
cial effort to dispose of reports 
that the alteration in the tax form 
this year was made at the sugges- 
tion of the joint committee on in- 
ternal revenue taxation. The state- 
ment said the change was part of 
a “continuing effort of the Treas- 
ury to provide space on the tax 


form for the entry of all essential | 


information entering into the de- 
termination of correct taxable 
income.” The statement specifical- 
ly said the change was not re- 
quested or suggested by the joint 
committee. 


s While the statement confirmed 
that in the examination of individ- 


jual tax returns for 1957 Internal 


Revenue Service will concentrate 
on major abuses in the expense 
account area, it insisted no re- 
quirement of unreasonably de- 
tailed records is intended. 
“Instructions to revenue agents 
(Continued on Page 58) 
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GRACE LINE 

and South America Cruises: 
é° 4s a ; tS i 
WINNER—This Grace Line poster 
won first prize in the steamship di- 
vision of the poster contest con- 
ducted at the American Society of 
Travel Agents convention in Ma- 
drid. Kelly, Nason Inc., New York, 


Shake). # 


designed the poster. 
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SEASONAL—A nheuser-Busch gets 

into the Christmas spirit with this 

color page in Life Dec. 2, followed 

by Look, Sports Illustrated, Time 

and Sunday supplements through 

Dec. 22. D’Arcy Advertising Co., 
St. Louis, is the agency. 


Independent Chicago 
Grocers Join, Adopt 
Gold Bell Stamp Plan 


Cuicaco, Nov. 12—The vigor- 
ous competition among food stores 
going on here in connection with 
trading stamps took on a new di- 
mension this week when 14 inde- 
pendent food store groups—num- 
bering about 6,000 member stores 
—announced they have all adopt- 
ed the Gold Bell trading stamp 
plan. 

The move brings a third major 
stamp plan into operation here. 
National Tea Co. (200 or more 
stores) has been giving Sperry & 
Hutchinson Green Stamps and 
Kroger Food Stores (about 125 
stores) has been giving its own 
Top Value stamps for the past 
couple of months (AA, Sept. 23). 


# Gold Bell Gift Stamps Inc., De- 
troit, which holds a leading posi- 
tion in the Detroit stamp arena 
|and is strong throughout Michi- 
gan, will make its formal entry 
into this market the first of next 
year, when it starts spending at 
the rate of $300,000 to $400,000 a 
year advertising Gold Bell 
stamps. W. B. Doner & Co., Chi- 
cago, handles the Gold Bell ac- 
count. 

Gold Bell revealed, however, 

(Continued on Page 74) 


RKO Teleradio to 
Seek FCC Okay on 
Toll TV Testing 


New York, Nov. 14—RKO Tele- 
‘radio Pictures, which owns four 
tv stations, has announced its in- 
tention to file with the Federal 
| Communications Commission for 
|permission to test toll tv. 

This announcement makes 
|Thomas F. O'Neil, president of 
RKO, one of the first major broad- 
jeasters to go on record in favor of 
toll tv. He said his company has 
jalready started the necessary ne- 
gotiations with subscription tv sys- 
tems. 

“Toll television is already with 
jus, and RKO Teleradio proposes to 
waste no time or effort in attempt- 
ing to stem the tide of the inevit- 
able, especially since this would 
only serve to divert its rich flow 
to some other communications 
stream such as closed circuit,” he 
said. 

While endorsing on-the-air pay 
television, Mr. O'Neil expressed 
his opposition to closed circuit or 
wired pay television. 

One of the RKO stations, WOR- 
TV, New York, made late night 
experiments with Skiatron’s Sub- 


Despite Decreased Ad 
Investment, Per Car 
Costs Rose Over 1955 


Cuicaco, Nov. 14—Car makers 
spent an average of $31.18 in meas- 
ured media last year to sell one 
passenger car. 

According to computations 
ADVERTISING AGe’s sixth annual 
study of the relationship between 
the sales of cars and the amount of 


Curtis May Earn 
More in ‘57 Despite | 
Cost Hike: MacNeal 


PHILADELPHIA, Nov. 13—Robert 
MacNeal, president of Curtis Pub- 
lishing Co., today told stockholders 
that net earnings for 1957 will 
probably be better than those of 
last year, in spite of an expected 
decline in the current quarter. 
He told stockholders, in a letter 
accompanying company figures for 
the first three quarters, that earn- 
ings will be at least as good as 
those of 1956. 

In 1956 Curtis earned $6,234,398, 
on a gross operating income of 
$186,575,869. 

Net income for the first nine 
months of this year climbed to 
$4,975,116, from $4,374,890 in the 
like period of 1956. Gross revenues 
also increased to $145,852,743 from 
$134,003,452 a year ago. 

“The results for the nine-month 
period are gratifying,” Mr. Mac- 
Neal declared in the letter. “Net 
earnings for the third quarter were 
about $200,000 better than for the 
third quarter of 1956, thus con- 
tinuing the rate of gain experienced 
in the first and second quarters of 
this year. 


s “But a word of caution is in 
order with respect to the fourth 
quarter of 1957. Due primarily to 
higher costs, present indications 
are that net earnings for that quar- 
ter will not be as high as those of 
the abnormally good fourth quar- 
ter of 1956,” he said. # 


Advertisers’ Trek 
into TV Alarms 
‘Eagle's’ Rabiner 


Boston, Nov. 13—John B. Rabin- 
er, advertising director of the 
Berkshire Evening Eagle, Pittsfield, 
Mass., has suggested a national 
meeting of “everybody in the news- 
paper business, to find out what’s 
going on,” after pointing out that 
85 leading U.S. companies spent 
$470,279,000 for television adver- 
|tising in 1956, and only $303,837,- 
000 for newspaper advertising. 

Citing the figures from ADVER- 
TIsING AGE’s profiles of the 100 
leading U.S. advertisers (AA, Aug. 
19), Mr. Rabiner made his sugges- 
|tion to the New England Newspa- 
per Advertising Executives Assn. 


s “Is this a rout?” he asked. “What 
is happening in the minds of the 
top echelon of these 85 firms?” 

He suggested a “brain picking 
party” to find out why the top cor- 
porations spend more on tv adver- 
tising than they do in newspapers. 

The New England group elected 
Charles G. Iwanicki, advertising 
manager of the Meri@en (Conn.) 
Record Journal, president of the 
association. fy 

Others elected were: Mr. Rabin- 
er, vp; John L. Coughlin, adver- 
tising director, Hartford (Conn.) 
Courant, secretary; and Nelson A. 


in | 


Auto Ad Costs Rose 
in ‘56: Sales Fell 


advertising, car makers invested as 
little as $14.82 in measured adver- 
tising to as much as $709.09 per car 
to sell autos in 1956. Ford Motor 
Co. takes the honors for both the 
high and the low. $14.82 per car 
was spent to sell Mercurys; $709.09 
to. sell Continentals. 

Per car ad costs this year com- 
pare with the $27.33 average in- 
vested by the auto industry in 1955. 
According to new car registra- 
tions for 1956, the industry sold 5,- 
860,340 passenger cars. Measured 
media figures reveal the industry 
invested $182,771,182 in advertising 
to sell these cars. 

This compares with $194,540,621 
spent. by the industry in measured 
media in 1955 to sell 7,117,894 cars. 


@ The reader should keep several 
cautions in mind in examining the 
over-all and individual figures for 
advertising presented here. The 
most important point to keep in 
(Continued on Page 80) 


Mom Loses Monopoly? ... 


Ads Pull Pop, 
Kids to Stores, 
Food Men Told 


Ads Can't Be Better 
Than Market Knowledge, 
Heiskell Tells Marketers 


Nrw York, Nov. 13—Presenta- 
tion of research findings on super- 
markets, on consumer expendi- 
tures and on housewives’ shopping 
experiences—including an indica- 
tion that the supermarket is no 
longer a “woman’s world”—dom- 
inated the sessions of the annual 
meeting here yesterday of the 
Grocery Manufacturers of Amer- 
ica. 

Progressive Grocer presented for 
the first time a report on its study 
covering 12 weeks’ operations of 
six supermarkets, 46 major prod- 
uct classes and over 600 product 
sub-classes. 

Today, the study shows, 27,000 
supermarkets do 62% of the food 
store business in the U.S. Super- 
markets, said Robert W. Mueller, 
editor of Progressive Grocer, “now 
stock from 4,000 to 6,000 items, 

(Continued on Page 122) 


SPORTY—-Munsingwear 
neapolis, will launch a national 
ad campaign for its men’s and 
boys’ division with this color page 
in Sports Illustrated Dec. 9. Pow- 


Inc., Min- 


scriber-Visicn several years ago. + 


dletown (Conn.) Press, treasurer. 


Demers, advertising director, Mid- | 


ell, Schoenbrod & Hall Advertis- 
ing, Chicago, is the agency. 
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Smoking Does Not 
Cause Cancer, Heart 
Disease, Study Finds 


M1aM1 Beacu, Nov. 14—Evi- 
dence directly contradicting the 
theory that smoking causes lung 
cancer or heart disease was pre- 
sented here today before the 
Southern Medical Assn. by Dr. H. 
B. Haag, professor of pharmacolo- 
gy, Medical College of Virginia, 
and H. R. Hanmer, research direc- 
tor of American Tobacco Co. 

Their findings, read by Dr. Haag, 
are based on studies covering the 
smoking habits and mortality of 
permanent employes of American 
Tobacco Co. 

It is pointed out in today’s re- 
port that, in contrast to other sta- 
tistical studies relating to smoking 
and health, no estimates or sam- 
pling errors are involved in the 
current study. Smoking habits and 
deaths have been tabulated on a 
virtually complete “head count” 
basis. The mortality figures rep- 


resent more than 115,000 person- 
years over a period of 10% years. 


s The findings show total mortali- 
ty of workers in cigaret factories 
of American Tobacco Co. to be 
lower than the general population 
of Virginia and North Carolina for 
all causes, for cancer and for car- 
diovascular diseases and no higher 
for respiratory cancer and coro- 
nary disease. 

“Our data,” Dr. Haag said, 
“show that despite a substantially 
higher percentage of smokers and 
a higher daily consumption of cig- 
arets than in the general popula- 
tion, our population (i.e., in Amer- 
ican Tobacco Co.) is characterized 
by a lower over-all death rate, a 
lower death rate for cancer gen- 
erally, for cardiovascular diseases 
and for coronary disease, and a 
respiratory cancer death rate no 
higher than that of the general 
population.” 


NEW REPORT BLASTED 
BY CANCER SOCIETY 
New York, Nov. 15—The Amer- 


ican Cancer Society in a statement 


findings in the report released by 
American Tobacco Co. yesterday 
contradicting studies that have 
linked cigaret smoking to lung can- 
cer and heart disease. 


® Dr. E. Cuyler Hammond, direc- 
tor of the society’s statistical re- 
search section, who issued the 
statement, declared: “There is 
nothing in the American Tobacco 
Co.’s report which contradicts the 
conclusion from many previous 
studies that cigaret smoking is a 
causative factor in lung cancer.” 

“The death rate of almost any 
group of employed persons,” he 
pointed out, “is lower than that of 
the general population. The reason 
for this is that persons who are 
unemployable because of illness or 
impairments are excluded from 
such groups.” 

The American Tobacco Co. re- 
port, he said, “contains extremely 
little information bearing on the 
subject of cigaret smoking as a 
causative factor in lung cancer.” + 


Onc of Hc Glo THEE! 


PACIFIC NORTHWEST NEWSPAPERS 


Major newspaper linage for year 1956 (daily and Sunday) 
as measured by Media Records, Inc. 


TACOMA SEATTLE 
Post- 
News Tribune* Intelligencer Times 
Retail Display.....................-.......... 13,154,635 * 9,980,894 15,919,214 
General Display............................ 2,563,842 2,626,384 3,625,854 
Automotive Display..................... 1,286,468 967,145 1,114,763 
Financial Display......................... 263,489 307,084 274,085 
Total Display............................ 17,268,434 13,881,507 20,933,916 
a ciisoaccoaca genset pudios 5,045,231 6,457,215 8,090,666 
ES Tee SA ed 120,238 50,524 31,993 
TOTAL LINAGE......................... 22,433,903 20,389,246 29,056,575 
SPOKANE PORTLAND 
Spokesman 
Review Chronicle Oregonian Journal 
Retail Display.............. 9,247,982 7,413,770 14,585,193 12,088,232 
General Display........... 2,263,038 1,989,072 3,470,414 2,383,495 
Automotive Display... 1,080,050 989,158 1,093,977 976,373 
Financial Display........ 189,635 171,470 187,540 150,877 
Total Display........... 12,780,705 10,563,470 19,337,124 15,598,977 
Classified. ........:............. 4,454,512 2,911,845 8,393,650 4,374,075 
7 eS 29,695 108,249 26,907 21,890 
TOTAL LINAGE......... 17,264,912 13,583,564 27,757,681 19,994,942 


SPECIAL NOTE: 
Group roto supplement and 


Sunday color comics deducted 


*News Tribune gained 691,091 lines in 1956, greater by 170,890 lines than 
any other newspaper listed above, with one exception. os 


Circulation Over 83,000 
Represented by Sawyer-Ferguson-Walker Company, Inc. 


TACOMA, WASHINGTON 


released here today challenges the 
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Highlights of This Week's Issue 


Forget selfish rivalries and fight attacks 
on advertising, Proud says ...........Page 2 


Tv spot expenditures up $10,000,000 over 
third quarter of 1956, TvB finds ..Page 2 


Pageant blast at dry cereals causes lit- 
tle disturbance in industry ............ Page 2 


Pharmaceutical admen deny that doctors 
are being overburdened with direct mail 
pieces ... Page 2 


Tax men reassure taxpayers on expense 
account data sought 


Fewer sales in ‘56 brought increased per- 
car ad costs despite lower ad total Page 3 


Food men get rundown on supermarket 
research results Page 3 


Reports exaggerate mechanization of 
European mail handling, P. O. is 
told 


Consent decree closes two-year litigation 
over price ads for gunsights ........Page 6 


Sheaffer wire nonted 
COMPANY on. ccereeraseessesee 


buys hearing aid 


Page 16 


campaign on education Page 19 
British dectors launch te seca nutrition 
ICT] secricssrcrnee Page 22 
Radie is major medium for farmers, sur- 
vey shows : Page 24 


Freeman favors testimonial advertising— 
nee Page %4 


Nudist magazines fight Post Office ‘“pre- 


SE IR . scticecdetincncnticcsdectcines Page 27 
Confidential eschews exposes in new 
format ...... <eepnbanttneiininns Page 2 


Negro liquor buyer spends up to three 
times as much as Senos white, 
a) Page 36 


“Break out of bonds of sameness,’ East- 
man tells tv and radio adclub ....Page 50 


Canadian ad group plans — service | 


California legislative group hears pros 
and cons of trading stamps ........Page 64 


Avery capsules history—and future—of 
broadcasting to radio-tv group ..Page 78 


Ads for Austin Healey appeal to the 
“man” im the male .......csvscs Page 79 


A. B. Dick’s “ideas” campaign produced 
results, Marble SAY8 ..........00.0.0MKage 88 


If Zasu er Billie can do it, anybody can, 
is theme of Pillsbury tv push ...Page 94 


“You ought te knew” Pat McGinnis and 
George Callos, KVPD heads ..Page #6 


Steuart Henderson Britt says subliminal 
advertising is old phenomenon Page 103 


Caples’ new book tells how to make ads 


pay Page 116 
Ira Rubel recommends Friden Computyp- 
er for agency paperwork. ............ Page lil 


Census Bureau finds that the West made 
biggest — gains in 1950- 
56 Page 116 


REGULAR FEATURES 


Advertising Market Place ............ 
Along the Media Path . 
Art Director's Viewpoint on 
Coming Conventt 

Censumer Magazine Linage 
Creative Man's Corner ............... 


Direct Mail and Mail Order ............... 104 
Drawthinks ........... 109 
Editorials 12 


Employe Commententions 


Getting FP -.. 38 
Infermatien fer ‘sanalinens csnbtian . 
Looking at Radio B TV ooo 
Obituaries oonnuman Oe 
On the Merchandising Front ...............106 


Photographic Review ............. 92 
Rough Proofs . 12 
Salesense in Advertising . lov 


This Week in Washington 4 
Voice of the Advertiser .... 
What They're Saying ................. 


McCann Adds Anchor Division 

McCann-Erickson, Cleveland, 
has been named to handle adver- 
tising for the package division of 
Anchor Hocking Glass Corp., Lan- 
caster, O. Griswold-Eshleman Co., 


Cleveland, formerly handled the 
division. McCann took over the 
company’s tableware division a 
year ago from Grey Advertising 
Agency, and now handles the en- 
tire advertising account. 


“This is the size we use for the 


Growing Greensboro Market!" 


PLANT 
/ EMYRANEE: 


Crunch your way through North Carolina's most tasty market by 
using The Greensboro News and Record. This rich, diversified 
12-county ABC Retail Trading Area has one-sixth of the state's 
population and accounts for one-fifth of the $ billion annual retail 
sales. You can reach them through this dominating medium. Over 
100,000 circulation daily—over 400,000 readers daily. 


Only medium with dominant coverage in the Greensboro 12 County 
ABC Market and selling influence in over half of North Carolina! 


GREENSBORO, NORTH CAROLINA sone y, 
Represented by Jann & Kelley, Inc. 
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Modern advances in our four-dimensional universe of space 

and time—among them those of aviation and aeronautics—are now 
coming upon us so quickly that sometimes it’s 

hard to understand their effect upon our lives and thinking. 


It’s easy to lose perspective. 


As aviation has been my business, so certainly sailing, fishing 
and hunting have been my pleasure. In these sports I have always 
found not only relaxation but also inspirational values which, 


in my experience, lend proportion to the tempo of a changing world. 


A few years ago I found in SPORTS ILLUSTRATED a magazine 
which reports and interprets sport about as well, I think, 
as this has ever been done. It is, for one thing, weekly insurance of 
relaxing reading. And beyond that it is, in a completely 
contemporary way, an amiable governor whenever the tempo 
of change seems to be exceeding the speed limit. 


A pioneer in the aviation industry, 
Donald W. Douglas is the Chairman of 
the Board of the Dougias 
Aircraft Co. He started building planes 
in California in 1920, and his first, 
the “Cloudster,” was the first 
U.S. airplane to get off the ground with 
| a useful load equal to its own 
' weight. Since then Douglas factories 
have produced more than 
40,000 planes for peace and war. 


His contributions to aviation as a 
creative engineer and industrial 
executive have won him recognition 
and honors from both the 
U. S. Government and members 
of his industry. 


A distinguished yachtsman and 
fisherman, his accomplishments in 
these sports have done mvch to 
make the waters off Southern 
California among the most popular in 
the world to sportsmen. 


SPORTS ILLUSTRATED .- America’s NATIONAL SPORTS WEEKLY 
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This Week in Washington... 


Reports Exaggerate Mechanization of 
European Mail Handling, Says P.O. 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, Nov. 14—Postmas- 
ter General Arthur Summerfield 
played host this week to British 
and Canadian postal officials who 
are here to look over the new elec- 
tronic mail handling equipment 
which is being tested at postal in- 
stallations in various parts of this 
country. 

These visits represent a fine 
compliment to our postal research 
people, and they help to point up 
the fact that electronic handling 
equipment which is being devel- 
oped here is expected to outper- 
form anything that exists abroad. 

Actually, our postal people find 
there has been far less mechaniza- 


tion abroad than many of the de- 
partment’s critics assume. A task 
force of U.S. postal experts who 
spent six weeks in western Europe 
last year saw sorting machines in 
Holland and Switzerland. But their 
report—which has never been 
made public—found that most 
European postal service depends 
almost entirely on manpower. Even 
in Germany, where people in- 
stinctively take to elaborate ma- 
chinery, they found little inclina- 
tion to believe that mail handling 
problems can be greatly simplified 
through the introduction of me- 
chanical equipment. 


s Mr. Summerfield still doesn’t 
know when he will be able to use 


his new electronic handling ma- 
chines to speed the service, how- 
ever. Most of them are still in an 
experimental stage, so _ several 
more years may pass before the 
Post Office Department will feel 
safe in planning its operations 
around them. 


Four economists 
Downturn—or appeared at the 
ant convention of the 
Upturn Seon National Lumber 
Manufacturers Assn. here this 
week, and their opinions left the 
audience a lot of freedom to be- 
lieve whatever it wanted to. 

Two of them—Herbert Stein, of 
the Committee for Economic De- 
velopment, and Nathaniel Rogg, of 
National Assn. of Home Builders-—— 
saw little change in the business 
picture. Ralph Robey, of National 
Assn. of Manufacturers, said he 
looks for a tax cut to bring an up- 
turn; while Emerson P. Schmidt, 
of the U.S. Chamber of Commerce, 
limited his confidence to the long 


|run. As for 1958, he said, he fears 
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the economy is “overdue for a 
downturn” and that the U.S. is in 
for “more than a rolling adjust- 


ment.” 

Congress is again 
FCC Fees for being urged to re- 
Broadcasters? quire broadcast- 

ers to pay stiff 
licensing fees for the facilities they 
get from FCC. Repeatedly, in 
the past, congressional committees 
have called for a fee plan to help 
compensate for the $8,000,000 ex- 
pense incurred by the taxpayers 
in operating FCC, but the commis- 
sion has expressed fear that the 
fees would lead broadcasters to 
feel they have a proprietary inter- 
est in the channels. 

Now Ray Kiermas, of the staff 
of the Senate committee on govern- 
ment operations, has assembled a 
report saying that industry mem- 
bers should pick up the tab for 
FCC operations. He feels that the 
commission gives private interests 
special privileges and services at no 
charge to themselves, and heavy 
cost to the government. 


Do you face any of these problems in 
planning your 1958 advertising ? 


We 


QE 


Only $165 to $175 a month to place your 
product story before specifiers and buyers 
in the largest, most active plants in all of 


the manufacturing industries. 


Details? Send for NEW 26-piece Media Data 
Folder and 20-page brochure: “Your Markets 


Are Changing.” 


While the average business pa 
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Thomas Publishing Company 


GD 461 Eighth Avenue, New York I, N.Y....Affiliated with Thomas Register 


Federal Trade 

FTC Pushes Commission, 

ring which has just 

FV Mente completed the 

first full year of a special intensi- 

fied patrol to spot misleading tv 

commercials, is settling down for 

a long and active career in the 
monitoring of tv channels. 

Where commission personnel 
throughout the country used their 
personal sets in the past, FTC now 
plans to buy its own monitoring 
equipment, The air better be par- 
ticularly pure here in Washington, 
because the plans include elaborate 
monitoring and recording opera- 
tions at the commission’s head- 
quarters building. 

TV monitoring—which cost $80,- 
000—led to eight complaints last 
year—four of them involving phar- 
maceuticals, two hair shampoos, 
one storm windows, and one a 
trade-in offer on electric razors. 
One of the shampoo cases was re- 
cently terminated with a consent 
decree. 


President Eisen- 
Clothespins hower has finally 
in Tariff Pinch decided that the 

domestic manu- 
facturers of spring clothespins are 
entitled to some special tariff pro- 
tections. 

Last spring the President turned 
the case back for more information 
after the tariff commission, by 4-3 
vote, suggested that an import 
quota of 650,000 gross annually be 
put on foreign clothespins. 

Now the President says he is 
convinced some form of protection 
'from foreign competition is justi- 
fied. But, noting that sales of the 
domestic industry are at an alltime 
‘high, he rejected the quota pro- 
|posal. Instead, he decided, a 10¢ 
|per gross tariff should meet the 
| need. = 


Decree Ends Sports 
Magazines, Gunsight 
Makers Ad Deal 


WASHINGTON, Nov. 12—An anti- 
trust suit over price advertising 
for telescopic gunsights was 
closed today with a consent decree 
which prevents three sports mag- 
azines from turning down ads 
from dealers who want to sell be- 
low list price. 

Also involved in the consent 
settlement are four manufactur- 
ers, who are enjoined from using 
fair trade pricing arrangements 
during the next seven years, or 
from engaging in any activity 
which deprives off-list dealers of 
their sources of supply or access 
to advertising media. 

The three magazines are Amer- 
ican Rifleman, Outdoor Life and 
Field & Stream. The manufactur- 
ers are Lyman Gun Sight Corp., 
Middlefield, Conn.; W. R. Weaver, 
El Paso; John Unertl, Pittsburgh; 
and M. Jackson Stith, San An- 
tonio. 


® During two years of litigation, 
the Department of Justice filed 
criminal and civil cases against 
the publishers and manufacturers, 
charging that a conspiracy existed 
to prevent off-list dealers from 
obtaining telescopic sights or ad- 
vertising them. 

The criminal case was settled 
with a nolo contendere plea in 
January, and fines totaling $18,- 
500 were assessed. Under today’s 
civil settlement the magazines are 
ordered to avoid any agreement 
to refuse ads by off-list dealers 
or to take any action individually 
for that purpose during the next 
10 years. + 


Duram Named Senior VP 

Arthur E. Duram, vp in charge 
of radio and television at Fuller & 
Smith & Ross, has been named 
senior vp. He joined the agency in 
1950, was named a vp in 1953 and 
a member of the board in 1955. 
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lowa 
auto dealers 


smiling 


NATIONAL 


1957 


—.3% 


Automobile sales first 9 months: 1957 versus 1956 


1956 1956 


Source: Automotive News, November 11th 


One look at the graph tells you why Iowa 
automobile dealers are smiling. Auto sales 
are good in Iowa. Exceptionally good com- 
pared to national sales. In Ilowa,as every- 
where, auto sales are a good gauge of gen- 
eral business conditions. Bumper crops, 
better commodity prices, and booming in- 
dustrial growth are responsible for Iowa's 
bullish business. 


Now is the time to sell in Iowa. And the 
most effective and most economical way is 
through advertising in the one medium that 
covers all lowa — the Des Moines Sunday 
Register. More than 68% of Iowa’s 1,920,- 
000 adults read it every Sunday. In fact, the 
Des Moines Sunday Register covers all Iowa 
better than most metropolitan newspapers 
cover their cities of publication. 


DES MOINES REGISTER AND TRIBUNE 


Gardner Cowles, President 
Combined daily: 350,000 « Sunday: 500,000 
Represented by: Scolaro, Meeker and Scott « Doyle and Hawley 
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‘K. C. Star’ Agrees 
to Sell Stations, 
End Rate Setup 


(Continued from Page 1) 
federal distriet court jury sus- 
tained criminal charges that the 
Star used its dominant position to 
attempt to monopolize the dis- 
semination of news and advertis- 
ing in the city. Today’s consent 
settlement of an identical civil 
case was negotiated after the Su- 
preme Court refused to review 
the Star’s conviction in the crimi- 
nal case. 


= The government’s determina- 
tion to press for divestiture of the 
broadcast properties stemmed 
from the charge that special dis- 
counts for newspaper space were 
given to advertisers who used the 
radio station, WDAF, and that ad- 
vertisers who did not use the Star 
were denied access to WDAF-TV 
during the period when it was the 
only tv outlet in Kansas City. 

Anti-trust attorneys regard the 
settlement as a landmark case be- 
cause (1) it is the first instance in 
which a newspaper’s right to use 
combination rates has been suc- 
cessfully challenged; and (2) it is 
the first instance in which an 
anti-trust complaint has led to di- 
vestiture of a radio-tv property. 

The decree does not specify a 
deadline for sale of the broadcast 
properties, but they cannot be 
sold to a person who has an inter- 
est in the Kansas City Star Co. 
Moreower, the Star, its president 
and its ad director are enjoined 
from acquiring stations in the 
Kansas City area, except with 
court approval. 

The decree requires changes in 
the Star’s advertising and circu- 
lation rate structures intended, 
according to anti-trust chief Vic- 
tor R. Hansen, to insure that the 
Star’s position “as the publisher 
of the only morning and evening 
newspaper in the city, cannot be 
used to require advertisers to 
place unwanted ads or subscribers 
to take unwanted newspapers.” 


8 While the Star may grant dis- 
counts of as much as 30% for 
multiple insertions in two or more 
of its papers, the decree specifies 
that general advertising must also 
be available separately. 

The provision for a 30% dis- 
count on general advertising, or 
as much as 35% on classified, 
purchased on a combination basis, 
presumably recognizes the argu- 
ment advanced by the Star that 
combination rates reflect econo- 
mies in operation which the pub- 
lisher may pass to the advertiser. 

On the other hand, the ceiling 
on discounts for combination pur- 
chases and the provision for indi- 
vidual rates for each of the Star 
papers satisfy the argument of the 
Department of Justice that a 
newspaper which dominates a 
market should not be allowed to 
compel the advertiser to buy more 
editions than he wants. 

Similar provisions prevent the 
Star from requiring subscribers 
to take the morning, evening and 
Sunday Star as a unit. 


® Finally, the Star is forbidden to 
(1) refuse to publish any ad if the 
advertiser and the ad meet Fea- 
sonable standards promulgated 
and uniformly applied by the 
Star; (2) discriminate as to space, 
location or arrangement of ads 
except as dictated by objective 
requirements of good makeup; 
(3) discriminate as to credit; (4) 
publish ads on the condition that 
the advertiser not use other me- 
dia; and (5) acquire an interest 
in other newspapers circulating 
in metropolitan Kansas City. * 


Moore 


Carrington 


OAAA MEETING—Charles H. Brower, Batten, Barton, Durstine & Os- 
born; Warner R. Moore, Outdoor Advertising Inc.; J. C. Doyle, Edsel 


division, Ford Motor Co., and G. 


W. Carrington, Morton Salt Co., 


are pictured at the 60th annual convention of the Outdoor Advertis- 
ing Assn. of America in New Orleans, where all were speakers. 


Outdoor Industry Adopts Tougher 
Practices Code; Okays PR Program 


(Continued from Page 1) 
ed to come from Washington when 
Congress reconvenes next year. 


® Following are some of the most 
important items in OAAA’s emer- 
gency “crash” public relations pro- 
gram that were outlined to mem- 
bers by Frank Blake, OAAA’s 
director of public relations: 


e A lobbyist will be hired to con- 
tact members of Congress and pre- 
sent the outdoor industry’s story. 


e An experienced man will be 
added to the OAAA staff to coor- 
dinate all of OAAA’s efforts with 
other segments of the advertising 
field. 


e An experienced highway engi- 
neer will be hired to contact and 
talk to state highway officials. 


e Three field men will be re- 
tained to assist OAAA members in 
carrying out the pr program on 
the local level. 


e A person will be hired to con- 
tact public service groups. Mr. 
Blake pointed out that these 
groups, which receive much free 
board space yearly, could be good 
friends and supporters of the out- 
door field if they knew all the 
facts. 


e Two women will be employed 
to contact women’s organizations. 
Much of the criticism of outdoor 
signs has come from groups of this 
kind, Mr. Blake said. 


e The safety center of New York 
University will conduct a three- 
year traffic study of safety on 
highways for OAAA. 


® In discussing the “crash” pro- 
gram, John Mapes of Hill & 
Knowlton, OAAA’s pr agency, 
said that four targets would have 
to be hit in the next year: (1) 
members of Congress; (2) nation- 
al thought leaders; (3) local 
thought leaders, and (4) advertis- 
ers ar? ager cies. 

Mr. Mapes said Washington law- 
makers must be convinced that the 
outdoor industry is essential to the 
national economy. A _ series of 
memoranda containing basic facts 
on outdoor, state by state, wil! be 
mailed to congressmen, he said. 

Literature and material will be 
mailed to thousands of national 
figures in all fields, Mr. Mapes 
added. He urged OAAA members 
to become acquainted with local 
leaders in their own communities, 
and to educate these leaders on 
the merits of outdoor. 

Mr. Mapes urged all advertising 
media to present a united front 
and to join together in fighting 
discriminatory taxes and restric- 
tions. 

“All media are constantly under 
attack, not just the outdoor indus- 
try,” he said. 

He pointed out that any action 


taken in Washington next year 


against outdoor could influence the 
thinking of local legislators. 


s The highlight of the morning 
session—which resembled a wake 
with outdoor as the deceased—was 
a rip-snorting address by Sen. 
Robert S. Kerr (D., Okla.). 

Sen. Kerr lashed out at Sen. 
Richard L. Neuberger (D., Ore.) 
for his bill which would control 
the construction of outdoor adver- 
tising boards on the proposed 41,- 
000-m‘ce interstate highway sys- 
tem. The bill was shelved by the 
Senate public roads committee by 
a narrow 7-6 vote several months 
ago (AA, Aug. 26). 

The Eisenhower administration 
and the federal government’s at- 
tempt to control the right of own- 
ership of private lands also came 
in for some strong criticism from 
Sen. Kerr. 

“Any law would be unconstitu- 
tional where the U.S. would own 
and operate highways,” Sen. Kerr 
said. “The highway users will pay 
for the costs of the new highway 
system and it will be owned and 
operated by the states. It will cost 
the federal government nothing.” 


® He accused the present adminis- 
tration of trying to keep outdoor 
companies from renting land along 
the highways from land owners, 
and forbidding land owners to 
lease the land for outdoor use. 

“The purpose of advertising is 
to build good will,” Sen. Kerr said. 
“Some people don’t seem to know 
that you can’t afford to alienate 
the public’s taste. Sen. Neuberger’s 
bill is an insult to the intelligence 
of all companies that use outdoor 
advertising.” + 


Tarini Joins Edward Weiss 

Dr. John H. Tarini has joined 
Edward H. Weiss & Co., Chicago, 
as a research psychologist in the 
agency’s motivation research de- 
partment. In this post he succeeds 
Clark Leavitt, who has joined Leo 
Burnett Co. Dr. Tarini formerly 
was on the research staff of the 
University of Chicago, where he 
conducted studies of decision mak- 
ing on the part of executives and 
industrial management. 


Ketchum, MacLeod Names Two 
Ketchum, MacLeod & Grove, 
Pittsburgh, has appointed Robert 
I. Hendel an account executive 
and William D. Morrissey to its 
public relations staff. Mr. Hendel 
formerly was an assistant brand 
manager with Procter & Gamble 
Co. Mr. Morrissey previously was 
with Smith, Taylor & Jenkins. 


Hunt Joins Porter Henry 

Lloyd S. Hunt, formerly with 
General Motors Corp., has been 
named vp in charge of sales de- 
velopmept of Porter Henry Co., 
New York sales training specialist, 


a new post. 


Advertising Age, November 18, 1957 


Trust Agency 
or Don't Hire 
It, Says Eldridge 


(Continued from Page 1) 

the relationships should be recog- 
nized,” he said. “This seems to me 
so vital to the maintenance of a 
fruitful relationship that it cannot 
be restated too often. The agency 
should be taken into the confi- 
dence of the client and provided 
with all the information that is 
needed as a basis for sound 
marketing recommendations and 
advice. 

“It is quite unrealistic to ex- 
pect an agency to make an intelli- 
gent analysis of the problems and 
opportunities confronting a par- 
ticular product, and to develop 
comprehensive marketing plans 
appropriate to those problems and 
opportunities, without having ac- 
cess to all the facts.” 


e 2. “The agency should be ac- 
corded respect as a_ reputable, 
well-managed, successful business. 
A client should not look upon an 
agency as a bunch of hucksters, or 
even as a collection of just adver- 
tising men. 

“To be sure,” Mr. Eldridge said, 
“there have been and always will 
be some flamboyant hucksters and 
playboys in advertising, just as 
there are quacks in medicine, shy- 
sters in law, renegades in the min- 
istry, and sharpsters in business. 
But they are by no means typical 
of the advertising business or of 
agency personnel. 

“The agency you select, if you 
select wisely and discriminately, is 
in its own right a successful en- 
terprise. Its annual volume is like- 
ly to be $25,000,000 or more. As 
a matter of fact, the volume done 
by an advertising agency in a 
great many instances is actually 
larger than the volume done by 
many of its clients. Many agencies 
employ hundreds of employes and 
are confronted with the same 
problems as yours or those of any 
other business. 

“Contrary to a fairly prevalent 


opinion, the people who run the) 


better advertising agencies know 
the value of a dollar—yours as 
well as theirs. Unless the adver- 
tiser is thoroughly convinced that 
the agency is entitled to his whole- 
hearted respect and confidence— 
confidence in the soundness of its 
business judgment, confidence in 
the integrity and objectivity of its 
recommendations—it ought never, 
under any circumstances, to en- 
gage it.” 


e 3. “The agency is entitled to 
know how the advertiser thinks of 
itself—its philosophy, its basic 
policies, its ideals, its standards 
of business morality and integrity, 
and its objectives—both in terms 
of profit production and in terms 
of its contribution to the needs of 
consumers and the welfare of so- 
ciety.” 


e 4. “The advertising agency 
should have the primary respon- 
sibility for an effective presenta- 
tion of the advertising message,” 
Mr. Eldridge said, “but it is the 
advertiser who should assume the 
primary responsibility for deter- 
mining what that message should 
be. 
“The responsibility for deter- 
mining what the message should 
be must always be the advertis- 
er’s,” Mr. Eldridge said. “In ar- 
riving at his decision, he will, of 
course, consider and give weight 
to the opinion of his agency. But 
he will make the decision. 

“It is only when he has made 
this decision and transmitted it 
to the agency that the agency can 
properly assume its responsibility 
—that of presenting those prod- 


uct attributes and those consumer 


benefits in the most effective man- 
ner, and of transmitting the de- 
sired product image memorably 
and convincingly.” 


e 5. “The agency has the right,” 
Mr. Eldridge said, “to expect that 
the product quality be right, that 
the product deliver what the ad- 
vertising promises, and that it be 
competitively priced, have repre- 
sentative distribution and ade- 
quate shelf stocks. 


e 6. “The agency should not only 
be permitted but encouraged to 
make recommendations with re- 
spect to all matters affecting the 
marketing of products assigned to 


s 7. “The agency,” Mr. Eldridge 
said, “‘should be permitted to pre- 
sent its recommendations, and the 
reasons therefore, directly to the 
person or persons charged with 
responsibility for making the final 
decision.” 

Commenting on this, Mr. El- 
dridge pointed out that in these 
days of multi-product companies 
and steadily growing businesses, 
“it is inevitable that decentraliza- 
tion of responsibility and author- 
ity, within advertisers’ organiza- 
tions, should be taking place. As a 
result, more and more companies 
are resorting to the device of set- 
ting up product marketing direc- 
tors or product group managers, 
to whom they delegate considera- 
ble responsibility. This,” he said, 
“is an almost inevitable conse- 
quence of the trend of business 
and is good rather than bad. 

“An agency which has prepared 
a plan which has met with the ap- 
proval of the product manager but 
which, without any participation 
by the agency has been disap- 
proved at a higher level, has every 
justification for feeling that the 
disapproval may have been the 
result of an inept presentation and 
that, if it had had the opportunity 
to appear, the result might have 
been different. 

“On the other hand, the agency 
that has had an opportunity to 
present its recommendation to the 
court of last resort can have no 
complaint, whatever the decision 
may be.” 


e 8. “All recommendations by the 
agency,” Mr. Eldridge said, “even 
with respect to matters outside 
the agency’s area of direct respon- 
sibility, should be acknowledged, 
and whenever a plan or a recom- 
mendation submitted by the agen- 
cy is disapproved, the agency 
should be given the reasons for 
such disapproval.” 


e 9. “The client should provide 
within its organization competent 
leadership and direction for the 
agency. The quality of service re- 
ceived by an advertiser from his 
agency can be no better than the 
quality of leadership, inspiration 
and direction which the agency 
gets from the client. It is import- 
ant,” Mr. Eldridge said, “to assure 
the agency that it will not be frus- 
trated in its efforts by supervision 
in which whim or caprice or un- 
skilled, immature judgment takes 
the place of the kind of leadership 
it is entitled to expect.” 


e 10. “On important matters,” 
Mr. Eldridge said, “the agency 
should feel free to appeal to the 
topmost marketing executive. 
Since advertising and marketing 
are not exact sciences, decisions 
with respect to them necessarily 
involve judgment; and where 
judgment is involved, honest and 
intelligent differences of opinion 
can and do exist.” # 


CBS-TV Film Boosts Howell 
John F. Howell has been named 
general sales manager of CBS Tel- 
evision Film Sales, New York. He 
has been an account executive with 
the film syndicator for a year. Mr. 
Howell replaces Thomas W. 
Moore, who resigned to become 
sales vp of ABC Television (AA, 


Nov. 11). 
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OUTDOOR See all the t j 
for Schaefer Beer : 


“How important is Outdoor Advertising to Schaefer sales? 
... It’s basic! A substantial portion of our advertising 
dollars are spent in Outdoor . . . in fact, we have used Outdoor 
Mr. J ohn Ne mesh Advertising in every market continually since 1933. 
Advertising Director “Outdoor sells all the time for Schaefer . . . whenever 
The F & M Schaefer Brewing Co., says: beer is being bought . . . carrying our brand, package and 
selling message right up to the store.” 


84.6% of all people who drink or serve beer see and remember Outdoor posters!* 
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OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 
*Urban Poster Readers—Starch Continuing Study of Outdoor Advertising 
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IN METROPOLITAN AREAS: 


23,550,000 people live in centers of 500,000 or more. 


16,800,000 people live in centers of 50,000 to 499,999. 
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31,850,000 people live in suburban communities. 
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IN NON-METROPOLITAN AREAS: 


34,550,000 people live in urban and rural centers. 
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20,950,000 people live on farms. 


All data in this report are from the latest nationwide survey of 

the Look average-issue audience, based on people aged 10 and over. 
The study, entitled The Look Magazine Audience, April-May, 1957, 
was conducted by Alfred Politz Research, inc. Copies are 

available on request to Wallace Wegge, Director of Research, 

Look, 488 Madison Avenue, New York 22. 
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LOOK reaches 5,100,000—over 1 out of 5 


LOOK reaches 4,050,000—about 1 out of 4 


LOOK reaches 6,950,000—over 1 out of 5 


LOOK reaches 5,400,000—about 1 out of 6 


LOOK reaches 3,300,000—about 1 out of 6 


Advertisers have long recognized the importance of all size communities in effecting sales. For people in 
every type of community buy, or influence the buying of, most consumer products and services. As the 
latest Politz study of the LOOK audience reveals, LOOK reaches broadly across all types of communities . . . 
penetrates deeply into each of them. In your market, whether it’s all people or specific people. LOOK delivers 
one of the largest magazine audiences ever assembled. LOOK — The Exciting Story of People. 


people read LOOK 
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12 
The Editorial Viewpoint... 


The ARF Magazine Study 


It has now become clear that if the Advertising Research Founda- 
tion’s study of magazine audiences is ever to get off the ground, it will 
do so only with the extremely reluctant financial support of a num- 
ber of important magazines. 

In a sense, Time Inc. may be said to have started the audience 
measurement cycle with its initial Life studies by Alfred Politz; yet 
Andrew Heiskell, publisher of Life, has told the ARF that Life will 
not participate. “We... have decided against participating,” he told 
the ARF, “because it would add nothing new to major publications on 
audiences and, in our opinion, the duplication study can do nothing 
but damage to many of the smaller publications.” 

The magazines, which would be expected to pay the bulk of the 

estimated $800,000 cost of the survey ($80,000 for Life, for example), 
are not the only ones who have serious doubts about the value of the 
projected survey and the propriety of the ARF’s operations in this 
area. 
A considerable number of ARF members, who believe sincerely in 
the value of ARF and its basic importance to the advertising and 
marketing world, wonder whether the magazine audience study was 
not adopted as an ARF project without sufficient consideration of all 
the problems and implications. 

Many of these people believe that the ARF ought not to engage in 
any actual research projects which can be carried on by individuals 
or organizations on a normal commercial basis. The purpose and 
function of the ARF, they say, is to investigate research methods and 
techniques; to undertake pilot studies, and to validate the research 
methods and techniques of others, for the benefit of all. Such studies 
as those designed to compare the validity and effectiveness of broad- 
cast measurement techniques, and the similar study of printed ad- 
vertising readership measurements, exactly fulfill the function of 
ARF. But once the ARF has gone this far, these people say, it should 
step out of the picture and let the research projects themselves be 
done in the conventional way. 

Others believe that the very size of the projected magazine study 
makes it undesirable from the ARF standpoint, entirely aside from 
any principles that may be involved—that a study of this magnitude 
automatically unbalances the ARF operation, requiring so much time 
and attention that other equally deserving activities are slighted. And 
this is particularly unfortunate since the magazine audience survey 
does not equally interest all members of ARF. 

It is our own belief that the ARF should stick to basic research, of 
the type which cannot be done by any other individuals or groups, 
attempting to point the way in new techniques and approaches, and 
should leave actual research projects to others. 


That Baltimore Advertising Tax 


Attempts to tax advertisers and advertising media in the city of 
Baltimore are dangerous and stupid, and should be defeated. 

If they go into effect, the city of Baltimore—far from securing 
benefits from a tax—is going to assure itself a dismal future, with 
business shrinking away from the city and enterprise looking else- 
where for a place to land. 

The idea of taxing the advertiser 742% on all the money that he 
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Gladys the beautiful receptionist 


—Jack Rodwell, The Rumrill Co., Rochester, N. Y. 
“So I says, ‘Which Piel brother do you want ...Norman, Vincent, 
Bert or Harry?’” 


spends for advertising is a brand new one to us, and a particularly 
idiotic device, since it will obviously make advertising more expensive 
and less desirable for companies within the taxable reach of the city 
of Baltimore, and thus place them at a competitive disadvantage with 
companies outside the city’s reach. 

But this is a detail. The whole notion is foolish, and we hope it will 
not happen. Taxing advertising is an almost sure way to guarantee 
some slowdown in promotion, and slowing down promotion and ad- 
vertising is in turn an almost certain way to guarantee some slow- 
down in sales and production—with a resulting decline in the ability 
of all to pay any kind of taxes. It would make far better sense for 
Baltimore to provide tax relief for those who increased their adver- 
tising and sales effort than to penalize them for these activities. 

Nevertheless, the situation is fraught with danger for all advertising 
and for all business. If Baltimore adopts the tax, other tax-hungry 
municipalities are sure to follow. This is an interesting instance of 
the need for unity among all groups in advertising—media, advertis- 
ers, agencies—and for an effective instrumentality which can be put 
to work quickly and effectively when problems of this character arise. 
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What They're Saying... 


Better Comparisons Needed 

Any solid approach in studying 
media values in an attempt to de- 
termine what the national adver- 
tiser really receives for his dollar 
of expenditure breaks down into 
at least three basic dimensions: 

The first dimension naturally 
must be concerned with circulation 
—the number of families or peo- 
ple he reaches and what kinds of 
people they are. 

The second dimension, in these 
days of mounting costs and compe- 
tition, is concerned with what he 
must pay to buy this circulation. 

The third dimension, and. one 
which is equal to if not more im- 
portant than the others, is what he 
is really buying in terms of impact 
and awareness values in impress- 
ing the knowledge and benefits of 
his product on people’s minds. 

I am sure there are many people 
in this room today who will shud- 
der at the thought of making di- 
rect comparisons of the advertising 
values delivered by a newspaper 
ad vs. a magazine page vs. a tele- 
vision commercial. I am sure that 
many of you would say that they 
cannot be compared because they 
perform differently, are measured 
differently and are frequently 
used to accomplish very different 
objectives. 

Still others may choose to side- 
step this issue by claiming that 


any such qualitative differences 
per message delivered are purely 
a function of the copy execution 
rather than the medium—and 
hence should not be recognized in 
the media decision itself. 

To those who hold to either of 
these beliefs, the media man must 
say—regardless of whether you 
are right or wrong in your be- 
lief—there is « large group of ad- 
vertisers who are not listening to 
your advice, and this group is get- 
ting larger all the time. 

—Jack R. Green, associate media di- 
rector, J. Walter Thompson Co., at the 


annual meeting, Audit Bureau of Cir- 
culations, in Chicago. 


Beer's Potential 

Brewers who concentrate on tav- 
erns are like commercial fisher- 
men who fish small streams while 
ignoring the ocean. The ocean of 
beer merchandising is the super- 
market. 

Stores, too, must recognize beer’s 
potential. They must feature mer- 
chandise with higher markups or 
favor items that cost less to sell. 
When a store finds a product that 
does both—as beer does—net prof- 
it expands two ways. 

Packaged beer is five times more 
profitable than the average super- 


market product. 
—Robert M. Bennett, manager of 
brewery and beverage packaging, 


Container Corp. of America, at the 
annual convention of the Brewers’ 
Assn. of America, 


Rough Proofs 


Aside to Bob Montgomery: You 
might suggest to your most dis- 
tinguished television pupil that 
next time he avoid pronouncing it 
“modren.” 


People who like to talk about 
modren cars and other products 
are usually the same ones wha 
complain most loudly in the sum- 
mer time about excessive prespira- 
tion. 


An advertiser in Drug Trade 
News, promoting an ingredient for 
cold tablets, waxes poetic with the 
nostalgic line, “If winter comes, 
can sneeze be far behind?” 


The Frey report to the ANA 
closed with the suggestion that ad- 
vertisers and agencies negotiate 
their own deals, and that is ex- 
actly what most of them have been 
doing already. 


If the Pennsy and New York 
Central are able to work out their 
proposed merger, maybe you’ll be 
riding the Broadway Century in 
the not too distant future. 


Uneasy lies the head, etc., and 
this applies also to the agency with 
a client whose business is being 
looked over by a larger company 
with merger in mind. 


Baltimore is threatening to put 
a direct tax on advertising, and 
maybe somebody should point out 
to hizzoner the mayor that his 
town is in the big league now. 


“It’s a different world down 
there among the fish,” Gary Coo- 
per told Sports Illustrated, regard- 
ing his skin-diving adventures in 
the Mediterranean. 

And it’s getting to be a different 
world up here, too, what with the 
sputniks and their canine passen- 
gers. 


David Mayer, the motivation re- 
searcher, beat a lady psychologist 
on “Twenty-One” by the football 
score of 21 to 0. 

This is the sort of thing the psy- 
chologists are willing to refer to 
the psychiatrists. 


One of the things which have 
happened to the stock market re- 
cently is that possessors of paper 
capital gains have suddenly dis- 
covered that there are also such 
things as capital losses. 


Boys’ Life is illustrating its ads 
with photographs of handsome lads 
whom any college athletic director 
would greatly appreciate an intro- 
duction to. 


“Kids say the darndest things!” 
exclaims that ingratiating person- 
ality, Art Linkletter, who is fully 
aware that his ‘.nrehearsed inter- 
views will produce exactly that 
sort of shocker. 


Copy Cus. 
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RK To be well informed... 


One Or More 


“Capsules” 
Every 
Morning 


Harrisburg Dateline — 


Segate Finance Group) evs. 


“¢ Republican maj | 
OKs No-New Tax Plan, |sss" 
rges le Gas Levy Cut |*". 4 


re ‘is 
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HE Senate F 


lican “no-ne jy e e 
dollars and 4 ; A 
on June 1. Ano 4 4 wv 1nican hvoy 7 
RTS 
rom Our Wire Services and New York police are pressing|during Wy 
WASHINGTON, March 10 [inquiries into Porter's charges. {marine « 
HE Domine e rear one eee and Saw 
recalled an ambassador an : 
shaken up its embassy staff here School Aid Hassle Glo? . 
as a result of publicity given} Marion B. Folsom, Secretary of; Op > 
implicating its agents in’ cation and Welfare.) 


Fi oreign Datelines 


ife Faces All Ind 


From Our Wire Services 


JAKARTA, Indonesia, March 10. Java, Sumatra, Borneo and, 
IOLENCE today threatened Celebes are the biggest islands (xg 
Indonesia on all sides should in the 3000-mile chain whic 

President Sukarno go ahead with makes up the republic. The laf 

his plan to inject Communists est defection came in Soytht” 

into his government. Sumatra, the oil, tin a ray 
With four bloodless revolts rich island west of 4 


: against Ahrens ODAken OP —GRQ- 


“News” can mean many things. A “big” local story that warrants front 
page treatment. A world-shaking event that rates banner headlines and 
extra space. And then there’s the “smaller” story, just as newsworthy, 
certainly, but not quite Page One material. 


That’s where The Inquirer’s ““Capsuled” news comes into its own. Here 
are the events from Washington, Harrisburg and world capitals—organized 
for convenient, easy reading. And in a format that has become as familiar 
to readers as The Inquirer’s famous front page. 


These features are important to advertisers, too, for they spur front-to- 

back page reading and account, in good measure, for The Inquirer’s 

extremely high readership reports. That’s another reason why The Inquirer ‘ 
carries more advertising linage than any other Philadelphia newspaper. oe 


The Philadelphia Inquirer 


aw .& a Now in its 24th consecutive year of total advertising leadership 


Exclusive Advertising Representatives: West Coast Representatives: 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, IR. EDWARD J. LYNCH RICHARD I. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bldg. 155 Montgomery St. 3460 Wilshire Boulevard 
Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 


MEMBER: METROPOLITAN SUNDAY NEWSPAPERS * FIRST 3 MARKETS GROUP 
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wherever you look today 3 
you find _> | 
. 


wherever men work with packaging 
you find 


PACKAGING fi ) leg 


. .. the magazine of selling —for manufacturers of containers, 
packaging machines, equipment, materials and supplies. 


A BRESKIN PUBLICATION ABC/ABP 
...as is MODERN PLASTICS, the magazine of plastics 


575 Madison Avenue, New York 22, N. Y. 
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BAKING + ROASTING 
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Supermarket News 


HEALTH & BEAUTY AID ADVERTISING UP 43 
first 8 months of ’57 i ~~“ & 
over first 8 months ’56 : | 


Advertising Age, November 18, 1957 


Olive Board Asks 5 Agencies 
to Make Presentations 

The advertising and market re- 
search committee of the Olive 
Advisory Board, San Francisco, 
has selected five agencies which 
are being invited to make full 
scale presentations for the board’s 
account. 

The five agencies, which will 
make their presentations late in 
November, are Botsford, Constan- 
tine & Gardner, Compton Adver- 
tising, Hoefer, Dieterich & Brown, 
J. Walter Thompson Co. and Nel- 
son Baker Inc. 


Mutual Names Two VPs 
Robert F. Hurleigh, formerly di- 
rector of news and specia] events, 
and Harold M. Wagner, formerly 
network program director, have 
been named as vps of Mutual 
Broadcasting System, New York. 
Mr. Hurleigh was named vp in 
charge of Washington operations 
for the network; Mr. Wagner was 
named vp in charge of programs. 


Pennsylvania, 


think 
Philadelphia, 


Erie is Pennsylvania’s 3rd city: in Population, Retail Sales and Effective Buying Income.* 
Erie leads all major** Pennsylvania cities in growth—population, 1957* vs. 1940t; retail sales, 
1956* vs. 1939t. @ Erie’s newspapers, The Times & News, deliver the whole market, not just 
part of it. Compare this with some other Pennsylvania situations, where adjacent cities are 
“combined” to make up a “market” which no one newspaper buy can cover. ® It stands to 


reason: Erie is the only logical 3rd market buy in Pennsylvania. 


°1957 Sales Management Survey of Buying Power. When 
*°75,000-and-over population. 
TU. S. Census. you 


think 


The Erie Times (evening) 


Pennsylvania 


think J The Erie News (morning) 


Philadelphia 
Pittsburgh 
—and Erie 


The Erie Times-NewS (sunday 


Sheaffer Acquires 
Maico Hearing Aid 
in Diversification 

Fort Maptson, IA., Nov. 12—Ina 
major venture outside the writing 
implement field, Sheaffer Pen Co. 
has purchased Maico Co., Minne- 
apolis, hearing aid and miniature 
electronic equipment manufactur- 
er, for an undisclosed price. 

The 22-year-old Maico Co., 
whose sales were $4,131,981 in the 
year ending Aug. 31, 1957, is now a 
wholly owned subsidiary of Sheaf- 
fer but it retains its title, man- 
agement lineup and its roots in 
Minneapolis. 

Maico’s advertising account, 
which is billing about $1,000,000, 
will continue to be handled by Bo- 
zell & Jacobs, Minneapolis. 

Maico’s product range covers 
hearing aids, recording equipment, 
medical acoustical instruments, 
meters and a whole group of de- 
vices used in automation equip- 
ment. 


= Sheaffer’s entry into this field 
is pegged largely on confidence in 
the future of the electronics field, 
according to Craig R. Sheaffer, 
board chairman of Sheaffer. 

W. A. Sheaffer II, president of 
Sheaffer, asserted that the move 
did not reflect any belief that the 
writing implement market is ap- 
proaching, or is at the saturation 
point. He described the Maico ac- 
quisition as part of Sheaffer’s 
long-range expansion program. 

First step in the diversification, 
he said, was the formation four 
years ago of the Sheaffer tool and 
die division. Purpose of that divi- 
sion, he noted, was to give Sheaf- 
fer greater production control over 
tools necessary for Sheaffer’s own 
production. From 75% to 80% of 
the division’s production now, 
however, is going to other buyers. 


s Sheaffer’s continued diversifica- 
tion, Mr. Sheaffer said, is a 
direct result of a study made ear- 
lier this year by McClellan & 
Burck, New York, industrial di- 
versification consultant. He also 
said that Sheaffer is game to make 
still more acquisitions “if a good 
offer comes along.” 

As for current business, Mr. 
Sheaffer predicted that Sheaf- 
fer’s sales would be about $1,000,- 
000 off this year from last year’s 
$26,284,942 for the fiscal year end- 
ed Feb. 28, 1957. He said the 
off is industry-wide and the 
son is simply that “people 
aren’t buying as they used 
it takes much longer to 
them .. .” 

Sheaffer is currently spending 
about $3,200,000 in advertising. 
Russel M. Seeds Co., Chicago, 
handles all of Sheaffer’s advertis- 
ing except its ball point pen divi- 
sion (AA, May 27), which is han- 
dled by Batten, Barton, Durstine & 
Osborn, Chicago. # 


ZBM-TV, Bermuda, Will 
Go on the Air in January 
ZBM-TV, Bermuda’s first com- 
mercial television station, will be- 
gin operations in January. The 
station will cover the entire is- 
land. Bermuda has a population of 
50,000 and there are currently 4,- 
900 sets in use. The one-time 
hourly rate has been set at $40. A 
one-minute spot—at the one-time 
rate—will be $14. ZBM-TV will be 
operated by Bermuda Radio & 
Television Co. Ltd., which is 
owned by Bermuda Broadcasting 
Co. (55%), Bermuda Press (30% ) 
and Mid-Ocean News (15%). 
Officers of the station are Walt 
Staskow, managing director; W. 
Holmes, program director; Robert 
Harbin, production director; Au- 
brey Harris, chief engineer. In- 
tercontinental Services Ltd., New 
York, will represent the station in 
the U. S. In Canada, the repre- 
sentative will be Stovin-Byles, To- 


ronto. 
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“If we had to put a man on the moon, we could 
do it,” say today’s engineers. They’re speaking 
seriously. The rapid pace of engineering 
developments have made it possible. 


New engineering breakthroughs, new ideas, new 
methods make merciless demands on engineers. 
Today’s engineers don’t dare stop learning. 
They have to keep aware of technical progress 
... or be left behind . . . overnight. 


That is why MACHINE DESIGN gets high 


readership wherever design engineers are at work. 


MACHINE DESIGN is their favorite way to 
keep abreast of engineering progress. 


Proof of this readership: every MACHINE 
DESIGN advertiser is pulling inquiries. Inquiry 


volume for the first three months of 1957 
is 30% ahead of the same period last year. 


In two years, MACHINE DESIGN’s rate of 
inquiry production has more than tripled. 
Advertising readership as measured by Ad Gage 
and Starch reports averages as much as 55% 
higher than two years go. 


Wherever new products are being developed, 
you’ll find men reading MACHINE DESIGN. 


a|Penton| publication BPA 
Penton Building [Cleveland 13, Ohio 
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Advertising Age, November 18, 1957 


Nielsen Appoints Three 
A. C. Nielsen Co., Chicago, has 


Nielsen Station Index client serv- 


WHAT HAS A STADIUM TO DO WITH SALES? lappointed John E. Phillips to its 


Possibly a very great deal indeed, for this 
new 32,000 seat home of the Green Bay 
Packers football team didn't just build 
itself. And it suggests to us a citizenry en- 
dowed with an unusual capacity to earn 
money matched by an even more unusual 
willingness to spend it. 

We're not motivation experts. But we've 
helped a host of advertisers move a moun- 
tain of goods and services by carrying 
their sales messages into more than 39,000 
homes every day! Whatever the science of 


the thing, our folks have the cash, they let go of 
it, and we're the only medium to tell all of them 


when . . . in color, if you like. 


= 


ice staff. He formerly was with 
the Lee Broadcasting station chain 
in Quincy, Ill. Nielsen also has 
named Carlin J. Heiman to the 
NSI client service staff in New 
York and Erwin H. Ephron assist- 


Heiman formerly was with Mu- 


viously was with Sponsor and 
ABC and NBC. 


Johnson Boosts Gibson 

| D. Parke Gibson has been named 
‘promotion manager of Johnson 
Publishing Co., Chicago. With 


PRESS GAZRTTE Johnson since 1956, Mr. Gideon 
GREEN BAY \ - ' Green Bay, Wisconsin will be transferred from the New 


Phil McClosky, Mar 


National Advertising 


| York office to Chicago. He former- 
ly was with Interstate United 
| Newspapers. 


ant public relations and publicity | h 
director in the New York office | firm believer in the selling pow- 
of Nielsen’s broadcast division. Mr. | er of advertised national brands. 


tual Broadcasting System and lo-| 
cal stations, and Mr. Ephron pre-| ; 
terview in the November issue 
| of Super Market Merchandising. 


hing 


$ 
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City Zone Lead 10,108 


rHe Oregonian 


Largest Circulation in the Pacific Northwest 
232,338 Daily — 296,204 Sunday 


BILLION 
OREGON MARKET * 


———_— ewe 


[em 


the Oregonian 
reaches more of , 
your customers! 3 


SoM sient 


TOTAL DAILY CIRCULATION 
LEAD OVER 2ND PAPER 


City and RTZ Lead 19,253 


... with Advertising Leadership — 8 | 9 6 m 1 3 LINES (Year 1956) 


Retail Lead 2,607,104 li. 
General Lead 1,568,879 li. 
Classified Lead 4,020,730 li. 


Portland, Oregon 


1957 
PULITZER PRIZE 


HEYWOOD BROUN 
AWARD 


SIGMA DELTA CHI 
AWARD 


SOURCES: ABC Publishers’ Statements for six 
months ending March 31, 1957; Media Records 
total advertising, less legal, AW, TW and 

Comics, 1956; Annual Report, Portland, 1956. 


*Oregon and 7 Counties of Southwest Washington. 


REPRESENTED NATIONALLY BY 
MOLONEY, REGAN & SCHMITT, INC. 


Brands Called 
Exchange Medium 
for Chain Grocer 


New York, Nov. 12—G. W. 
Jenkins, president of Publix 
Super Markets, chain of super- 
markets in central Florida, with 
headquarters in Lakeland, is a 


Mr. Jenkins’ retailing phi- 
losophy is thoroughly explored 
in a question and answer in- 


Last year sales for Mr. Jen- 
kins’ chain were $68,000,000. 
When he began in 1945, sales 
were $2,500,000. 

Mr. Jenkins attributes a good 
deal of this success to his stock- 
ing of national brand labels al- 
most exclusively. Of course, 
other things helped too, such 
as building modern supermar- 
kets and giving the customer 
what she wants. The customers’ 
response to this was described 
in The Saturday Evening Post 
Oct. 16, 1954, in an article en- 
titled, “The Grocer the Girls 
All Love.” 


s “I see that some of these 
larger chains which used to be 
so hot on unknown labels are 
switching over to nationally ad- 
vertised products,” Mr. Jenkins 
says. “Their sales are better and 
their profits too, as a result of 
that. It’s the only sensible way, 
if you ask me, particularly in 
this age of expansion. Many 
chains are going into new ter- 
ritories. I'm sure that their 
store brands must be a drag on 
their progress because shoppers 
are totally unfamiliar with 
them. 

“We think of national brands 
as a kind of medium of ex- 
change. Our business proves it 
every day. People come to Flo- 
rida from all the U.S. to spend 
their vacations or to stay per- 
manently. They buy known 
brands in our stores because it 
is as familiar to them as the 
American dollars they carry in 
their purses.” 


® Asked what his turnover was, 
Mr. Jenkins replied, “Last year 
it was 27.5 times,” he said. 
[The next highest turnover by 
a chain as shown by the maga- 
zine in a box was for A&P—18.8 
times. Average turnover for 18 
chains, not including Publix, 
was 15.2 times.] “With the 
depth we have of popular 
brands we feel pretty sure of 
getting the movement we need. 


|It simplifies everything all 


around. We buy names, not 
pigs-in-the-poke. We don’t wor- 
ry about quality or guess at 
what the movement should be. 

“We get so familiar with the 
items and the salesmen who 
bring them in that it’s like 
running a country club. We 
don’t have to scout for all kinds 
of unknown cross-breed prod- 
ucts that leave our customers 
puzzled.” 

A table on sales and expenses 
of Publix since 1945 shows that 
advertising per cent of sales has 
grown steadily. In 1945 it was 
$14,692, 57% of sales. In 1956, 
advertising came to $1,533,294, 
2.23% of sales. + 


New Engineering Book Set 

Domestic Engineering Co., 
Chicago, will produce a new 
annual publication titled Engi- 
neer’s Product File, to be pub- 
lished by its Engineering Pub- 
lications division. The book will 
be distributed to consultants 
and engineers who write spe- 
cifications for heating, air con- 
ditioning, piping and plumbing 
systems in large and medium- 
size structures. Forms will close 
Aug. 15. 
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Advertising Age, November 18, 1957 


Canadian Group | 
Plans First Public 
Service Campaign 


Toronto, Nov. 12—Canada’s 
advertising industry will launch 
a nationwide public service 
campaign in support of educa- 
tion early in 1958. 

The Council of Canadian Ad- 
vertising, an affiliate of the Ca- 
nadian Advertising Advisory 
Board, will undertake its first 
public service project in con- 
junction with the Canadian 
Conference on Education. The 
campaign will get under way 
following the education confer- 
ence in Ottawa Feb. 17-20. 

CAAB president Merle M. 
Schneckenburger said the cam- 
paign should be valued at 
“something in excess of $1,000,- 
000.” Approximately 60% of the 
advertising messages will be 
carried without charge by na- 
tional and local advertisers; the 
remaining 40% will be contrib- 
uted by the media. 


ee 


® Mr. Schneckenburger said it 
would be the council’s job “to 
help create a national climate in 
which our educational institu- 
tions can most easily work 
towards the solutions of their 
problems.” 

Vickers & Benson Ltd. is serv- 
ing as the voluntary advertising 
agency. Creative work on the 
st campaign already is under way 
: in Toronto under the direction 

of Allan B. Yeates, treasurer of 
CAAB. # 
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NBC Names Oppenheimer, 
Anderson to Program Posts 
Jess Oppenheimer, tv produc- 
er-director-writer, who created 
the “I Love Lucy” series, has 
been named head of a new cre- 
ative programming unit at NBC 
: Television, Los Angeles. His job 
" will be to develop new proper- 
ties, talent, program concepts 
and formats for the future. A 
similar unit already is function- 
ing at NBC in the public events 
area, under producer Henry 
Salomon. 

Bill Anderson, formerly NBC 
ie trade news editor in New York, 
has been named to a combina- 
tion programming and public 
relations post with the net- 
work’s participation telecasts, 
“Today” and “Tonight.” Joe 
Ryan, in the NBC press depart- 
ment, succeeds Mr. Anderson as 
trade news editor. 


Retailers See Good Yule 
Season, BofA Study Finds 
Most retailers are looking for- 
e ward to a nice sales volume 
am during the Christmas selling 
season, according to a survey 
made by the Bureau of Adver- 
tising, American Newspaper 
Publishers Assn. The study— 
covering 381 retailers in 40 
states, two Canadian provinces 
and 155 markets—indicated that 
54% of the retailers anticipate 
sales gains averaging 7% over 
= the 1956 holiday season. Anoth- 
eo er 33% expect sales to equal last 
year’s level. The remaining 13% 
of the retailers foresee an av- 
erage 7% drop in sales. 

More aggressive promotion is 
planned by 36% of the retailers, 
while 57% said their ad budgets 
for Christmas will be about the 
same as last year. 


» ED 


‘Newsette’ to Be Published 

“Newsette,” a weekly letter 
for women, started publication 
early in November. The news- 
letter, says the publisher, will 
cover information about fash- 
ions, world affairs, music, art, 
medicine, pclitics and other 
topics. “Newsette” is published 
at 1383 National Press Bldg., 
Washington; subscription price 
is $7 a year. 
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Interior from one of House Beautiful’s serves of Pace-Setter Homes 
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House Beautiful readers—and they are numbered in the 
millions—are in love with their homes. Not just “house 
proud” But truly, deeply involved in the places where 
they live .. and ready to invest considerable amounts 
of time, work, money and devotion there. 


Have you something to tell these people? Probably you 
have, because “home” takes in a lot of territory. You 
can go right home to them in the magazine that Hearst 
editorial insight has made uniquely their own. 


Key to horizons 


For a magazine to become a national synonym for good 
taste and practical guidance, certain traits are necessary. 
It must be able to open horizons and anticipate new 
trends. It must be able to advise on furnishing a one-and- 
a-half room apartment as well as a spacious suburban 
home. Its editors must be as authoritative about mulches, 
heating systems and kitchen cabinets as they are about 
Chippendale and Robsjohn-Gibbings. 


CES ee a Oe, 


All this House Beautiful’s editors achieve to the benefit 
of the magazine, the readers and the advertisers. 


But House Beautiful is only one of the ten Hearst Key 
Magazines — keys that fit exactly into the major interest 
areas of important groups of Americans. Keys you can 
learn more about from your Hearst representative. 


Key men — Key markets 


Hearst representatives are key men in the publication 
field—because each speaks for a magazine keyed to its 
readers. These key men talk specifics, not generalities. 
They discuss reader interest as the key to circulation. 


And Hearst markets are key markets—because they are 
based not on charts or circulation figures but on the per- 
sonal, intense enthusiasms of particular consumer groups. 


Whether you’re visiting with the readers of House Beau- 
tiful—or talking to the man who favors foreign cars or 
fishing—let Hearst editorial insight be your key to their 
consuming interest. 
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2 . . in Wisconsin the combination is... 


The Beloit News-Janesville Gazette combination gives you 71.6% coverage 
of 34% counties in Wisconsin and a substantial portion of 3 counties in 


Illinois. Statistically speaking, every family in Metropolitan Rock County 
subscribes to one of these two papers. 


FOURTH LARGEST CIRCULATION IN WISCONSIN HEADS DRIVE—Don Belding of Los Angeles, former executive of Foote, 


P. T. BREWER GEORGE W. GRESSMAN | is ar yi : Cone & Belding, has been made national chairman of the 1958 Easter 
BELOIT, WIS. * JANESVILLE, WIS. iP Seal campaign. With him here (at the convention of the National 
EMerson 5-8811 PLeasant 4-3311 


Society for Crippled Children and Adults in Chicago) are Ivy Baker 


Priest, treasurer of the U.S., and Gov. Joseph J. Foss of South Da- 
kota, 1956 chairman. 


British Doctors 
‘Launch $140,000 


Nutrition Drive 


Lonpon, Nov. 12—The British 
|Medical Assn. is planning to 
jlaunch “the largest campaign for 
popular nutrition” ever run in 
Britain. 

The two-week campaign due to 
start in May and costing around 
£50,000 ($140,000), will run under 
the auspices of the BMA’s monthly 
magazine Family Doctor. Its object 
will be to improve the nation’s 
diet. 

Spearhead of the campaign will 
be a special Family Doctor cookery 
and recipe book, “More Fun With 
Your Food.” This one-shot publi- 
cation will contain nutritional ad- 
vice in practical terms. It will have 
60 pages—21 of advertising—and a 
print order of 3,000,000. 


s The BMA plans to sell the one- 
shot at Ils. (14¢) a copy and dis- 
tribute it through grocery and 
other retail stores. 
| National newspaper and com- 
|mercial television advertising will 
|be used to back up the campaign, 
due to be launched next May. 
MacLaren Advertising Co. Ltd. is 
the agency handling the drive. + 
| 


} 
Scott Joins Firth 

Robert Scott, formerly handling 
metropolitan accounts for Gould- 
Mersereau Co., has joined Firth 
|\Industries, New York, as sales 
|manager for Tuftwoven Acrilan 
carpets. This is the third major 
change in Firth’s marketing set- 
up in the last two weeks. The par- 
ent company, Firth Carpet Co., 
,appointed J. Floyd Smith, market- 
‘ing vp and John A. Churchill 
|general sales manager last week. 
Mr. Smith was formerly market- 
ing and sales director of Firth In- 
dustries, and Mr. Churchill was 


rT previously national sales manager 
of Mohawk Carpet Mills. 
- 
I’m on to bu that cand had Peruvian TV Station Buys Films 
. Cia. de Producciones Radiales y 


Television, Lima, which will be- 


: ‘ i ti Peruvian tele- 
He was watching WGN-TV’s top rated “Bugs Bunny and Friends” 6 ee? ee oe 


; , vision station next March, has 
at 6:30 P.M. along with 881,758 other children and adults. bought eight Spanish-dubbed film 
07 programs from Television Pro- 

(A.R.B., September, 1957, 13.4%). | grams of America. They are: “The 
Top programming to deliver you the right kind of audience is New Adventures of Charlie Chan,” 
ro - 8 y g “Fury,” “Ramar of the Jungle,” 
our Dusiness. “The Count of Monte Christo,” 
That’s why Top Drawer Advertisers use WGN-TV “Stage 7," “Mystery Is My Busi- 


/ness,” “Lassie” and “The Lone 
Let our specialists fill you in on some exciting WGN-TV case histories, | Ranger.” 


discuss your sales problems and advise you on current availabilities. 


NBC Sells ‘Suspicion’ 


Phillips-Van Heusen Corp., New 

York, has ordered half of NBC- 

TV’s “Suspicion” Dec. 

Put “GEE!” in your Chicago sales with = sen Sea: ME ieee Goer Ae 
|vertising Agency. An alternate- 


CHANNEL 9—CHICAGO week half-hour of the program 
\had been available. 


| ee 
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New Yorker readers are particularly responsive to an arrest- 


ing idea, and so the unusual creative approach* has special = 

. appeal. That is why so many spectacular and successful ad- 
vertising campaigns have been seen first in The New Yorker. : 
*A publishing principle which has guided The New Yorker for thirty-two years, : 
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Advertising We Can Do Without... No. 28 


dealer,who handles everything.” 


| -FLESCH-MILLER has almost everything 
| to Sell and Rent = “i 


“Flesch-Miller hae a full line of tools, from the largest 
* to the smallest, also supplies. I like to work with one 


out of f 


a ee 


‘orem CORPORATIONS advertise in 


FLESCH-MILLER INCORPORATED 


UBERTY 6-249) s 


INDIANAPOLUS 26, INDIANA 


BAD TASTE—A reader submits this advertisement, from a construction 
trade paper, as an example of advertising we can do without. We 
reproduce it here as typical of too many ads in poor taste which are 
appearing in business papers and elsewhere. We do not consider ads 


: ee oe ene 
— a" @ * 


a gee * pre ie 


wit Ms De ett j ies , 
OPEN rl: a | mao 


Canada’s Largest Shopping Centre, Hamilton, Ontario 
covers 71 acres, houses 800,000 square feet of building, 70 stores. 
Daily parking for 25,000 cars. 


NOW CANADA’S 5th LARGEST CITY* 


The latest Dominion Bureau of Statistics release shows Hamilton is 

now Canada’s Sth largest city and Ontario’s fastest growing major city. 
Latest Sales Management figures show Metropolitan Hamiltonians 

have a per family income of $6,590—a full $2,000 above the Canadian average! 
Rapid expansion of industries is the main reason for Hamilton’s 

increasing wealth. Hamilton boasts the first and fourth largest 

steel producers in Canada plus hundreds of other major industrial concerns 
... all of which contribute to a gross value of production 

that is now close to one billion dollars a year. 


*Dominion Bureau of Statistics, 1956 


The Spectator is 

the only newspaper with 
saturation coverage of 
Canada’s Sth largest city. 


ctw: he Hamilton Spectator 


office buildings. 
= One of the Eight Southam Newspapers in Canada 


STATES 
TORONTO MONTREAL GREAT BRITAIN UNITED 
fF & Woodward inc. (Can. Div.) 
The Southam Newspapers The Southam Newspapers 34-40 Ludgate Hill © Cresmer 
388 Yonge St. 1070 Bleury St. London, €.C. 4 New York, Detroit, 


K. L, Bower, Manager J.C. McCague, Manager Engiand ian ae 1 F4986r 


like this in the same league with 
misleading and deceptive adver- 
tising, but it wouldn’t hurt to 
keep the standards up a little, 
either. 


Farmer Listens to 
Radio 3 Hours per 
Day, Study Shows 


Cuicaco, Nov. 12—Farmers av- 
erage approximately three hours 
daily at their radios—far more 
time than they devote to other ad- 
vertising media—according to a 
new study just made public by the 
National Assn. of Television & Ra- 
dio Farm Directors. 

Farmers living in villages spend 
191 minutes in radio listening, 34 
minutes reading newspapers and 
28 minutes with magazines, the 
study showed. Farmers living on 
farms listen to the radio for 189 
minutes a day, as compared with 
31 minutes devoted to newspapers 
and 26 minutes to magazines. 

In metropolitan areas, farmers 
have their radios on for 139 min- 
utes a day; they spend 36 minutes 
reading newspapers and 21 min- 
utes scanning magazines, according 
to the study. 

The study points out thai the 
average family in the rural and 
village areas listens to the radio 
an average of 17 hours and five 
minutes weekly, as contrasted with 
the 16 hours and 19 minutes spent 
by the average major metropolitan 
area family and an average of 16 
hours and 44 minutes of listening 
done by all U.S. homes. 


® On the television side, the study 
asserts that as of August, 1957, 
65% of the farmers in the U.S. 
owned tv sets. This is a sharp gain 
over 1956, when 51% of the Amer- 
ican farmers owned tv sets, and 
ever 1954, when only 35% of the 
farmers had tv in their homes. 

The new study is part of a spe- 
cial program which will be pre- 
sented to members of the NATRFD 
during the opening day of the 
group’s annual fall convention, 
which opens here Nov. 29. # 


Four A’s Council Elects Kratt 
Donald B. Kraft, Honig-Cooper 
Co., Seattle, has been elected chair- 
man ef the Puget Seund council of 
the American Assn. of Advertising 
Agencies. Walter Fitzsimons, Bat- 
ten, Barton, Durstine & Osborn, is 
vice-chairman, and Lloyd Stack- 
house, Bozell & Jacobs, both Seat- 
tle, is secretary-treasurer. Gover- 
nors for the council are Frank 
Horsley, Pacific National Adver- 
tising Agency, Seattle; Victor 
Kaufman, Condon Co., Tacoma; 
Joseph Maguire, Botsford, Con- 
stantine & Gardner, Seattle, and 
Jack Starling, McCarty Co., Seat- 


tle. 
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_. building with Miami 


No doubt about it — Miami is the fastest growing 
major market in the U.S.! So build your sales 
with the newspaper that’s building with Miami! 


THE Miami News bulwarks its 61st year of operation 

with the completion of a forward-looking new $7,500,000 plant 
embodying the most modern design concepts in the 

newspaper industry . . . geared to the newspaper needs 


of a near-future Miami community of 1,000,000. 


THE Miami NEws is ready now to serve today’s 

800,000 buying Miamians better than ever before. 

Actively up-dated in every department, THE Miami News 
becomes a far greater, more influential news medium .. . 
with finer printing processes, more up-to-the-minute news, 
better editorial features, faster delivery service 

and greater penetration in depth. Result: a newspaper. 
that’s indispensable to readers — and advertisers. 


Put the bigger and better M1am1 News to work for you! 
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Miriam! .. . one of America’s 

fastest growing multi-billion dollar 
markets — deserves what the experts 
call the finest, most modern 


newspaper plant ever conceived. 


Among the well-informed 


3 out of 4 read The Miami News 


Daily and Sunday 


Nationally represented by 
SAWYER-FERGUSON-WALKER COMPANY: 
Atlanta, Chicago, Detroit, Los Angeles, 
New York, Philadelphia and San Francisco 
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That’s What Advertisers Reach in 


She Sporting News 


National Baseball Weekly —St. Louis, Mo. 
280,000 Copies Weekly 
With 98% Male Readership 
Largest Newsstand Sale of Any Sports Weekly 
Published Weekly Since 1886--70 Continuous Yeors 


3 Get Awards for Metal Uses 
American Metal Market this fall 
gave its first awards to companies 
for developing new markets for 
metal applications. The awards 
were made in three categories. In 
the steel, stainless steel and nickel 
categories, a joint award was giv- 
en to Bettinger Co. and to U.S. Ply- 


wood Corp. for the development of | 
|neapolis, has 
|Klapperich n.edia manager and 


Chalkboard. In the aluminum, 
magnesium and titanium category, 


Products Inc., Oakland, Cal., for 
Honeylite aluminum light diffu- 
sion material. In the copper, lead 
and zine category, an award was 
| presented to New Jersey Zinc Co., 
|'New York, for improved applica- 
tions of the die casting process. 


Knox Reeves Boosts Two 
Knox Reeves Advertising, Min- 
appointed Ralph 


an award was given to Hexcel| Wendell Eastling associate account 


executive. Mr. Klapperich former- 
ly was a Knox Reeves account 
executive and Mr. Eastling previ- 
ously was assistant media manag- 
er. 


Joins Screen Gems 

Ralph Mitchell, formerly with 
California National Productions, 
has joined the sales staff of 
Screen Gems (Canada) Ltd., To- 
ronto, tv film distributor-produc- 
er. 


she 


There are 14 daily newspapers in the area. 
They have a combined circulation (ignoring 
duplication) of 318,542. 

One 600 line insertion (approximately “ page) 
in these 14 papers costs $894.00. 


On WSM, $894.00 buys 


24 one minute 
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Can Newspapers Provide Effective Coverage of the 


$2 Billion WSMpire? 


Here are the facts. 


Within this same area, WSM delivers a 
comparable unduplicated daytime audience 
plus an outside bonus audience even larger 
than that for which you pay. And on WSM 
you can achieve real penetration at amazingly 


low cost. 


+ 


in a week, 


or a choice quarter hour in the Grand 


Ole Opry for 3 weeks, 


or a 15 minute morning newscast 5 days 


weekly, for 3 weeks. 


Ask Bob Cooper, or any Blair man for the facts and figures. 
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Freeman Endorses 
‘Honest’ Endorsers 
in ‘The Big Name’ 


New York, Nov.12—William M. 
Freeman, who until recently 
penned the advertising news col- 
umn for the New York Times, is 
in favor of testimonial advertising 
—when it’s honest. 

“There is nothing in all of ad- 
vertising’s varied methods that is 
quite so effective as the endorse- 
ment,” he says in his new book, 
“The Big Name” ($3.75, Printers’ 
Ink Books, New York, 230 pages). 
“When it is genuine and sincere,” 
continues Mr. Freeman, “and the 
reader or viewer or listener be- 
lieves it to be so, it spurs quick 
action at the selling counter.” 

But genuineness and sincerity 
have not always marked testimo- 
nials, the book relates. Silent 
screen star Constance Talmadge, 
in one frenetic 24-hour period, en- 
dorsed some 400 products. “in 
Liberty of Oct. 28, 1927, Miss Tal- 
madge was shown roused from 
sleep by an Ansonia alarm clock, 
wearing a Benrus wrist watch, 
|demonstrating a Thorens Sure- 
Fire cigaret lighter, her teeth whit- 
ened by Dentyne, using Gold Seal 
tubes in her radio and Air Con- 
tainer inner tubes on her car, 
keeping slim through the use of 
Marmola and wearing a Juliet 
wedding ring.” 


® More recently, movie queen and 
| real-life Princess Grace Kelly was 
shown in a Lever Bros. ad endors- 
ing Lux soap and crediting it for 
“her delicate fresh complexion.” 
Later a Chicago Sun-Times report- 
er asked if her complexion really 
traced to Lux. “Soap of any kind, 
Lux or otherwise,” Miss Kelly said 
in a widely published response, 
“never touches my face.” 

But instances like these are get- 
ting rare, according to Mr. Free- 
'man, who credits Jules Alberti, 
|president of Endorsements Inc., 
with a major role in making testi- 
|monials universally acceptable to- 
|day. “Mr. Alberti,” he says, “has 
| made a career of bringing together 
| the right advertiser and the right 
| endorser.” 
| “The Big Name” is chock-full 
|of interesting tidbits: Franklin D. 
Roosevelt smoked Camels—and 
what an endorsement that might 
have been. President Eisenhower 
has been heard to endorse salt 
| ("Food tastes better with it’). 
Three celebrities could latch onto 
fortunes if they’d lend their names 
to testimonials: Winston Churchill, 
Henry Cabot Lodge Jr. and Ma- 
dame Pandit Nehru. 


|e If the signature-by-signature 
| history of testimonial advertising 
| intrigues you, if you want to know 
| how to use testimonials, learn from 
ease histories, “The Big Name” is 
|for you. The book, incidentally, 
| practices what it preaches. The 
|dust jacket carries testimonials 
from Bennett Cerf, Carl Sandburg, 
|Leo Burnett, Ernest K. Lindley, 
re C. Spectorsky, Gen. Carlos 
Romulo, Fannie Hurst, Cleveland 
Amory and Ernie Kovacs. + 


_ABC to Merchandise TV Stars 

American Broadcasting-Para- 
mount Theaters, New York, has 
set up a television character mer- 
chandising department. The new 
unit will be headed by Walter R. 
McCurdy, who has been with the 
company several years. The de- 
partment will handle the licensing 
of products to use the names of 
the network’s top stars. The first 
major merchandising effort will 
|be for the new cowboy series, 
“Maverick.” 


Hilton Names Woebcke 

Al Woebcke, formerly art direc- 
tor at McCann-Erickson and Max- 
on Inc., has joined Hilton & Riggio, 
| New York, in a similar capacity. 
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Bradley Wessel Enright Fletcher 


IN BUSINESS—David R. Bradley, publisher of the News-Press & Ga- 

zette, St. Joseph, Mo., was the first media “representative” to call on 

the new St. Joseph agency of Fletcher, Wessel & Enright Advertis- 

ing. Agency principals shown here are R. W. Fletcher, president, 

William C. Wessel Jr. and H. James Enright Jr., vps, all formerly of 
Ayres, Swanson & Associates, St. Joseph. 
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|criminal cases by the Postmaster 
General to “exercise censorial 
powers of prior restraint.” 


Nudist Magazines 
Ask Review of Post 
Office ‘Censoring’ 


Nov. 12—The 


s The Supreme Court also was 
urged to consider the cases because, 


WASHINGTON, | the brief said, the lower courts ap- 


American Civil Liberties Union 
and attorneys for Sunshine & 
Health and Sun Magazine, nudist 
publications, have asked the U. S. 
Supreme Court to review a case 
which, they charge, gives Post Of- 
fice Department power to pre- 
censor magazines pending a deci- | 
sion as to whether they are obscene. 

The Post Office action in deny- | 
ing third-class mailing privileges 
to the two publications in Decem- 
ber, 1954, was upheld by a federal | 
district court and the District of | 
Columbia court of appeals. 

A brief asking Supreme Court | 


review of the case charges that a | seconds. Thomas B. McFadden, vp | 


First Amendment question is 
raised by the Post Office action. | 


This is whether the federal ob-| 
scenity law can be applied in non-| casting day. 


plied a definition of obscenity 
contrary to the one set forth by 
the high court last spring, and be- 
cause the Post Office refused to 
accord the publications due process 
in the administrative hearing. 

The publications were barred cn 
the basis of five photographs which 
the lower court ruled were ob- 
scene. + 


Adds 30-Second TV Spot 

The seven NBC owned tv sta- 
tions are now offering a new 
length of station break time—30 


of the NBC owned stations, New 
York, reports that the break will 
be available throughout the tele- 


a5 HAND 


hand craftsmanship 
of the Finisher , . . 


whose skill in following copy 
often means the difference 


between ordinary 
and exceptional 


photoengraving reproduction. 


illustrates the indispensable 


THO 


COLLINS, 
MILLER & 
HUTCHINGS, INC. 


America’s Finest Photoengraving Plant for Letterpress and Gravure 
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A newspaper’s reason for being is the service it renders to a community. 
In its news and feature columns and in the advertising it carries, the objec- 
tive is to inform, to entertain, and in a larger sense to knit the community 
together by carrying the thread of its common interests and problems, many 
of which are unique to the community. 


SUNDAY, the newspaper’s own magazine, locally edited to serve the 
nation’s great Interurbian markets, concentrates its efforts in the direction 
of common community interests. SUNDAY rewards the members of its enor- 
mous circulation family by touching on them week after week. No magazine 
edited and published outside of a community could possibly reach and hold 
the newspaper’s large and heterogeneous audience circulation, because it 
could not fulfill the necessary functions. 


Basically people are al] motivated by self-interest, and a magazine that 
does not reflect the variety and immediacy of interests of a given community 
cannot hope to have a week-in and week-out appeal. SUNDAY is always in 
close touch with its readers...in leading population centers...in the 
Interurbias. 


Through advertising in SUNDAY, the reader is offered a better way of life 
and the genuine expectation that he can actually achieve it, because the goods 


PROOF POSITIVE 


SUNDAY’S successful ap neem with people and its effect on sales is 
dramatically demonstrated in the following chart: 


ADVERTISING REVENUE 1951-1956 


and services offered are not just symbolic but are on the shelves and floors of 
familiar stores. This is one big step closer to reality than a national magazine 
comes. That is why SUNDAY is a favorite advertising medium for both depart- 
ment stores and the nation’s largest manufacturers, a testimonial to its rich 
sales potential. 


To be a full-time partner with the le, either as an 
Total Retail m Pho oT 
1961 “$25,000,000 $ 7,000,000 $18,000,000 : editor, or as an advertiser, you must share with them 
1952 29,000,000 11,000,000 18,000,000 their hopes and fears, dreams and disappointments, in 
ha ; 7100000) ip a00'000 sr n00 a0 the world in which they live. SUNDAY is a full-time 
1955 38,200,000 10,900,000 27,300,000 partner with the people. Take advantage of this and 
1956 41,500,000 12,000,000 29,500,000 


sell more goods. Put your ads in SUNDAY. 


In just 6 years, the total magazine advertising revenue for the SUNDAY magazines | Source: Publishers’ 
has increased by over 60% — with the general showing an increase of over 70%. own figures 


Sunday the Newspaper’s Own Magazine . . . Individually Edited to Serve the Nation’s Leading Markets 


Sunday Greatest local coverage of any Sunday 17,642,111 circulation—over Sunday The newspaper magazine with 


national medium. 35,000,000 readers. unlimited opportunity for local tie-in 
Sunday advertising and merchandising. 
Sunday Most thorough readership of poate SOE. Seales Sunda 
any Fon ag ° every week. l All-family audience Sunday morning 
Nl dlj Local newspaper appeal —when TV is at lowest ebb. 


in magazine format. 


SUNMAY cations ads in an atmosphere of 
“buy it now.” 


Sunday Only $3.03 per thousand circulation 
for 4-color page—the lowest cost 
per M of any major medium. 


Sunday Flexibility of insertion dates, 
markets, size, contents of ads, 
local dealer listings. 


Sunda the newspaper’s own magazine 

_ Over 17,000,000 ABC Circulation 
260 Madison Avenue 
CHICAGO . 


New York 16, N. Y. 
DETROIT ° LOS ANGELES . 


MuUrray Hill 9-8200 
SAN FRANCISCO _ 
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‘Contidential’ Bows to 
Court; to Have New 


Format, No Exposes 


Los ANGELES, Nov. 13—H. Bur- 
ton Noble, Los Angeles superior 
court judge, yesterday dismissed 
felony conspiracy indictments 
against 11 individuals, including 
Robert Harrison, publisher of Con- 
fidential, and Kable Publishing Co. 
of Illinois, Publishers Distributing 
Corp. of New York and Hollywood 
Research, Confidential’s source of 
material in Hollywood. 

The dismissal was made upon a 
motion by defense counsel Arthur 
J. Crowley, who had acted for the 
defendants in the two-month trial 
which ended in a deadlock (AA, 
Oct. 21). 

Charges of conspiracy to dis- 
seminate obscene material still 
remain against Confidential and 
Whisper. Judge Noble will rule on 
this charge Dec. 3 on the basis of 
the indictment and the transcript 
of the first trial. 


= Apparently California authori- 
ties have made their point, because 
today’s newspapers in Los Angeles 
and San Francisco carry the fol- 
lowing paid advertisment: 

“Announcement by Confidential 
and Whisper Mag. 

“The publishers of Confidential 
and Whisper magazines publicly 
announced that effective with the 
March, 1958, issue of Confidential 
and the April, 1958, issue of Whis- 
per and all succeeding issues there- 
after, there will be a changed for- 
mat in these magazines so as to 
eliminate expose stories on the 
private lives of celebrities. 

“While we have never felt that 
such stories violated any laws, in 
a spirit of cooperation with Ed- 
mund G. Brown, attorney general 
of the state of California, and Wil- 
liam B. McKesson, district attor- 
ney of Los Angeles County, we 
have agreed with them to so 
change our format. We are confi- 
dent that our millions of readers 
will find the new format interest- 
ing and exciting.” 


= In New York, Managing Editor 
A. P. Govoni told ADVERTISING AGE 
the new format would go into ef- | 
fect with the March, 1958, issue, | 
but he was reluctant to tip his| 
hand to competitors. “We have | 
some extremely exciting plans,” | 
was all Mr. Govoni would say on 
the subject. 

For the first six months of 1957, | 
Confidential circulation is reported 
at 3,074,687, a drop of 10.7% from 
the 3,442,536 reported for the first 
six months of 1956. Before the ban | 
in California, almost 500,000 copies | 
were sold in that state, the pebli-| 
cation reports. + 


Yellowlees Named NIAA VP 

Thomas A. Yellowlees, adver- 
tising and sales promotion man- 
ager of General Electric Co. of 
Canada’s motor and control de- 
partment, Peterborough, Ont., has 
been appointed Canadian regional 
vp of National Industrial Adver- 
tisers Assn., New York. He is also 
president of the association’s To- 
ronto chapter. 


Radiant Maps Uniglow Push 

Radiant Mfg. Corp., Morton 
Grove, Ill, maker of projection 
screens, will shortly begin a cam- 
paign of color pages in national 
magazines promoting its Uniglow 
screen surface. The fabric is used 
in the company’s Radiant Imperial 
line. Irving J. Rosenbloom Adver- 
tising Agency, Chicago, handles the 
account. 


Cunningham on AFA Board 

John P. Cunningham, president 
of Cunningham & Walsh, New 
York, has been named to the board 
of directors and executive commit- 
tee of the Advertising Federation 
of America. 


Buick Transfers Three 

Henry A. Clark, manager of 
shows and displays in the mer- 
chandising department of 
Buick Motor division of General 
Motors Corp., Flint, Mich., has 
been named assistant sales promo- 
tion manager. He succeeds Lyle F. 
Carpenter, who has been trans~ 
ferred to Denver as assistant zone 


John J. Kostka, previously editor 
of instruction books in the mer- 
chandising department. 


‘World-Telegram’ Names Two 

James Cunniff, a member of the 
New York World-Telegram & Sun 
sales staff, has been named de- 
partment store advertising mana- 
ger. His new duties were pre- 
viously held by Charles I. Schwat, 
retail advertising director. Stanley 
Frieze, formerly with the New 
York Herald Tribune, has joined 
the World-Telegram as a member 


manager. Mr. Clark’s successor is | 


of the department store sales staff. | 


the | 


North Jersey residents spend one million dollars a year to have The Herald-News 
delivered to their 65,000 homes every week-day evening. This rich, fast-growing 
market deserves maximum schedules from newspaper advertisers. It surely is 
worth heavy concentrated sales and advertising effort . . . for you can count 


MORE PROFITS in The Herald-News circulation area. 


THE HERALD-NEWS 


of PASSAIC-CLIFTON, N. J. 


Wm. J. Hay, Gen. Adv. Mgr. 
Post Office Box 1019 
Passaic, N.J. 


James J. Todd, Mgr. 
New York Office 
18 East 41st Street 
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ENGINEERING NEWS-RECORD ABP ABC A MCGRAW-HILL PUBLICATION 


You said a mouthful 
to the men who 
build America... 


Advertising impact is a combination of what 

you say and who you say it to. Whether you're 

selling your company, its services or its products... 

your message is amplified by telling it in 

Engineering News-Record. Here is where you reach 75,000 
important construction men — the men who build America — 
the largest, most powerful audience of construction men 

ever assembled by a magazine. 


330 WEST 42NO STREET NEW YORK 36 
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Kight million dollars every busy week... 


You’ve known VP’s in charge of Sales. Or Production. Or Finance. 
But here’s a Vice-President whose desk is in the sky. His job: to pass 


on the reliability of $400 million worth of aircraft control equipment annually. 


Behind the romance of the wide blue yonder are all the rigors of hard- 
headed business—from making products to making profits. To Major 
General Clarence A. Shoop, Vice-President of Hughes Aircraft, and 
Director of Product Reliability and Flight Test, this is a matter of 
delivering performance, fast and exacting. Multimillions in defense 
contracts are at stake . . . more important, thousands of lives, air su- 
premacy. That General Shoop and many of his associates at Hughes 
are faithful followers of Business Week should be no surprise to you. 
For the involvements of business are certainly as significant to them 
as the intricacies of aeronautics and electronics . . . what happens 
in Wall Street or Washington is as vital as the latest laboratory findings 
Meshes Ants teen tee from MIT. Fact is, Business Week itself delivers performance, fast and 
exacting . . . more business news than any other general-business or 
news magazine —a constant flow from more domestic news bureaus than 
any other U.S. magazine. Management men in all business vote BW 
“most useful” in its field . . . advertisers must, too—for, year after 
year, they put many more pages to work here than in any other general- 
business or news magazine. You advertise in Business Week: when you 


want to influence management men. 


General Shoop with C. A. MeDaniel, Jr., (Head, Experimental Flight Test) 
at the controls, during the testing of the Hughes Armament Control System. 
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ONE FOR THE SHO 
One ad to tell you about our exhibit at ~ 
the Advertising Essentials Show. Youll 
recognize it by the handy symbol shown 
left, which we hope will remind you 
that our organization of artists, design- 
ers and production people all work un- 
der one roof for one purpose; to create 
and produce sales promotion, presen- 
tations and film strips that are 
distinctly different. See exam- 
ples Of what we mean at the exhibit. a 
GRAPHIC ARTS CENTER, INC. Q 
_ 39 West 29 Street NYC 1, MU 4-116 : 


: 
4 
4 
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‘Pageant Article 
Hits Dry Cereal 
Ads as Deceptive 


(Continued from Page 2) } 
in nutritional value as “pure 
bunk.” 

“Somebody mentioned the ar- 
ticle to me when I was in New 
York early this week,” he said, 
“and I was shocked to hear such 
charges. Our Wheaties, for in- 
stance, is a whole wheat grain.” 

Mr. Bullis added that the com- 
pany usually ignores’ charges 
against the industry, but said he 
had not yet determined if any for- 
mal action would be taken con- 
cerning the article. 

Andrew Duncan, president of 
Cereals Institute Inc., Chicago, 
said the institute would make no 
comment on the article. He said 
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“We increased our Trade Mark Service in the 
Yellow Pages from 50 to 245 directories in one year” 


says FRANK SCHWINN, Vice President, ARNOLD, SCHWINN & CO., Chicago, Illinois 


“Our problem was to give Schwinn bicycle 
owners the best possible service. In order to 
make our authorized dealers easy to find, we 
tried Trade Mark Service on an experimental 
basis,” explains Mr, Schwinn. 


our national advertising refers prospects to 
our dealer listings in the Yellow Pages.” 


Trade Mark Service in the Yellow Pages can 
direct more sales to your dealers and distribu- 


tors. Find out how this link between national 


“It soon proved valuable in creating greater 
customer satisfaction and building dealer good 
will. After the first year, we increased our orig- 
inal contract from 50 to 245 directories. Now 


Nuys, Calif., one of the 
biggest Schwinn bicycle 
dealers in the country. 
He also has a quarter 
page directory ad. 


World's Floest Bi. . 
Made in 

nae tat Sohupinn, 

Americans ride 

Schwinn—by far. Over 65 Schwinn Models— 

in every Price . SOLD and SERVICED 

BY SCHWINN F ORY-FRANCHISED DEAL- 

ERS. BUDGET TERMS. 

“WHERE TO BUY THEM” 

“YELLOW PAGES 7357 Reseda Res..Dickns 2-7555 
Trade-Mark advertising Vv a 
brings lots of business,” 8235 Vn Nuys PanCty. STate 5-4264 
states George Garner of VALAGE CYCLES 
Valley Cyclery in Van Sisk dne Fen » 


advertising and local selling can be geared to 
your marketing needs. Call your telephone busi- 
ness office or look in the consumer magazine 
section of Standard Rate & Data Service. 


TRADE MARK SERVICE directs sales to 
dealers listed under the Schwinn trade-mark 
in the Yellow Pages of 245 classified directories, 


he first heard of the article when 
Pageant’s December issue went on 
sale. 


® The Pageant piece, which con- 
cludes that “dry cereal must be 
the least essential of breakfast 
foods,” carries a blurb that reads: 
“If slick advertising has sold you 
on the everyday need for dry ce- 
reals, you’d better read this.” 

Mr. Carter quotes Dr. Robert S. 
Goodhart, scientific director of the 
National Vitamin Foundation, as 
saying, “To get any good out of 
dry cereals, you have to supple- 
ment their incomplete proteins 
with milk. But why bother? En- 
riched bread, which is a cheaper 
food and a better food, already 
contains milk solids. Rather than 
pour milk over dry cereal, it is 
more sensible to drink it from a 
glass and eat enriched bread.” 

Mr. Carter writes that about 
45,000,000 dishes of cold cereal are 
served every day in the U. S. This 
is about 2,200,000 lbs. a day, or 
800,000,000 Ibs. a year. “For which 
the public pays in the vicinity of 
$300,000,000,” he says. 


s “Souvenirs and sales premiums 
have become so important a sales 
inducement in the fiercely com- 
petitive cereal industry that many 
advertisements attach more sig- 
nificance to the trinkets than to 
the cereals,” says Mr. Carter. 
“General Mills once attracted 3,- 
000,000 responses when it offered 
an ‘atom bomb’ ring to eaters of 
Corn Kix.” Kellogg, he _ says, 
spends as much as $3,000,000 a 
year on giveaways. 

As for the cereal products, the 
Pageant piece charges that the 
manufacturers sometimes adver- 
tise in such a way as to give the 
impression that their products are 
as nutritious as eggs, milk and 
bread and butter. This, says the 
writer, is leading consumers 
“around by the nose.” 

The article also charges Wheat- 
ies with publishing pseudo-scien- 
tific information on its boxes with 
statements to the effect that 
Wheaties can help consumers “cut 
down on calories from fat,” and 
thus help them live longer. 


s “The theory about a relation- 
ship between fat intake and 
‘common’ heart diseases,” says 
Mr. Carter, “is still under consid- 
eration,” but this is not pointed 
out by Wheaties, he says. 

Cold cereals, says Mr. Carter, 
are “fragments of fried starch 
that have been dumped from a 
cardboard box, dampened in a 
trickle of milk and dusted with 
granules of sugar.” 

“As [people] put this mixture 
into their mouths,” he continues, 
“many actually glow with a sense 
of well being. Decades of tradi- 
tion and millions upon millions of 
dollars in advertising have trained 
them to regard their ready-to-eat 
cereal as the last word in morning 
nourishment. 

“Any suspicion that the stuff is 
nutritionally inferior to other 
breakfast foods is bound to be dis- 
pelled by the sales literature 
printed on the brightly colored 
boxes.” # 


‘Automotive Retailer’ Goes 
King-Size, Adopts New Rates 

Automotive Retailer, starting 
with its January issue, will adopt 
a king-size format with an over- 
all trim size of 10%x13%”". New 
one-time b&w page rate will be 
$425. The inside front cover, 
which formerly carried editorial 
matter, will be sold for the first 
time at $500 for one time. The 
publication recently moved from 
Morristown, N. J., to 128 E. 36th 
St., New York. 


Sargent Joins GF as VP 

John A. Sargent, formerly pres- 
ident of Diamond Alkali Co., 
Cleveland, will join General Foods 
Corp., White Plains, N. Y., Nov. 18 
as vp-finance. 
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Oil Capital... Great newspaper market. What 
800 thousand barrels of oil a day, and no telling 
how many trillion feet of gas does to the economy 
can only be compared to what you can do, using us! 
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IN NATION'S 2ND PORT IN 
NATION'S 2ND OIL AND GAS STATE 


AND SOON FIRST U S NICKEL AND 
COBALT PRODUCER REPRESENTED BY JANN & KELLEY, INC. 
CIRCULATION DAILY 296,399 SUNDAY 288,453 


Avg. Ist qtr. 1957 as filed with the Audit Bureau of Circulations, subject to audit, 
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Give them a happy 
kkk 


HENNESSY 
HOLIDAY 


Rabiner Iwanicki Kennedy 


Coughlin Demers 


mu PROOF coanac BRANDY Schiff 8 C0, NY. HEADLINERS—Senator John F. Kennedy poses with of- ton. The officers are Charles J. Iwanicki of the 


ficers of New England Newspaper Advertising Ex- Record-Journal, Meriden, Conn., president; Jack B. 


ecutives Assn. at the group’s annual meeting in Bos- Rabiner of Berkshire Eagle, Pittsfield, Mass., vp; 


WHICH OF THESE ADVERTISING PIECES 
HAS GREATER ATTENTION -VALUE ? 


a PLORER 

; Count the “plus” features 
Cleveland- ea 
Cincinnati & low coach rates and 


no extra fare! 


Count the “plus” features 
all at 
low coach rates and 
no extra fare! 


The question is a rhetorical one, because there can hardly be any The added cost was trivial, since colored inks cost only a little 
difference of opinion about the answer. more than black ink and colored papers cost only a little more 
When the New York Central System designed this attractive than white papers of corresponding quality. 
pamphlet to promote its crack new “Xplorer” train, it would have ~ There's an idea here which, applied to any long run, can result 
been only natural to use black ink on white paper, as indicated in tremendous economy, actually giving a two-color effect with 
in the upper of the two reproductions. However, someone used one-color printing. We would be pleased, at your request, to 
imagination and specified that the job should be printed with submit swatches of colored papers in six of the grades in the 
blue ink on canary-colored paper. Beckett line. Just write for them on your business letterhead. 


THE BECKETT PAPER COMPANY 
HAMILTON, OHIO 


Makers also of the world’s whitest papers—Beckett Hi-White and Beckett Brilliant Opaque 


John L. Coughlin of the Hartford 

Courant, secretary, and Nelson A. 

Demers of the Press, Middletown, 
Conn., treasurer. 


TV Doesn’t Injure 
Children’s Studies, 
Health, Says Witty 


Cuicaco, Nov. 12—Children 
spend as much or more time 
watching tv as they did when it 
was a novelty, but, contrary to 
popular belief, tv viewing has not 
had a bad effect on youngsters’ 
schoolwork and health, according 
to studies made by Northwestern 
University. 

Northwestern bases its conclu- 
sions on yearly surveys of the 
viewing habits of more than 2,000 
children, made since 1949. A re- 
port on the studies by Paul Witty, 
director of Northwestern’s psycho- 
educational clinic, appears in the 
current issue of Today’s Health. 

In 1950, the university found, 
parents reported that children slept 
less, played less and were more 
nervous and disturbed. But as the 
years have gone by fewer parents 
voice these complaints. 

Emotional and nervous problems 
appear to be diminishing, the re- 
port says. When children who 
spend an extremely large amount 
of time watching tv have emotional 
difficulties, teachers have found in 
every case other factors, such as 
poor home or unfavorable environ- 
ment, Prof. Witty says. 


® So far as tv’s effect on school 
work and grades is concerned, 
“Good students tend to remain 
good; poor students stay bad,” said 
one teacher interviewed in the re- 
search. 

Television may serve as a way 
of learning or as an incentive to 
learning more about a particular 
subject, Prof. Witty says. Children 
who think tv helps their school 
work mention its value in improv- 
ing vocabulary and knowledge of 
history, current events, science, 
people at home and around the 
world and books, the report says. 

Prof. Witty tells parents that tv 
is “a problem only in homes in 
which it is permitted to become a 
problem.” # 
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There's nothing so powerful as an idea ! 


~~ 


Once upon a time a lot was to build a house on. And people did most of their living 
inside of the house. But look what an idea can do! 


Better Homes & Gardens started showing people how to get more out of living by 

living more out-of-doors. They’ve kept featuring articles about outdoor living — 
how to plan for more play space on a narrow lot, how to have a second 
“dining room” in the back yard, even how to shop for a swimming pool. 


And because BH&G’s editors have such a happy faculty for making 

reality more fascinating than anything else in the world, the men 

and women who read Better Homes & Gardens are living “all 
over the lot” these days—outdoors as well as indoors. 


For advertisers, every new idea BH&G gets behind means 
new sales opportunities. Outdoor living means building 
materials, patio furniture and garden tools. And barbecue 
equipment and suntan oil and maybe even swim suits, 
too! The sales climate that Better Homes & Gardens 
creates is truly unique among the major media. Meredith 
of Des Moines . . . America’s biggest publisher of ideas 
for today’s living and tomorrow’s plans 


ot America reads BHaG the family idea magazine 


4,350,000 COPIES MONTHLY 
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Negro Liquor Buyer Spends Up to 3 Times 
as Much as Comparable White, ’Ebony’ Finds 


New York, Nov. 12—Negroes 
spend up to three times as much 
for alcoholic beverages as white 
consumers with comparable in- 
comes, according to the fifth an- 
nual survey of the alcoholic bev- 
erage market among Negroes, re- 
leased by Ebony and Jet. 

Indications in the current study 
confirm results of earlier studies 
that Negroes are continuing to buy 
by brand and that they prefer 
quality. The Negro market, the 
survey shows, is following the gen- 
eral trend toward bourbons and 
vodkas. Among Negroes, however, 
the smaller bottle sizes are the 
most popular. 

Dealers interviewed in 12 major 
markets reported that decanters 
and pre-wraps had little or no ef- 
fect on sales to Negroes during the 
1956 holiday season. 


® Best selling brands over-all are 


How 
Business 


This just published report 
measures and defines the 
core of companies buying 
most of the goods and services 
sold in America today. 


It tells how this core of 
companies goes about making 
major purchases. 


“How Business Buys’”’ was a 
major marketing project 
conducted jointly by the 
Marketing Services Company 
of Dun & Bradstreet, Inc., 
Benson & Benson, an 
independent research organ- 
ization of Princeton, N.J., 
and the Marketing Division, 
Advertising Department of 
**U.S.News & World Report.” 


For a copy of the report 

ask your advertising 

agency or write us on 

your company letterhead— 
“U.S.News & World Report”, 
Rockefeller Plaza, 

New York 20, N. Y. 


U.S. News 


World Report 


America’s Class News Magazine 


Now more than 960,000 net paid 
circulation. Three out of four sub- 
scribers hold managerial positions 
in business, industry, finance, gov- 
erment, and the professions. 


reported as follows: 

Spirit blends—Seagram 7 Crown 
(27.9%), Calvert Reserve (15.1%), 
Fleischmann (7%). 

Straights—Old Crow (21.6%), 
Ancient Age (13.4%), Old Taylor 
(13.2%). 

Bottled-in-bond—Old Grand- 
Dad (24.2%), Old Taylor (16.2%), 
I. W. Harper (13.5%). 


Scotch—Ballentine’s (21.3%), 
Teacher’s Highland Cream (17.- 
8%), White Horse (144%). 

Canadian—Seagram’s V. O. 
(39.1%), Canadian Club (32.6%), 
MacNaughton’s (14.1%). 

Gin—Gordon’s (32%), Seagram’s 
(23.6%), Gilbey’s (12.4%). 

Rum—Bacardi (34.8%), Carioca 
(18.3%), Ron Rico (11.8%). 

Vodka—Smirnoff (33.8%), Sam- 
ovar (12%), Gilbey’s (5.9%). 

and cognac—Hennessey 
(33.1%), Coronet VSQ (27.1%), 
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Christian Bros. (14.4%). 

Vermouth—Martini & Rossi 
(30%), Cinzano (8.9%), Le Jon 
(74%). 

Beer—Budweiser (13.7%), 
Schlitz (10.3%), Pabst (8.9%). 

Ale—Ballantine (31.8%), Car- 
ling’s Red Cap (18.3%), Ram’s 
Head (11.2%). 

Wines—lItalian Swiss Colony 
(15.5%), Gallo (7.2%), Mogen 
David and Manischewitz each 
(5.9%). # 


Consumers Ad Bureau Opens 

The National Advertisers Con- 
sumer Bureau has opened offices 
at 331 Madison Ave., New York. 
The bureau will send product in- 
formation to consumers who write 
for it. 


Beeson-Reichert Gets Two 

Beeson-Reichert Inc., Toledo, O., 
has been named to handle adver- 
tising for La-Z-Boy Chair Co. and 
Consolidated Paper Co., both of 
Monroe, Mich. 
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Dawe’s Labs Names Kemper 
Dawe’s Laboratories, Chicago, 
manufacturer of vitamins 


Airmail Edition Launched 
The Japan Times, English-lan- 
for| guage daily published in Tokyo, 


Gloria Lichtenfeld, formerly with 
the Lewis Co., and Helen Dane, 


feeds and pharmaceutical vita-|has launched a new international | previously with Dudley-Anderson- 
mins for feeds and pharmaceutical | airmail edition, printed on thin pa- | Yutzy. 


vitamins and chemicals for other|per. It contains all the material 


appointed Don /|published in the domestic edition, | Jarvis Named by Uhrden 
Kemper Co., Chicago, to handle its including advertising. The month- 


industries, has 


advertising. The account bills be- 
tween $80,000 and $100,000, pri- 
marily in trade publications, Kem- 
per estimates. E. H. Browne 
Advertising Agency, Chicago, for- 
merly handled the account. 


Paul L. Jarvis has been appoint- 


ly subscription rate to the airmail |ed director of sales promotion and 


edition is $6. 


Janus Advertising Bows 


marketing of Uhrden Inc., Denni- 
son, O., manufacturer of materials 
handling equipment. He formerly 


Janus Advertising, a new agen- | was president of the Buckeye Plat- 
cy, has been formed at 50 Broad |ing Co., Columbus. 


St., New York. It is headed by|Yocum Joins McCann-Erickson 


Weldon O. Yocum has joined 
the Chicago staff of McCann- 
Erickson as a member of the ac- 
count service staff. He formerly 
was general manager of C. Wendel 
Muench & Co., Chicago. 


‘Daily American’ Names Rep 
The Rome Daily American, “the 
only American daily newspaper 


jedited and printed in Southern 
Europe,” has named Ralph P. Mul- 
ligan to represent it in the U.S. 


ABC-TV has added a live, full-time affiliate in Boston—WHDH-TV (Channel 5) ! 
Now all Boston can see all ABC-TV shows, as scheduled and programmed. And 
ABC-TV coverage of U.S. TV homes takes another jump—right up to 94.2%". 

Already this year, ABC-TV has added live, competitive affiliates in San 
Antonio, Tucson, St. Louis, Miami, Norfolk, Peoria, Omaha, Ft. Wayne, Indian- 
apolis and Youngstown. Now WHDH-TYV in Boston (the nation’s sixth market) 
raises ABC-TV’s live coverage to 82.3% of all U.S. TV homes. This season’s 
further additions—Amarillo and Chattanooga—will push that figure to a whack- 


ing 83.1%. 


That’s the kind of news that sets a whole town buzzing. And an avenue, too 
—Madison or Michigan! 
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Niles Productions Names Two 
Fred A. Niles Productions, Chi- 
cago, film producer, has appointed 
R. W. O’Brian director of market- 
ing and Patricia J. Trumbull pro- 
gram coordinator for Niles’ new 
“Cross-Country” tv film series for 
rural markets. Mr. O’Brian former- 
ly was Chicago division manager 
of Television Programs of America. 
Miss Trumbull was formerly as- 
sistant to the farm programming 
director of WGN, Chicago. 


Sales Clinics Offered 

Kroehler Mfg. Co. has started a 
five-session series on retail sales 
training for the store personnel of 
Polk Bros., Chicago. The program 
will be conducted by Kroehler 
sales representatives in the Chi- 
cago area under the direction of the 
merchandise manager, Richard E. 
Burrow. 


ONE OF THE | 


- FIRST 100 MARKETS: 


| Th! 


ARGUS and DISPATCH 


COVER 
3 OF THE 4 


QUAD-CITIES 


where 57% of 
the people live 


FULL 
ROP COLOR 


available daily 


Quad-Cities’ Largest 
Combined Daily Circulation 
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"Which?’ Is New 
Buying Guide for 
British Consumers 


Lonpon, Nov. 12—Which—a 
British counterpart of Consumer 
Reports and Consumers’ Research 
Bulletin—has made its debut. 

Devoted to independent testing 
of products, the quarterly is being 
published by the newly organized 
Assn. for Consumer Research Ltd. 

The first issue of Which? ex- 
amines brands of sun glasses, cake 
mixes, electric kettles, household 


cleansers and aspirins, discussing 
merits and demerits and making 
recommendations. 

An article setting out the aims of 
the publication states: 

“Most British manufacturers 
have a high sense of their respon- 
sibilities, and advertising claims, 
while often exaggerated, are sel- 
dom meant to mislead. 

“But it is frequently impossible 
for the buyer to distinguish be- 
tween the good, the fairly good and 
the indifferent. This is the gap in 
information that Which? intends 


to fill.” + 


Dakota Agency Adds Three; 
Dunker Named Art Director 

Douglas Advertising Agency, 
Rapid City, S. D., has acquired 
three new accounts. They are Sex- 
auer Co., agricultural seed sup- 
plier, and South Dakota State But- 
ter Co., butter processor, both of 
Brookings, S. D., and Black Hills 
Gold Creations, Rapid City, maker 
of gold jewelry. 

The agency has also named Rob- 
ert M. Dunker art director. Mr. 
Dunker was previously with Hed- 
strom, Blessing & Hamilton, Min- 
neapolis art studio. 


Needednesst* 


More engineers NEED Proceedings of the IRE than need 
any other radio-electronic engineering magazine. 51,745 
(ABC June 30, 1957) plus 10,397 students, to be exact. This 
is not promised—but delivered circulation. 


*Engineers NEED the unabridged, factual, working information of 
which Proceedings of the IRE supplies over 1,900 pages a year. This 
is more than a WANT but a vital need, satisfied since 1913 by 


Member of ABC 


Proceedings of the IRE 


THE INSTITUTE 


Adv. Dept. 72 W. 45th St., New York 36, N. Y. + 


Chicago * Cleveland 


OF RADIO ENGINEERS 


* LesAngeles * San Francisc~ 


ARB SURVEY — LINCOLN-BEATRICE MARKET 
June 9-15, 1957 — 8:30-10:00 P.M. 
This special ARB Survey of the Lincoln-Beatrice market 
was made at the request of an important national adver- 


It shows that in EASTERN Lincoln-Land alone, 
KOLN-TV gets more than twice as many viewers as the 


tiser. 


leading Omaha station! 


ARE YOU 


HALF 


-COVERED 


Have you noticed how much 
the Nielsen NCS No. 2 hos 
exponded Linco!n-land? 


KOLN-TYV delivers Lincoln-Land, a rich 69-county 
market consisting of 296,200*° families with 191,710* TV sets. 


of Providence . . 


Rating Shore 
KOLN-TV 29.5 57.0 Northern Kansas. 
Station B 12.5 24.2 
Station C 95 18.4 *See NCS No. 2 
Others 2 A 
We, gf . 
oo The: pel yer Hlations 


WKZO-TY — GRAND RAPIDS KALAMAZOO 
— KALAMAZOO BATTLE CREEK 


Avery-Knodel, Ine. 


Exclusive National Representatives 


COVERS LINCOLN-LAND 


This market is as independent of Omaha as Hartford is 


. or Syracuse is of Rochester. 


All surveys prove that KOLN-TV is the big Lincoln-Land 
favorite, day and night! 


Ask your Avery-Knodel man for all the facts on KOLN-TV, 
the Official CBS Outlet for South Central Nebraska and 


CHANNEL 10 © 316,000 WATTS * 1000-FT. TOWER 


KOLN-TV. 


LAND —NEBRASKA’S OTHER BIG MARKET 


Advertising Age, November 18, 1957 


Getting Personal 


The Sputnik story is no longer the big news for two staffers at 
Emil Mogul Co.—it’s the “Popnik” story for copywriter Dave Rus- 
sell and Art Poretz of the pr department, Making their first Earth 
appearance within hours of Sputnik II were Mara Alene Russell, 
7 lbs. 10 oz., born Nov. 3 (the Russells’ first child), and Jonathan 
Mark Poretz, 6 lbs. 11 oz. (the Poretz’ second son), born Nov. 2... 


UP NORTH—It was a four-day October fishing trip on the Canadian 
border, north of Ely, Minn., for this group of admen. Front row 
(left to right): Tom O’Connell, J. Walter Thompson Co.; Ed Jesse, 
Parents’ Magazine; Jim Roos, Needham, Louis & Brorby, all of Chi- 
cago. Back row: Riley Lochridge, Parents’ Magazine, Chicago; Jack 
Matthes, General Mills, Minneapolis; Barron Boe, BBDO, Minnea- 
polis, and Paul Lehner, J. Walter Thompson Co., Chicago. 


Among the winners in Popular Photography’s annual camera 
competition this year were four admen, one of whom—Jack Wal- 
lach, an art director at McCann-Erickson, New York—won a $50 
prize. Not to be outdone, Fran Nestler, an assistant production 
manager in McCann’s Los Angeles office, also nabbed a $50 award. 
Stan Wilten, copywriter with Gardner Advertising Co., Cleveland, 
took a $25 prize, while a similar award went to a second Clevelander, 
Nelson Schewitz, account exec and partner in PDA Advertising 
Agency. Aileen Hunt, art director for McCall’s, won prizes of $50 
and $25... 

Lucia Depew, publicity manager of Glamour, and Charles 
Wooster Carpenter, account representative with J. Walter Thomp- 
son Co., New York, have announced their engagement. . 

The annual Art Director of the Year award has been presented 
to Saul Bass, West Coast designer and art director, by the National 
Society of Art Directors... 


10TH BIRTHDAY—Sidney Clayton, president of Sidney Clayton & As- 

sociates, Chicago, cuts the birthday cake at a party held in the 

agency's offices for staff members, clients and other guests. The 
occasion was the company’s 10th anniversary. 


The annual advertising industry awards given by the Joint De- 
fense Appeal this year will go to Boone Gross, president of the Gil- 
lette Safety Razor Co.; Vernon C. Myers, publisher of Look; and 
Charles H. Revson, president of Revlon Inc. The awards will be 
presented Nov. 20 at a Waldorf-Astoria dinner... 


John G. Clark Jr., commercial manager of WNCT-TV, Greenville, 
N. C., held the winning ticket in the recent Irish hospital sweep- 
stake. The win is worth $140,000—until the U. S. government re- 
quests about $111,000 and the state government about $9,000. 

Back at his desk after a wedding trip motoring through the east- 
ern states is Stanley Romaine, recently named eastern ad manager 
of the Variety Editions of Chain Store Age. The bride is actress 
Shirley Blanc ... It will be a winter wedding for Samuella Schupper 
and Alvin Sussman, eastern sales manager of Associated Artists 
Productions ...On Oct. 25, S. Jill Williams and Wallace A. Ross, 


public relations counsel of Film Producers Assn. of New York, were 
married... 


a ee ae «Ree Sie eng Si = 7 gi Wha Re a os Biiereric sane aia Malis nee a A lene (oa ‘ aie 2 OF tee ee. ey 
 ——— yi oo te eae Be teem ee ere re Pies hPa mee ad le — ad re e oars ee Be as 
0 as ee ee ee Re at he a el ee et ee Pe cS mae a oes fn ee ee a ho SE TURO, - eee 
ba ae 2 ae eee ee em: se ee aa 2 Pe Ge nl og a ory een a ae ee ae Soe, Sa ia eer “eae 
SS ee lel EN ce gti oy oe Ey eee a is Pe er ae ere La, aad sit 3S 0 ‘ e 2 et eae r ae Pea Nl Ais Wek egal 26 , scliahe: Biteec vig ee! ee 
a re conan Bee Cds Ba Pee ae alles es bei ees Atha Tee ab 8 Seno Pe: eae ae Be Sm, x 5 en es ge Sie -ae ive ee 

; Miers, =. in) wees Sure a Pm Ae ah ee optic" ELIS i Sees Tee a Seth oes re sae s gi ~ Soi ii a, ;) Se Eye ee 4. Sop pla Oe 6 Se ag i vf vee opera © ee 

Da 5 ech he, oy 3 nas et ee ee si ee ei et a i 
ba ede ee a aoe on sien , eee — secede Math a seca i i ee a ae clit nA I sc ae — Vere ren oe eee is = ets 
Set re rere a aac eS ieee Ue ae ere ears. eee eke ga ee ear: a en ee Se Peet = TR RE ane 
ees sig aicean 
i ae ; ae 
9 an 

* A 5 ne P 

; ce 

td 
met " he 
he 2 

hae. - 
Sao ee 
ace | siete 

a 
7 } 7 a 
= | a 
La La 
hs ie 
eae me 
ae mare 
ae eek" 
Say ; 
i ney 
w Alegria < 
ee me 
abe cr i oh 
eee baa | ae 
face aan ’ oa 
.— | des o.)m . . 

; ae : — ; i y , » eee 
a ‘ “eens x + wl Son we 4 ae OT ae Me " Se, . af 

ie RD Rs OEE a ee a eee ae BB fig: - . a ee y ee > és ; 
ae a7 co 2 So ae hy arg as .* = 
2 aoe ae Aaa —. F ma “* oe 
eo oe gee “ei Or 4 ee “ 
ere, oo . bene { fens o* ne 
bgt nm? : ae ae ¥ hes 3 Me vias 

Fash sk 7 Ls _ t " rl eta i aa 
fas el VA ’ . fee 
‘ea dams tl a \ xy ° es P sc 
SS ss / ; ~<a, _ <t 
fe i e.. , Dy <a ~~ a : 

° ee 3: ane -) a > —- : 

x aa, '¢2 0 , “se ee ae 

at “a ahh ae ‘o > ie Sts 

—— eh — ’ ae * ; 7. e 

“: Pe 7 ae * : 7 ae E ie 

, : i - mt] ; a” Eres 

es da sak. . 7 ‘ “ * » 2% 
aa has ee bi: 4 oF .. » 9 - ae 

= "isha _ a. ’ . * os ae Sear 7 
sane Ay oA. -_ . es: pte 1 « i 

eS Ms ? si be , 

ode) ‘ : ~” j ce i — os 
eee ‘ a ;\ , ee / : ; 4 e E 7 

-_ ae ‘ vies | 3 2 a 
- se toniing “ ¢ 5 i 4 ¢ ee o 
“sy oe ees : sa 
oy eg ® : xR a (itd “ & “¥ 
rane wo ; ae = —_ oe 
rs : in & ‘ ee a ‘ nde 
‘ P ts . re . ‘ 
ae a’ 4 ‘ Ake ‘ j > 
‘ ¥ v ais wt 4! , phil | rte. 
- - ss ie 
6) ; } 
ae 
ee ieee es 
pees $s 
fe ee 
Se oye aay 
git Ee 
bat ae Sete 
ae a MU 2-6606 . 
eae ie 
Bain ake ® Ss 

a bea ve. 
. - pis ae % am ees eT ie 
eee ee 

Vota ; 
a " 
as ae 
ae ay a 
jatigiee « nf 

5 fae A j ‘ Re 

4 ae 
Bae 8 . 

Sy ~ 
r ae iY 
ee Ree. c oe 
sae SA: = 
De pe wk " we 
Aa . / S 
ueeee cay iC" ee 
eager) iy 2 

aon : 
Be at te a 
7 : bs 
eae 7 | 
ts en mt Le a oe te i IN * } 
esi w , ' @ ws bis 
ae \ ad a fd ° we * .§ ~ Bo A * ey, 
= “#77 _NEBRASKA’S OTHER BIG MARKET? [Ge é 
es NN ” i my a a 

1 F . igi ~ ™ ita od 
th ames ba . 7 rd ae ~ ss ‘ F - t a 
a se Be - a a 4 
Ai ie ot P ; pt eS : a = fgchiaeials - 
eal Bigs alee ae by pi Pu bs 

KP Be —D i ce ne ze ‘ ‘ jeig ee Serta a “ i Bigs - As 
AG hese a4 ‘ ee i Saleen rail ws cn ie er. - eee. : “Geb s " ake 
fs ee : * ee eee. et ef fg. de Dy So Nee a 
i ‘A : ; ¢ 4 ‘2 1S ‘ eo , - a Bare ot ee ee = 
as e, ve », me — a Ay a Ps at 4. i Pim a « Fh 
Si et = bs a a " ms : pe ts % 2 tee | re 
a eS ’ : pieie a : ae : Sa Sea: soni 
i J ’ LINCOLN. Po os a ee 
ees 7¢ fi ; ee a Po aes rs rr pO Mg ear ee 
-iptaees oF Py 4 ‘ 2 LAND ee ‘ileal a —e he rel lead Snail cal aN = 
‘ ae ae ? ey OTe oo Be a> ze * Sha re mi 

A ae . he veg. Se ge oS ahs we a ry oe: 
ae fa inate Siasaca oki > ae Reet a" ce 
Ser = at ae... de Sah ae re 
ie a ee, q : ea ahr aa ee igh Neti * 
Pais ia eee * fd 
Oak Se ae ae , Pale ae ai ae = 
Sn, aes . : oe : aopil meee ; 
ae 4 ie a * : - EES . 
ah alee ee. o 4a 
ee - Pee eek aes VTA net See i‘ 
orn Care Y 5 ma : : 1 ieee” ai 
oy - a a 

ee | | 
| : 
es eo: F ee 5 
gue > ole 
oe o 
ei! 

ay. eile WJEE Pt — GRAND RAPIDS KALAMAZOO 
ee KOUN TY — LINCOLN, NEBRASKA 
Se ga Arsecated oth es 
hae oor WMEO RADIO — PEORIA. LUNOIS . 

oi sia ee uawis — ae ee sii ri pe ee me weer aoe ; m a ae fiat a Ss & ae w. 
Pk ech ARP oe lee ae i Biggs 0% ey ae . ae ee ee pie. ee ae ee ee x on ae & ees ag sae ig cary x a eet fee 
Pe) ate op ee ip aes | € Mie ey gg ee a el de : a " i eis : ee sn ae aot aie at ee eee ea Ree cage ier ee . ——— SN yt a ee . 

as ee : Re ee ieee. ca (a . oN ae any oa ‘a tas ve es aa te Peau Deke ge ee ee a ee Se 
oie ba sr ee oer. ae ae ie, aca i ." ca Ee Se eS oe ave: i ‘ ee ee 2 7 ae Jeli age oe a pS oa See i aya oes Noon 7s ay os Sc eae ae ae a 
a Ss pS, . we Oe eee ae: Sabre eS ee | ee : : 4 ae Po eee amas oe <* : ss MRT. ELC Pt RP INES: Gl Tp! Lo are ako he gaan D .s 2 Se oes 
Fe ie la a aan iat ai ee oe = eae ss Pane oF ie ln See a mS oe od : ga Fae eee | i lene fae OT ie sam 82 Sein Sy | Rae ee ee Ba ed ola a ha ere Pel 6g a + Wibard Fe on 

Wemey a oh oe re sa <1 a oe CN ag at ee eae momma” aati es pe ee Say Cee nl | oe ee 2 ee eS ae CO” eae! ete ot iicgeegu So ee Ge pe et ee eee et ee ‘ 


THE NEW 
GENERATION 


, 162600 


THE MAGAZINE FOR ALL BOYS PUBLISHED BY THE BOY SCOUTS OF AMERICA 


NET 
PAID 


pub. est. 


2 Fae ce 7 ‘<n st aa RL PaO) Sc 2h Coane Ser es et «SOON saa : ea E 2 ee Si z ee et ier Asi: eS Be els ay get gu" kee eM ae se 
ee Tne cxih Ci” nee ie: AS ee Rod i Sie Ee 
eS api Ns i ales et Sh fe eee a | ee. ee ee oA 4 > 7 pug cm ati tt 
. ae Re Ba nn i ah Se - > 3 Seen ne ee oie i yl ee ‘ ype eles Toa i. Ae er te Ser ees eo BOY line eis ate be Berets 2 Wa tp Se ed aur ase C. 2 ‘eo ‘s 7 acting 
" ee ieee ss Beet : tie oes Bai eas NS ae eo ae a perme ee: “2 | oe oe va oe es al ee ace cn ee tS 755 oe ae) ae 
ee Ai ec acer ee yo = RES se ae |S Seoeaerae ea dee ba So ae Se Se ete ai ea a Bae a Bt ay ae . ‘ , OS ems 
Se a ee ee Pen OL Ate oe ee ae i ae ct ae sagen mee Sight Pee ee a a, Ture. Pe ei Bias ee . « ¢ ee 
o> 2 oe Bee a ae oe eh : aes ee af : : “ ‘ ae 
‘oe j 4 : 4 . aes 4 
ne: : oe ce 
si Se aaa 
Noe e at to a “aes 
‘ me be 
_ : 
~ ) 
a * 
es ‘ 4 ‘ = 2% is. oO ae = Be) ee ies i aa ‘i ge iy neato. ‘ : 7 . : aa see OA a eee 
wy “iia - : Picks i iS ee =. Sas - Lone Mee a. bciee ght 3 oe sige cio 
7 oe ee TrA i Mah pa ai ae ae oa 
: ; a lS Sa 
a a : 7 ras ec si —s 
: | = ee ik. Lae tre 
: : — me as oe ae en ea. 
e . acl i os ie Se ae Pa iced gal ieeas OE a, ee eager Se. od 2 aie ae 
: : 5 AG A Ao =) pene ea Na eck oe Maes Poe a ree oy ee es 1: * 
= A bs oe we. ee a eae hal ae erie. Bae ee : ee 2 es 35 ms Z he ot om oy? a ieee "ee Stats ys Sg Meee ea it diese Aa, SR : 
se Soon A scum! So gl RRM = gel ote ee Ream P a ar ot jae a: San 2 Seem + ere Ween, lag ea a Ate ee ee ee aaa oS Fees Fe He a 
me Te eee ee a eS ee oo emg o> | ym i a fsx St eS eo ee > ot a ae eee eee See et eeu Ce 
: ‘ Ee a i oe FO : a —_ Se ee ae els GR RE fee ere ae ee eee Oe me es ke 
Sete Pd igs i By gael 2 eo ea ae i ie le al nee “2 ie Soper ae he, a ya a ee iia 5 i Ne amet 
‘ Mee na jh) le eee eg es ee ee eae fees Gia oe ae Re le . ; ee sab 
; a ae ae eee ae 2 ay ee: mips BG 8 Sci, re N¢iiee oe Be a ae BO hm ae a 1 Te sO IGEN ee ree) ae reheat 
a NSAI sm ae eal ene a Rarer <1 ro Es onl aetna . agers ; oo eee Re Soe _ ‘i fee i pee |, 3. a 9 eer to gens ala eager. = ic VAN Sige) 
i Cerca De eet le ie SOMME Se PSS) poe Talli ia ebiathist ss pas ae sad : io oe te steele aint pe ee ee a ae 
= eas “ “aah SC (ies haan A amelie deer £ 5 etek See ae iy a ee . te rma ae pe Paes, . i ete ae oe ie ae. : 
ie ee eee ; ep acide ee me Fae Cae ,.” Be ae aN ; ae) sa - aie 
Me og ee, gi ee oar : ila So4 ; P ' ie ae ii ag A : eS : ¢ ; 
ny aan Meee A eae eae ea pe hee C j bi Poe eters ey ae ae ; 
ve Se saWRSRE ASS Sols. 7 Si atiegalaatilat an Se ~ ee eae Road § a beet sls ft Ree ae Saat: <item os Gi) ae 
A aaa CES A Ranney reameememnige 2 1G ie ae ee aes we a ™ or ‘ ‘a ‘a Fee ik) ar : AG aaah a ; i cone 
mir < ‘ i oye sees: 1 ee ae egy . ae eae i = es 5 " ca ag) Yio Bese M : “f re 
i She oe 24.4%, i al ti Pea wer we: eee eee re % oO ee eS Oy, Oe ‘ A a a aaa Bias 4 pe Peal a 
; ee. rir! a tae Wee gr sae f 2 i CU ROR EERE gas oC TSS Tar a rer org. ee oo 
=i ne i i a aie ey ae tT et NAR ‘ie EE 3 ¥ oa ee Sok oe a a ee ET “Oe ee aR MG ALN oe ol oo , oS Po eo ee 
cme ea se eS Gee rae t ee Seg ae * Fa % = a Bete Gs be “ Z b —_ ra a ame ie OM gy te oS, i de ee 
’ SON caee ., -''- / aaen Wee Os a eeecaae sae Sees. * Ba —. Ta NG Eee he. a creel: 
- <r  . 1 oe SS te ae eae Se ae oo : . ‘eta Se : ee he emis are ae ot ee eae 
> a es let gente Rete eee eo i Ae ha dee i Sg Fi - , ER ee hae galls af = ae te ke 
ms lke ieee 8 On Or ae py ab Gait Sao, = : eis : vase 4 ae a: PALA ecg) oh ae ae Bhi at 2 oie q or 
a sg yi : ed esa tag a COR ahs aan ' Le ae ae ~ ; 7 ser he eS ee ‘ 1 te te ea Re biota OR, cee ree Fo) aude? Dae Bae te 
oa A on A ge ea we est eB pae Ie REDON mes eu mn mo . i> : aakees ; Za ee key sae ae {Se ree 
= ons = ae Se ae ees wn: to : pi sea a ae ee ae nat, oh ee te ? : sis ae Ceres) ot dae ¢ sed aes F es ce ate “ie eee ah 2 > oe 
= Fee en eer Ae ry in age Ee i en oe Say ee : oe sila Petes s ae oe %e os a ie 
ir wk saa Min Koes Te = cmeere iets ia q q ef sO a ree EATS teen em cytes Se eee ie er | Te 
a J er ry tex, See ae Pas oe 4 7 = —— = : melas Bike a a jee ea Oe i ae, 2 ieee 
a ui er ee ag SS nd eee ee ei ie ei ‘ee Al V——— Ee ee A ae 2 : eS ea 
os —_— ie pct Be ety es sai Sieg a ee Tee iy aie: en “o ils EEE | ee eg gla lo Te ol i ee ee Bee ee tla 
; attest baa peeaia rape mm | ewes » newest. 2 Zi. & SEs —— ee a Cio 
fh DC ee 204 as aah SPREE Se? Apna be es 5. ani Pa — * ee” ee Sere eek ee ers ip ilapigane is, ae a . 
: oe ee is ——— Tepe eee i oe a Meet iy on Bey pee. Bites po: ae pa Ua 
MY . : eos nae ks 1 ce ea pili aA see Brig = Bee Sere eS, ae E , at ee 4s eae > 
\ aay Te raat: } aml ps So ees sat “= a fe ie — rity ie 
oe > t 4 i end See io 
- ayo! a ante = — >1 STRAY ay Ie Saal ae 
ao ee Bee) « Mie es. Doergh oer se are hae gee Rec 
a ‘a on a. oo te capt (= a om * ‘ yg 7 - a roe Nts So sas Pines, 5 ae Se 
& iin. ais 257 2. ee vad i : eS Rie ee ee, P cs cro oe a Nee Tyo acre, Pi ; 
bie ps tive otal Gat 5 ieee he Ree Se 2 7 cella oe Se a be aang a seh Meeete ey oo wee 
Ry: ne ee ee a Secs oll Shae aammlines oe 9 i. er Os i ee ae oe. + cc 5 eee re Ne al ' = 
‘! ee ae Se Wei i, {oad ile: i ae s as cathe ee i ae “tet: ba JD yi dnt cn, oa fae page os : . wo “i 
w ». Soe ? ; aha s De eae ot ra Tac ica Piero ‘a 7% iy Ee . 5 vase et yt <n a Shes eee eae eae ae ae ‘USER, ing ah 4 
5s i % z Pe Pts: gp eS ct ey es oS on vl Neat i alae " i Se) gic See al SE Bete: +) 4) ae fe eS, paca d ‘ oh ae eee 3 Fo he 
es See ne Se MC ig 2 eae ee es wl bs it ee ee eager ee ty ai yiaeee ; ae Peters 
ae Ue ie Se x, tO ae ak Gen Pe ecg , ae 3 Seeley er ies an: Be oes I ies é ‘ok ee he oa Bagel ee 
m8 ei. ee ee anne eae: % : ee | peice ae so iid 22 SR ea Toe : eee Tea 
A Wee F we -: eee. big a int : a . ae " oti ee i ee sais fe er. ' ee 
:. ee ee ego ae 8 : 7 - ete escent Se = ae Er eee Sala Ne 
a ae . Se ee a Mane See ee ee, ee ae! 
- a aii ae == 8 : ts Rey = rice pe. Ge a : ae es ee aa Pret) = Pe 
. :, : ec, a ie 3 es eee SP ng Ry em oe en ee 
7 cake air a eae 5 * Sree TR og a aes 
ia rey = ait ey Psa - a Apes ste tines St oa a ae ee Oe con e 
: lle Re eee aoa Te fi sao is) ae) eee ep s ere ey 
‘ a Fa . * ere 
ap al i aa ais 4 iC a “ 7 re. 
€ ee 4 . a 7 r 
a Nad hl | kK een 4 = be - cies. 
Sta ae? ee a me, eee ae qetadi 
aS eet i ee BS ea feo Pee ae Sei ne? 
nae . . i Sa a 43.) ee a ® ele 1: j ae 
#2 “Sea 3” cee ae a : po ee "Se 
na my tape ean: eer 3 Le ‘ i giant Py 
ain ie eee a oo ae ae oo 
ad ae ss ar in eae: ie oo 
“ — a ee a 
re UE tan, att Ey ete aR ‘ 
Mi q = ew baer i ge ca OS Vs x ~ Ra -— 3 
ae Se Poe ey 9 aR a Bs ng aa 
es Vat q . We ae ie ath en Saas Bi ba fed Me # 7 
sch Petes. $= Fi fal 2 eS of ees SO a wee. = 
Bas ee e . eer Fo ty ABIES Ne a cant ‘e : . pit 
my - ee " _— oe . ok lle ane Oe oe 3s he ope 
ey 5 ey payne : 
; ani ae Oy re - " Ene re ge al nS, Gems ee 
ee " Sa . , v # * P ig F. | Tie Mee fe Sat a es - i. ae P € ai ae 
tet CS ——- ep. = : i oi we Sate ineiee a a Me 
x SS ar omg , epee a as Cae, ae = 
ape i an ei. ee oe ’ “Se ee Se) ate to i el , 
ie re: eee” a se , eae ee ee ~ 
a ee eres ae Meats * * ee: 3 weet ee ag a ee ee ut o 
a ie: te jr ae ? Bie iy as ans 
z ‘i as al, i Ja) a oo v7 ae = Sas Ci ins ‘* Be a m4 
. - Re ce mh oF d Fee pics aa iota ie at git 8 Bi 2 ae 
| ee a a tit eee jh i ee ee —_ 
ee Seen ; eee LE. oie aed a toi . SE oi ES i 
5 2 y ei og eh Sh, eae Sie say gauge Alas 
ee ; pe kes ae f ‘ ae eee : 4 eee 
ie Si ae . ee OS Pe Pe eles * Dare 
Be Ris ied ee > Pees et rea Ss OR a ee eee ce eee eee ne ree a eat 
o Ge OS i 9s. eet 4 Pree oY = te eT reer or a ie ep abe ree as 
le Tb Sighs. a Se eee LYRA ee |S ee 5, oe an = pe eee “E 
wet oe Ke, ca . ae E Dear fe eo mE TU sie gO ET ee eA A | a eS as 
a . la — : Te oe fe Cae ee ee ae eine ee . 
7 tg! a ae x i Ne a a oe Ve sage ’ 
het. g ie ce > |e i ee "AEG re ie Sek Se eT a . os ay eed < 
Tae ee” eee “ os i ee ys E Bai tee ay ar ee ae ae ‘ a a ene San, Gl 
on [oe ies Sine a is he ; eee ey i! eee is 2 eal 45 238 
a pew a ee” "- iin “a i a ee ¥ “aaa ee 
, ‘set ge # Ad * . ‘i. : : ae 
ie =m - : Nea P cai oe ne edi xe a . i aia 
ee é ee , sa t i See eS * t me “ek ail eer 
Bo be i Pe ice aes uh Re Bice ee ek ae | PROS bo ~ i 2. 8) iy rr een 
re ta Pie mh ph Tale me a erg: seen Tea eae re iad ge ee a om 4 ee 
ile eS : : a eae eS P eis , eos 
Pe, ee ee ee ae ee oe . . ' E oe ae eee t 
soe sa os —< : Re ‘ ~ a 
a a = . . 4 ; : acne 
J a 7 = * ce 7 Pa 
Pcs a, ‘ 2 te: an i 
ae i iy a i? 
a" = ey < Bice | 
ee aad or a bin i Fa 
ae pe % ; - “ a - ped » 
fh ie Z : era, 
- : 3 . a Pc ied 
Fiiee 7 - ‘ z ; 2 aie 
ae ° a ‘e eo 
je 7 io aoa > 3 
% a — | _ = F . 
Pe cvnties , , | a eF ™ — : 
a ea Ley adie tae» P ; oa r ¢ "i ¥ is ae : ae Oe 
2 ‘ , ae yet ig de ' ? . + ere aaa nice an ety 
ms + = — ¥ PA . 4 Pinay is i Z a be mete at 
, = me 1956 tennis si np, best typify the spirit and vitality ae 
ee ie a lens ji ennis ‘ : , Spl J ig re . a ata 
opel . ies if 4 LAS ek SE fel EE 
Of this bi boy market. 8 he Se 
x age ip the eck Se ge ieey a 
> SDAP NS eae : : rr ; - feo edie eer oe. 
ee home Bre ae 5 eth 
ee individually subscribed circulation with no Oy MRM pce Pee ee oe 
sees ie i i] ; Ji Cee ea eS 
. ak no eee no |, RS Se eee ee cee 
= L249 ; . 3 4 EE inn urbe 0 Ta oy ae i a sa 
re 1) we serves | es ‘ yaa eee 4 
f , ’ mar a : 2 F ‘ : 
a» ) 2 Ee % = oat - , ers liars guterals lies 
P Vale eergie (7 St Le ae ene eee Lie ok hae Samii. sila 
; = ay “one 7 * As sot =~, aA fee 4 a eet 
if oe yi J be: ye eee a > yi ees gs ease ‘ 
ee - . ; lag Sa mS i. 5 ks greta 8 ; ; 
: a A es Be ase as Ren ee gee ; : 
i 900 oe 4 Aer gor os, oe = ea te: ee * 
. . be pe F *, 
ge 
Boy S Li = B 
~~ + Be: We 
oys Life == = 
roe wore eoas eee 
’ ' Soe 
SI os 
-” .. a, eae oe 
pend tb] os 
i. 
"te. ——— : 
ny aes) sce de 
E — se 
a oe 
= ; ee ae 
| Pa Sas 
3 4 : ae 
. a 4 ca 
a 
4 mice g “ fi cs oe ee Ee eu 0 ren ee i oo. J = = a 
7 ; ae aartas a : we ees at i a ee Wer er ak ee oa ts Dn ae a a le eos aati pie Sigil yi a lamella al ici albes Ne aaa 
ek a ae ct Bae yes ee a Cape ee ars ee eee en Re ee ee ot AOS ig Hig Me A see Be a eee oe. ak ge op) meds ne el lath os 2p Re ele 3" 
eat. fe ease Bier Mt Renee tes ie =f mee es Teas alee aie cathe SNe meee ere a, : ee oe oe 5 Ree ee es es peat ee Ss peat ef mt 
= rs f te oe : ae . ep ae pl le te Sees, Caria F s ‘ by " ae Ce hg cigs Win Way Seay ce 7 ER, abi emi 2 + w ee ge ron iit tare PA eam ae eect 
tes ee ee Mearns cn ee £ ee Doe alee aetna Se ala eg Pale as oes i i a oe pe Picien eee (ie eeues a, Bees Pr ene i. oe ie ae 
eee igh eee se pe eae em ieee tines ee eae i A ee Atom a : ; mctpttlle Sirs "Reni me he aR Peat yy eile xs : Ph ene nM RL SY ee Seema oer 
eh ane ee ae ea ee. OS hg ee ree ees a See. ee ee a SA tL eee tee er NE cg ne et ee Erte eg, Sead aur Cigars oe ue ee only aed eg a ae sr ep Fe Ne onal ee aegis = +, Eas Pa cetacean teat cio} a: OK 


New York, Nov. 12—The music 
business got Walter Schwimmer 
into the advertising business. The 
woes of an agency man in dealing 
with some of his more cantanker- 
ous clients helped get him out of 
it. 

The story of the adventures be- 
tween those two developments is 
told by Mr. Schwimmer in “What 
Have You Done for Me Lately?”, 
a book which appears to have been 
not so much written as, perhaps, 
transcribed—possibly from a tape 
recorder under a table in Chicago's | 
London House. Sometimes funny, 
sometimes exasperating, but al- 
ways frank, the book was pub- 
lished by Citadel Press, New York, 
priced at $4. 

In a chapter titled “We Have 
Every Right to Beef Like Hell,” 
Mr. Schwimmer, now a _ broad- 
cast show  producer-distributor, 
sketches some of his dissatisfac- 
tions with the agency business as 
follows: 


s “Most professional men I know 
enjoy the luxury of not being re- 
quired to see their clients except 
for business reasons. Well, let’s 
not overdo it; there are excep- 
tions . . . But he generally has a 
free choice in the matter. 

“IT do not,” writes Mr. Schwim- 
mer. “A client will call on me for 
everything but helping him blow 
his nose. If he pays $5,000 a year 
to an accountant and spends $100,- 
000 a year for advertising, he fig- 
ures he should get about 20 times 
as much service from his advertis- 
ing counsel—just as a matter of 
simple arithmetic. It does not oc- 
cur to him that the net earnings of 
his accountant and his advertising 
man are about equal. 

“Clients,” he writes, “have asked 
me to get them tickets to hit shows, 
football games (trifling encoun- 
ters like Notre Dame-Northwestern 
and Army-Navy), radio and tele- 
vision programs, baseball games 
(naturally the World Series), and, 
believe it or not, even passes to a 
flower show. (This by a million- 
aire client. Regular tickets cost 50¢. 
We bought two at the box office 
and stamped them ‘Complimen- 
tary.’) 

“I am supposed to have an ‘in!’ 


= “What he doesn’t know is that 
my ‘in’ is usually the same scalper 
he knows. I make no point of this, 
however, and merely charge him 
the regular price. (When I don’t 


A 20 ibs. Food Crusade 
package will be sent in 
your name te a hungry 
family in one of 19 coun- 
tries of Evrope and Asia. 


1.00 te 


of Schwimmer Book on Ad Business 


give him the tickets for nix.) 

e “Hotel rooms in New York, 
Chicago, Hollywood or Miami? I 
can deliver, obviously ...The 20th 
Century or the Super Chief sold 
out? That means me. 


e “A new sales manager required? 
Fi 


A new secretary? Maybe I can drop 
what I am doing and sit in on the 
hiring. My judgment is so sound. 


e “Going to the races? A jangle 
to me and I’m hooked. Besides, 
I’m a good handicapper. . . 


e “Cocktails at five? Some special 
problems that need discussing? 
Why not talk them over the easy 
way? . Naturally I will call 
home and cancel previous plans 
for the evening . . . So what if I 
have to meander home at four in 


the morning? (And who do you 
suppose picks up the tab?) 


e “At the client’s company parties 
and outings, where am I? In the 
flesh, right in the middle of things, 
taking charge of the entertain- 
ment. Natch! And of course, no 
one’s going to be upset if I just 
happen to snag along some free 
acts. 


Advertising Age, 


November 18, 1957 


company on trips. Really. And 
most philanthropic about donating 
to other people’s pet charities, a 
whiz at selecting schools for chil- 
dren, finding apartments, obtaining 
Cadillac convertibles in emerald 
green, getting jobs for relatives, 
auditioning friends as prospective 
radio and tv talent, and fixing 
parking tickets. 

“Incidentally, on matters con- 


e “Did you know that I’m also a|cerning patents and copyrights, 
good guy at gin, bridge and poker? |any old kind of sales problem, 
Ask my clients! And I’m excellent | public relations, and other knick- 


J 


Advertiser-agency-sponsored 


studies demonstrate... 


THE STEADY PREFERENCE OF 
ARCHITECTS AND ENGINEERS 


FOR ARCHITECTURAL RECORD 


Send 
CARE CHICAGO 
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nacks—I have more than a passing 


The old reliable. will to do. 


do, and, if you forgive me, some- 


sary qualifications. 


“There have not been enough 
s “Let me let you in on a secret.|occasions when I have been al- 
Producing a crack radio or tele-|lowed, completely unmolested, to 
vision show is something I love to | fulfil this mission. 
“To me and to every honest ad- 
thing for which I have the neces-|vertising man this situation is, to 
use an understatement, extremely 


“A beautiful newspaper or mag-| frustrating.” 
knowledge. And if somebody needs |azine series—one that will sing— 
a nifty number (on a moment’s|I itch to create. To produce a cam-|bodied in lively anecdotes—fill 
notice) for the Stork Club or Pump |paign .. . that will build sales and 
Room—who do you suppose is the | good will—for this I think I possess 
gent to put over this neat trick? |the training, the capacity and the 


Frustrations—most of them em- 


much of the book, but Mr. Schwim- 
mer is not bashful about recount- 
ing some of his successes, too: The 
battle with the account he really 
told off—and kept; the battle with 
the Federal Communications Com- 
mission over the Tello-Test show; 
the battle over a fee with a re- 
ealcitrant client, 
Schwimmer not only got the mon- 
ey but outsmarted his own lawyer. 


in which Mr. 


——— 
2 ae 
‘ 


by asking them. 


{ a years ago, in 1937, Batten, Barton, Durstine & Osborn, Inc. in Minneapolis decided 
to find out for itself how architects rated architectural magazines. Interviews among 76 active 
architects gave Architectural Record an 11% margin of preference over its nearest competitor. 


This BBD&O study was the first of 110 studies SponsoreD By BurLpinc Propuct MANUFACTURERS 
AND ADVERTISING AGENCIES since 1937 to learn the reading preferences of architects and engineers 


The most recent study for which results are available (the 110th) was sponsored by Kewaunee 
Manufacturing Company of Adrian, Michigan. A mail survey of 1,000 active architects in June 
1957 gave Architectural Record a 31% lead over the second magazine in the field. 


advertiser-sponsored studies. 


zines on the basis of readership. 
*Ask us for a summary of these studies, 


Suggestion to 
Building Product Advertisers eee 


Consider carefully the exclusive ad- 
vertising values of Architectural 
Record summarized at the right. 
Then, if there is any question in your 
mind as to which is the leading archi- 
tectural magazine, ask architects and 
engineers. Select a sample of 1,000 or 
more active architects and engineers 
and ask them to tell you which archi- 
tectural magazine they prefer, or read 
most regularly, or ed most useful, 
or refer to most, 


Be guided by what they say! 


Again in 1958 . . . advertising will 
work harder for you in the ‘Workbook 
of the Active Architect and Engineer”. . . 


FW. OODGE 
CORPORATION 


publication 


Architects and engineers have now voted Architectural Record “preferred” in 100 out of 110 


In the last two years alone Architectural Record has won 32 out of 35 studies!* 


This steady preference of architects and engineers for Architectural Record—as revealed by 120,000 
mail questionnaires and personal interviews over a period of more than two decades—surely de- 
serves the close attention of any building product advertiser seeking to rate architectural maga- 


SIX EXCLUSIVE ADVERTISING VALUES 
IN ARCHITECTURAL RECORD: 


Top architect circulation 


Top engineer circulation 


Top architect and engineer 
readership (demonstrated by 
100 out of 110 studies Spon- 
sorED BY Buitpinc Propuct 
MANUFACTURERS AND ADVERTIS- 
ING AGENCIES.) 


Top verifiable building market 
coverage (Dodge Reports doc- 
ument Architectural Record’s 
coverage of 93% of the total 
dollar volume of all architect- 


Tl 


planned nonresidential build. 
ing, 77% of all architect- 
planned residential building.) 


Lowest cost coverage (Archi- 
tectural Record offers adver- 
tisers the lowest cost per page 
per 1,000 architect and engineer 
subscribers.) 


Most active magazine market- 

ce (Year after year more 
uilding product sellers and 
specifiers get together in Archi- 
tectural ba 9 than in any 
other magazine.) 


ARCHITECTURAL 
RECORD 


119 West 40th Street 
New York 18, N.Y. 


From his start in pr (he thought| New York State Issues 
it might be a way to make good | Business Facts Book 
as a song writer) with bandleader 
Ted Fiorito, Mr. Schwimmer rose 
and fell with the Florida real es- 
tate boom in the early ’20s, han- 
dled classified (when it was bill- 
able) for Chicago auto dealers, 
and, in 1932, paired up with R. 
Jack Scott to form Schwimmer & 
Scott. He left the agency in 1947 
to devote full time to Walter 
Schwimmer Productions, radio-tv 
producer-distributor. # 


New York State’s 16,500,000 peo- 
ple comprise the largest market in 
the nation for goods of all kinds, 
‘and the $36.3 billion in personal 
income they received in 1955 was 
12% of the U.S. total. These are 
among the facts contained in the 
New York State “Business Facts 
Book” published recently by the 
state Department of Commerce. 

Copies of the book can be ob- 
tained from the State Department 
of Commerce, 112 State St., Al- 
bany; 342 Madison Ave., New 
York City; or from regional offices. 


Columbia Mills Sets Drive 
Columbia Mills Inc., Syracuse, 
N.Y., will break an extensive 
campaign, running from February 
through May, for its line of win- 
dow screens. The campaign is di- 
rected toward the builder and the 
building materials market. Media 
selected include magazines in these 
fields. The agency is Chapman- 
Nowak & Associates, Syracuse. 


Weekend 


64 SBOE. 


The 
biggest 
single 
selling 
force 
in 


Canada 

* 
Greatest Circulation 
—1,491,000 net paid 

* 


Greatest Coverage 


— 2 out of 3 of all the Eng- 
lish speaking urban families 


om 
Greatest Dollar Volume 


— half again as much as any 
other magazine. 


Represented in the United States by: 


O'Mara & Ormsbee — 
New York, Chicago, 
Detroit, Los Angeles, 

San Francisco 


Weekend 
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Spokane Dailies Boost Price 


The newsstand price of the daily 
newspapers in Spokane advanced 
Nov. 4 from 7¢ to 10¢ a copy on 
weekdays and from 15¢ to 20¢ a 
copy on Sundays. Increases were 


- 


also made in home-delivered prices 
for the city’s two dailies, the 
Chronicle and Spokesman-Review, 
which are under common owner- 
ship. “Greatly increased produc- | 
tion and distribution costs” were | 


the reasons given in the newspa- 
pers’ announcement. 


Ads Promote Minnesota 
The state of Minnesota has 
launched a $100,000 state-commu- 


Advertising Age, November 18, 1957 


nity-industry advertising program 
to promote the industrial advan- 
| tages of the state in the Wall Street 
|Journal. 26 two-third page ads 
will be run. Bozell & Jacobs, Min- 
neapolis, is the agency. 


| 
mW 


| 
mun! fh 


1956 Drug Store Sales: 
$32,461,000°° 


Drug store sales in San 


Diego — Young Giant 


Market of the West — totaled more than 


$32 million in 1956... 


bigger than — 


Columbus, Ohio .. . 
Portland, Oregon . . 
Fort Worth,Texas . . 


Phoenix, Arizona . 
Rochester, New Yo 


$30,988,000 
26,305,000 
25,277,000 
23,105,000 
21,278,000 


rk 


Responsive, prosperous San Diego is sold best — 
at lowest cost per sale — through the 83% 
saturation coverage of The San Diego Union 


and Evening Tribune. 


Sales estimates copyrighted 1957 
Buying Power. Further reproducti 


Sales Management Survey of 
not bé. A 


The San Diego Union 
he San Diego th 
EVENING TRIBUNE 


i 
“The Ring Og of Truth” 


COPLEY NEWSPAPERS 


15 “Hometown” Newspapers covering San Diego, California — 
Northern Illinois — Springfield, Illinois — and Greater Los Angeles... 
Served by the COPLEY Washington Bureau and the 

COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


watch for me during 
November on 
WESTERN AIRLINES’ 
20-second TV theater! 


GAY BiRD—Western Airlines is so 
delighted with its bird commer- 
cials (AA, April 22) that it is now 
urging viewers to watch for them 
via small ads in dailies in 11 west- 
ern markets. Batten, Barton, Dur- 
stine & Osborn, Los Angeles, is the 
agency. 


Fedders, Rootes 
Use Foreign Travel 
as Dealer Incentive 


New York, Nov. 12—Manufac- 
turer cultivation of retailers is 
reaching a high art with the ship- 
ping of plane-loads of dealers to 
Europe. 

Fedders-Quigan Co., Maspeth, 
L. L, air conditioner manufactur- 
er, will airlift 2,000 dealers—and 
their wives—to France next Sep- 
tember for the company’s annual 
dealer sales convention. The deal- 
ers will spend a week in Cannes 
and a day in Paris before return- 
ing to New York. 

The Rootes Group, British au- 
tomobile manufacturer, recently 
flew two plane-loads of its U. S. 
dealers to Britain for the annual 
motor show there. The Rootes 
dealers spent 12 days in England 
on a combined business-and-pleas- 
ure visit. 

The Fedders-Quigan tour was 
arranged through the French 
Government Tourist Office here, 
which has set up a conventions 
and sales programs division to in- 
terest other U. S. companies and 
associations in such tours. + 


Westinghouse Plans 

Dealer Sales Helps 

In a move to provide dealers 
with full-line sales programs 
rather than separate, independent 
product projects, Westinghouse 
Electric Corp. is issuing through 
its distributors a series of kits of 
“local level” material. One kit 
spells out the details of sev- 
eral promotion activities, another 
provides copy and mats for Christ- 
mas ads as well as radio and tv 
material and a third is devoted to 
window and floor display. 

The dealer material is designed 
to tie directly into the Westing- 
house “Shape of Tomorrow” cam- 
paign. Westinghouse’s holiday 
campaign for November and De- 
cember includes six “Studio One” 
telecasts, six pages each in Life, 
and The Saturday Evening Post, 
two pages in Look, as well as space 
in Electricity on the Farm, Esquire, 
The New Yorker, Seventeen and 
This Week Magazine. 


Pal Blade Ltd. Moves to K&E 
Kenyon & Eckhardt Ltd., Mon- 
treal, has been appointed to handle 
advertising for Pal Blade Corp. 
Ltd. and Personna Blade Co. of 
Canada Ltd., effective Jan. 1, 1958. 
The company’s complete line of 
blades and razors, with emphasis 


‘jon Pal, Gem and Personna prod- 


ucts, will be promoted. Batten, 
Barton, Durstine & Osborn, Toron- 


to, currently handles the account. 
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THE HOUSTON CHRONICLE fp 


t ; oi oa es ou 2 ae ~@ as a nea ci seat Me Bees or 
t keep this under 
Our Hat... 


THE HOUSTON 
CHRONICLE: 


pa _ ee 
a SO fret Js vee ba! uy ig 
i ie xe 


AND on Sundays the 
Houston Chronicle has 
the LARGEST CITY 
ZONE CIRCULATION 
in Texas ... with 
32,789* MORE THAN 
HOUSTON’S OTHER 
SUNDAY NEWSPAPER! 


MORE THAN THE POST 


62,999" 


MORE THAN THE PRESS 


7 Based on a comparison of 
Publishers’ Statements to | 
the ABC for period end- . 
ing March 31, 1957. ' 


JOHN T. JONES, JR., President 
R. W. McCARTHY, Advertising Director 
mJ. GIBBONS, General Advertising Mgr. 


THE BRANHAM COMPANY — Nafiwinal Representatives 
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Canadian Breweries 
Faces Monopoly 
Charge Prosecution 


Ortawa, Nov. 12—Justice Min- 
ister E. D. Fulton has ordered pro- 
secutions started in a combined 
inquiry begun six years ago into 
merger and monopoly allegations 
against E. P. Taylor’s Canadian 
Breweries Ltd. A major court bat- 
tle over federal powers to control 
large-scale industrial mergers is 
expected. 

The Restrictive Trade Practices 
Commission reported in June, 1955, 
that it had found the company’s 
deliberate merger program was 
monopolistic and not in the public 
interest. It said the company did 
not at that time have effective con- 
trol over competition, but added 
that if Canadian Breweries con- 
tinued its pattern of expansion 
“there would be danger that such 
a condition of domination and con- 
tro] might ultimately be attained.” 


® The commission said Canadian 
Breweries should be prevented 
from taking over control of West- 
ern Canada Breweries Ltd., Van- 
couver, in which it then held a 
minority interest. That control 
was reported later to have been 
achieved. 

The commission also reported 
that between 1930 and 1953, Cana- 
dian Breweries bought up 23 brew- 
ing companies in Ontario, closed 
down 12 of them and reduced the 
number of beer brands produced 
by those firms from 150 to nine. 

The case is the first under the 
Combines Investigation Act in 
which one company is alleged to 
have deliberately planned to secure 
a dominant position in an industry 
by methodically buying out com- 
peting companies. # 


Six-Page Ad Promotes 
Cars, Clothes, Aluminum 

Three manufacturers—an alum- 
inum producer, an automobile 
maker and a clothes designer— 
joined in a six-page ad in the 
Nov. 15 Vogue with the theme “Ac- 
cent to Elegance.” The cooperat- 
ing companies are the Aluminum 
Co. of America, Chrysler Corp., 
and Evan-Picone. 

Three consecutive spreads fea- 
ture the 1958 Chrysler, DeSoto 
and Imperial cars with aluminum 
trim. Models in the ads are wear- 
ing Evan-Picone’s Epic blouses 
and Diva slacks. Local tie-ins in 
eight cities (Pittsburgh, New York, 
Boston, Atlanta, Cleveland, St. 
Louis, Detroit and Denver) will 
include newspaper advertising and 
window and store displays. Fuller 
& Smith & Ross, Pittsburgh, and 
Gusson-Hyman, New York, are 
handling the drive. 


NIGHT AND DAY—Red plastic letters on white plastic 
blocks give both day and night visibility to this all- 
plastic, multiple-block outdoor ad designed for Na- 
tional Distillers Products Co. and its Sunny Brook 


Smoothest of fine Kentucky Bourbons 


bourbon by Joseph Campanaro, national art director 
of Outdoor Advertising Inc., in cooperation with 
Lawrence Fertig & Co. and Matteson Southwest Co.,| ginning with the January, 1958, 
Houston outdoor operator. 


STRAIGHT BOURBON 


enmTUCKY 
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| Klemtner Teams up with CAMA 
| Paul Klemtner & Co., Newark, 
N.J., has joined in a working re- 
lationship with Continental Adver- 
tising & Marketing Agencies to 
help serve Klemter’s client group 
in overseas advertising. Klemtner ot 
| & Co. in return will act as medical 
marketing counsel] to foreign phar- 
}maceutical manufacturers repre- 
|sented by CAMA. 


Cole Joins Magazine 

Gorden Cole, formerly advertis- 
ing and sales manager of Blan- 
chard-Nichols, Los Angeles, has 
been named West Coast repre- 
sentative of Town & Country, be- 


issue. 


NEW YORK AND SAN FRANCISCO | 
WITH ONE STATION, ONE PRICE! § 


A new 136-county coverage study made by Pulse Inc. during Spring 1957 shows that WOR 


delivers... 


AMERICA’S NUMBER ONE MARKET 


And with its outer-area coverage an additional audience equivalent to 


AMERICA’S NUMBER SIX MARKET* 


Here’s how it works. 


Outside the normally surveyed 17 county New York metropolitan area there is a vast audience 


(N. Y. Metropolitan) 


(San Francisco Metropolitan) 


that listens to WOR—980,420 families per week, to be exact. 


This “‘outer-area” audience is 47% greater than the audience to the next highest New 
York station, and represents a market that would rank sixth in the entire United States 
—larger than San Francisco! 


And WOR is the dominant station, ranking first in audience in 72% of the 136 counties surveyed. 


This study again confirms the fact that WOR reaches the largest station audience in America 


—serving a weekly total of — 


4,103,420 families 


ee. 


On the adjacent page you will find a map which graphically details the scope of WOR’s coverage. . 


a division of | 4 Ik C) RKO Teleradio Pictures. Inc. 


*To cover America’s number six market, buy KFRC San Francisco. 


New York 
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‘ - 
a ‘Popular Science’ ‘Darwin Clark Builds is ae —- ae aes 
aise Rates, Guarantees HAPPY—Syd | slans based on Texas growth, and 
Both Look and Popular Scienc Kronish (left) of Houston Setup; B uys the fact that his oar has many 
will raise their rates next year, Burke Dowling | Texas accounts and is heavy in oil, 
based on increased circulation Adams’ New ‘Br ennan, McGar 4 tools and chemical clients. P 
guarantees. — York office, Houston, Nov. 12—Darwin H. 
Look, beginning with the July 8 agency for the |Clarke Co. of Texas, a new cor-|s8 Officers of the new agency are 
issue, will advance its rates 7.7%, Republic of Pan- |poration, is being organized by|J. Earl Brennan, board chairman; 
with a b&w page moving from - hats with )Darwin H. Clark Co., Los Angeles|Mr. Clark, president; James Ger- 
$21,335 to $22,980, and four-color oe ae advertising agency, to buy Bren-|rard, exec vp; John E. McGary, vp, 
from $32,065 to $34,540. The guar- yi Ry rc nan, McGary, Robinson Inc. here.| and R. Bryon Robinson, whose title 
antee, up 4.7%, advances from 5,- The selling price was not disclosed. |has not been determined. Mr. Bren- 
300,000 to 5,500,000. Look’s present Clark will move its local offices |nan, Mr. McGary and Mr. Robin- 
rate structure is effective with Panama Hilton, | +, those now occupied by Brennan,|son were president, exec vp and 
January, 1958, issue. Popular Sct- about the expect- | weGary. The new agency will have|vp respectively of Brennan, Mc- 
ence, effective with the April is- ed increase im |, gtaff of 15 and about $800,000|Gary. Mr. Gerrard formerly head- 
sues, will raise its guarantee 50,- tourists to Pan- |in billings, making it one of the|ed up Clark’s local office. 
000 to 1,200,000. The b&w page ama this coming | largest in this state. Brennan, Mc- Control of the new agency will 
advances from $2,650 to $3,000 and me ‘Gary bills about $600,000 annually. | be with Clark, with Mr. McGary 
four-color from $4,000 to $4,250. its : and Mr. Robinson retaining an in- 
+ terest. The Clark agency in 1956 
billed about $1,680,000 (AA, Feb. 
25).# 


quillard, general 
manager of El 


3 Big Reasons 
Make HOSPITALS 
1st Choice in the 
$5 Million-a-Day 
Hospital Market 


THE COVERAGE AREA OF AMERICA’S 
GREATEST STATION— WOR RADIO 


(This map shows all counties in which 10% or more of 


oewnman OF ree 


the radio families listen to WOR at least once a week) 


1. During the same period in 
1956, HOSPITALS gain in average 
total paid circulation was 3 times 
that of the No. 2 hospital field 
publication. 


2. Your advertisement in HOS- 
PITALS reaches 25% more sub- 
scribers in the United States 
market, your primary market. 


3. Since becoming the only twice- 
a month publication serving the 
hospital field, 92 new advertisers 
have selected HOSPITALS to 
carry their sales message. 


WOR | Send for Comparative 


a | Cirevlation Report 
Ec WEEKLY AUDIENCE Weenea rns. 
4,103,420 families HOSPITALS 


Journal of the American Hospital Assn. 


o . . | Sales Department 
in 139 counties in | 18 Est Division Street 
Chicage 10, Illinois 
Please send Comparative Report on 
13 states ecu bade 
EY <a ae poe it pied 
SD ok cnstovcsxertbvaesdarancnl 
Source: Special Pulse Coverage Survey, Spring 1957. Staite Ditty i 
(Detailed report available on request.) BE" See aap pe ints’, 5 cae 
Se pee re GNDG. 406s ods 
2] a 
‘@: HOsPITALs 


Journal of the American Hospital Assecietion 
18 East Division Street, Chicege 10, Iilinois 
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__...TO INFLUENCE CPI*-MANAGEMENT IN ALL FUNCTIONS...ADMINISTRATION & PURCHASING, 
3s PRODUCTION & ENGINEERING, RESEARCH & DEVELOPMENT 


When the money is big, the men 


who dominate buying decisions 
are big— management size... 


- See the startling new figures from 


CW “Spending Reports’... for 
: plants, equipment, raw materials... 


- 


- Over $50 billion total, with CPI 


- management's blessing — $5.5 bil- 
lionfor“new’ plants and equipment 


"$2.1 billion for replacement alone 


-... plus a staggering $45 billion 
for chemicals and raw materials 


Big money, big men, big magazine 


= CHEMICAL WEEK - where 
- management makes up its mind! 


“CHEMICAL PROCESS INDUSTRIES 
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Information for Advertisers 


The research department of 
Fawcett Publications has just re- 
leased a new beauty reader fo- 
rum booklet, presenting the result 
of a recent survey of a panel of 
Fawcett Women’s Group readers. 
The study provides information on 
brand usage and place of purchase 
of hair preparations, soaps, fra- 
grances, dentifrices, deodorants 
and other feminine products for 
1956 and 1957. A comparison be- 
tween the two years reveals an 
increase in the usage of cream 
shampoo, hair dressing, dandruff 
correcting preparation and various 
hair accessories. Another notice- 
able change is the gain in popu- 
larity of the roll-on and pad type 
deodorants, while the cream, stick 
and liquid types have lost some 
users. Copies of the booklet may 
be obtained by writing or calling 
the Fawcett research department, 
67 W. 44th St., New York 36. 


e “Characteristics of the Lumber 
and Building Product Dealer Mar- 
ket,” a study sponsored by the Na- 
tional Retail Lumber Dealers Assn. 
and American Lumberman & 
Building Products Merchandiser, 
has just been released. Statistics 
in the report reflect the current 
operations, faeilities and products 
sold by U.S. lumber dealers. For 
example, appliances are now sold 
by 52.3% of lumber dealers com- 
pared to 10% in 1954; 41.3% now 
sell lawn and garden supplies, 
compared to 21.4% in 1954. Copies 
are available through the publi- 
cation at 139 N. Clark St., Chica- 
go 2. 


e Life has released its Report #1 
from its Study of Consumer Ex- 
penditures, conducted by Alfred 
Politz Research and under the 
magazine’s market research direc- 
tion. The first report, which costs 
$10, covers “who spent how much 
for what” last year. Future study 
reports will add “where” and 
“when” and media information to 
the expenditure data. 


e Retail food volume in Iowa is 
up. But, as is the case generally 
throughout the nation, 
creased volume is being done by 
fewer stores. These and other sig- 
nificant facts come to light in the 
1957-58 “Blue Book of the Iowa 
Grocery Market” released by the 
Des Moines Register & Tribune. 
Figures showing the number of 
Iowa retail and wholesale food 
outlets for 1957 are included in the 
directory. Comparisons are made 
with those in the 1952 “Blue 
Book.” Copies are available from 
Bert Stolpe, manager of promo- 
tion and public relations for the 
newspaper. 


e The Virginian-Pilot and Ledger- 
Star, Norfolk, has just issued a 
64-page media and market data 
book. It contains the latest pop- 
ulation, housing, automobile reg- 
istration, retail and wholesale 
sales, industrial, naval, agricul- 
tural, educational and recreational] 
information about the Norfolk- 
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Portsmouth market area. Copies 
may be had on request to John 
Budd Co., Graybar Bldg., New 
York, or Stanley Leonard, man- 
ager, general advertising, Norfolk- 
Portsmouth Newspapers Inc., Nor- 
folk, Va. 


e 86.1% of True’s families spend 
$170,000,000 annually for liquor 
consumed at home, or a total of 
$327,000,000 for all alcoholic bev- 
erages. These and other details 
pertaining to the drinking and en- 
joyment of alcoholic beverages are 
carried in “True’s Entertainment 
Survey” for 1957. Further details 
on the survey may be had by ad- 
dressing John Barnard, True, 67 
W. 44th St., New York 36. 


e The Dispatch, Moline, Ill., and 
the Argus, Rock Island, Ill., have 


published a promotion data piece 
in unusual format. It was printed 
as a standard-size eight-page 
newspaper, titled “Special Quad- 
City Market Edition of the Rock 
Island Argus and Moline Dis- 
patch.” It contains up-to-date 
marketing data regarding the 
Quad-Cities and specialized infor- 
mation on food, drug, automotive 
and petroleum classifications as 
well as data on local industry pay- 
rolls and agriculture economic 
conditions. 


e Miller Publishing Co., Minneap- 
olis, has issued two data books for 
two of its publications, Feedstuffs 
and Croplife. “The Formula Feed 
Industry” carries data on the size 
of the market, its sales and extent. 
Similar data is provided in “Chem- 
icals for Agriculture, a Market 
Study and Media Data Presenta- 
tion Prepared by Croplife.” Copies 
may be had by writing W. E. 
Lingren, advertising director, Mil- 
ler Publishing Co., Box 67, Minne- 
apolis. 
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e “The Fifth Quinquennia] Sur- 
vey,” a comprehensive five-year 
study of the metropolitan Detroit 
market, has been released to busi- 
ness and industry by the Detroit 
News. The report reveals a geo- 
graphical transformation of the 
area since 1950. The addition of 
220,000 new homes and 654,000 
new residents has resulted in both 
a large suburban development 
around Detroit and in widespread 
relocation of manufacturing and 
retailing facilities. 


e The Dallas Morning News’ sec- 
ond annual consumer inventory 
and product availability study. The 
survey is entitled “Top Ten Brands 
in Dallas, 1957.” It shows the per- 
centage of household preference 
for each brand as determined by 
the most recent purchase. Includ- 
ed in the approximately 150 prod- 
uct classifications are food, bev- 
erages, toiletries, drugs, tobacco, 
appliances, automotive and retail 
purchases. Also shown are up-to- 
date population’ characteristics, 


such as size of families, income, 
occupation, home ownership, etc. 
The study is free to advertisers 
and agencies on request to Leland 
Renfro, genera] advertising man- 
ager, Dallas Morning News, Dal- 
las 22. 


e Media information on the Prot- 
estant segment of the building and 
equipment market has been com- 
piled in a new brochure entitled, 
“How to Open the Door to the $9 
Billion Church Market.” 

The brochure explains what key 
leadership must be sold and how 
to sell them—emphasizing the im- 
portance of both the pastor and 
his key lay leaders. Copies may be 
obtained from the Allen E. Shu- 
bert Co., 3818 Chestnut St., Phila- 
delphia 4. 


e The third annual consumer in- 
ventory and product availability 
audit for the top ten brands in 
Akron has just been released by 
the Akron Beacon Journal. Popu- 
lation, families, effective buying 


BREAKS 


FARM AND RANCH orbits a new dimension in farm magazine 
publishing, with a history-making first—breaks through state- 
line barriers with subscriber editions for type-of-farming areas. 


It’s a space-age concept in farm magazine editing! 
The first vertical book impact in a horizontal farm mag- 
azine: The conquest of editorial space problems. 


Breaking through the arbitrary, unsound barrier of 
state-line boundaries for “localized” editions, FARM AND 
Rancnx has launched the modern concept of farm 
magazine editing tailor-made to subscribers’ interests: 
subscriber editions with editorial content matched to type- 
of-farming areas, regardless of state boundaries. We 
call it Agri-Area editing. 

It’s important—to our subscribers, to our advertisers. It 
increases the Southern farm family’s confidence in Farm 
AND RaNcH as the farm magazine with a maximum of 
business-of-farming articles most useful to them. 

In the Southeast, the two basic cash crops are cotton 
and tobacco. Most cotton farmers have no interest in 
tobacco, and vice versa. We segregated the tobacco 
counties in the Southeast (see map) and used them as 
the basis for creating a permanent Agri-Area edition— 
to serve this type-of-farming area. It’s the tobacco 
area edition, but it’s by no means all tobacco. We also 
provide articles especially written for other crops, live- 
stock and other particular farming interests peculiar to 
this area—but no cotton. Similarly, we have permanently 
designated the remaining portion of the Southeast as our 
Southeast cotton-area edition. For this edition, we can 
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concentrate editorial material on cotton and other crops 
as well as livestock peculiar to the area, but no tobacco. 

There’s Agri-Area editing for the Southwest, too. 
A line drawn through Oklahoma and Texas (see map) 
divides our “short-grass” area edition from our “tall- 
grass” area permanent edition. 

But that’s not the half of it. It’s flexible! With each 
issue, we can further sub-divide any of the permanent 
Agri-Area editions as the editorial content of that par- 
ticular issue demands, to make it follow type-of-farming 
areas still more closely. For example: Within the per- 
manent tobacco-area edition, a burley tobacco story 
appears only in the portion where burley is important. 

Look at our October issue, for example, to see how it 
works: Eight Agri-Area editions of this issue—all with 
changes made to match editorial material to type-of- 
farming areas—not state lines. 

Why is this important to advertisers? Because whether 
you're selling soap or sow feed, Farm anp Rancu will 
“sell” more, because readers “buy” more of Farm anp 
Rancu. And note this: Advertisers can match copy to 
these type-of-farming areas. For example, a Southwide 
advertiser can change copy to appeal directly to tobacco, 
cotton, rice and wheat farmers. 

Interesting? You ain’t seen nothin’ yet. We've just 
discovered this new dimension in practical editing. 
Watch us go .. . and grow! 


_ Another reason why advertisers seeking sales to Southern 
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income, retail sales per family, to- 
tal retail sales are included in the 
study. Copies are available on re- 
quest to the newspaper. Both the 
Dallas and the Akron top ten 
brands study were conducted by 
Dan E. Clark II & Associates. Top 
ten brand studies are also made 
for the Houston Post, Los Angeles 
Herald-Express, Miami Herald, 
Portland Oregonian, Toledo Blade, 
Wilmington News-Journal and the 
Youngstown Vindicator. A con- 
solidated national book is also 
available, showing comparisons of 
top ten brands, market-by-market 
for some 80 brands. Copies are 
obtainable through the above 
newspapers or their national rep- 
resentatives. 


e A new 20-page booklet listing 
the plants and facilities currently 
engaged in the development of 
aircraft and missiles is available 
from Aeronautical Engineering Re- 
view. Titled “The Aviation In- 
dustry,” the booklet includes the 
names and addresses of all air- 
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craft, missiles and power plant 
manufacturers in the U.S.; all gov- 
ernment aeronautical research and 
test centers, and all government 
and privately-owned wind tunnel 
installations. Copies of this new 
second edition may be obtained by 
writing to the magazine at 2 E. 
64th St., New York 21. 


‘Mid-America’ Debuts 

With the November issue, the 
Chicago Fashion Guild started 
publication of a new monthly, 
Mid-America, scheduled for dis- 
tribution to 7,000 retailers in 18 
midwestern states. The first issue 
has the theme, “Springtime in 
Mid-America,” and future issues 
will offer, in addition to style pres- 
entations, ideas in fashion promo- 
tion, display, fabrics and accessor- 
ies and features on Chicago places 
and activities of interest to buyers. 
Editorial and production are being 
handled by Arbogust Co., 228 N. 
La Salle St.; Charles A. Churan 
Jr. is the advertising director. 


‘Customer’ Comes 
First in Weiss 
Hospital Design 


Cuicaco, Nov. 13—Advertising 
agency men frequently voice the 
hope that some day they will be 
called into the picture when a 
product is being designed, instead 
of later, when the marketing strat- 
egy is being laid. Something like 
that happened to M. W. Zimmer- 


man, onetime personnel expert, | 


when he was appointed executive 
director of the projected Louis A. 
Weiss Memorial Hospital in Chi- 
cago. 

Mr. Zimmerman took full ad- 
vantage of his opportunities. He 
specified a lobby that looks more 
like that of a hotel than a hospital, 
and one which is completely de- 
void of that overpowering hospital 
odor. He also insisted that the 
furnishings throughout be gay, 
rather than drab; that nurses be 


not only competent, but willing; 
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A a as Malas. ee 
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| You are about to join a very 


Erctusiwve Club... 


Your doctor wants you to be fully awore of how painless the 
“initiation ceremonies” will be for your membership in: the 


“Did | Tell You About My Operation Club” 


You will receive dinner about 5 P.M. the night before your operation 


nN 


. Enemos may be ordered following evening meal. Skin a-ea around the arec to be 
Operated on will be shaved This will be done the evening before surgery 
However, in some cases it may be done in the morning before surgery 


— 


A sleeping pill may be ordered for you in the evening if you need it 


You will not ect or take onything by mouth after 12.00 P.M. if you are 
scheduled for surgery the following morning. 


ae 


5. lodies! The nurse will ask you to remove your nail polish, jewelry, hair pins and makeup lover! 


SOOTHING—Cheerful cards tell patients at Louis A. Weiss Memorial 
Hospital what “comes next” in treatment. 


that the food be good enough to|full cooperation. He was given 
tempt the appetite of the weariest|color, which varies on each floor, 
palate, Naturally, pink and white were 
used in the maternity rooms. 

Also by the director’s request, 
the hospital was loaded with “gim- 


s Mr. Zimmerman was accorded 


THE UNSOUND BARRIER! 


General Characteristics of the FOUR Permanent 


AGRI-AREA Editions 


Enterprise 


TOBACCO 
COTTON 
CORN 
WHEAT 
LESPEDEZA 
LEGUMES 
PASTURE GRASSES 
BEEF & DAIRY 


SHEEP 
BROILERS 


Major cash crop 


Little or none 


Fairly important commercial crop 


Fairly important feed 


Important hay and pasture crop 
Largely “northern” legumes 
Largely “northern” grasses 

Largely small farm herds; cold-weather 


problem; winter feeding 


Fairly important; small flocks 
Important only in few concentrated areas 


Enterprise 
WHEAT 
g RICE 
» GRAIN SORGHUMS 
| FOR GRAIN 
FORAGE SORGHUMS 
COTTON 


SOYBEANS 


. LEGUMES 

%. CORN 

d SHEEP 
DAIRY 
BEEF 
HOGS 

POULTRY (EGGS 

OR BROILERS) 
IRRIGATION 


st 


is 


Families are e Switching to FARM AND RANCH 


Not important 


SOUTHEAST 


1. Tobacco-Area 


SOUTHWEST 
3. Tall-Grass 


micks” which enable any patient 
to talk to any floor nurse; metal 
plates to keep food hot; free news- 
papers; a special room for expect- 
ant fathers; a “recovery” room for 
patients emerging from operations; 
a free bed fund program; the Ja- 
cob M. Arvey Clinic for the indi- 
gent; a department of education 
for young physicians and medical 
students, and general practice 
° ” — training at the residency level for 
ee doctors who have completed their 
internship. 
be sey ; The hospital, now having 200 
, 5 beds, will be expanded in the near 
future. 
Public relations are handled by 
Aaron D. Cushman & Associates, 
with Elaine Falk as account exec- 
utive. Miss Falk is currently work- 
ing on plans to enlist the Uptown 
Boys’ Club as the hospital’s “Bak- 


grain 


Largely 


and housing 


2. Cotton-Area 


Little or none 


Fairly important feed grain 
Negligible 
Negligible . 

Largely “southern” legumes 

“southern” grasses ie 

Larger herds; heat and insects are prob-§ 

lems; little winter feeding 


Important in most of area 


er Street Irregulars.” 


® She also hopes to enroll the en- 
tire North Shore as a booster club 
a for Weiss Memorial. Weekly meet- 
rs ings with the hospital staff are 
held to discuss goals and methods 
of achieving them. 

Miss Falk has developed six 
cards of considerable practical val- 
ue. Each gives the routine in de- 
tail for various types of tests, so 
that patients can see what lies 
ahead for them. = 


Major 


Minor os 


arents 


Fare & FAMILY HOME GUIDE 


Major crop; 


Major in specific areas 


Not important 
Important 


Little under irrigation; mostly medium 
staple; mechanical pickers 
Important in Ark. and La., fairly im- 
portant in Okla. 


Important 
Important 
Minor 


Major crop ry 
Not important 


Mostly under irrigation; some dryland; 
mostly short staple harvested by stripper 
N 


Mostly wool-type; important 


4. Short-Grass 


> f announces 
S 6 -fts 1957 
advertising 
'  fevenue— 
a ~~ __ biggest in 
| its history! 


extensively produced 


None 


Fairly important 
Mostly small herds 
Fairly important 


Important 
Limited; supplementary 


Minor 
Mostly extensive, range operations 


Rare = 


Almost no commercial importance 


On major part of cropland 


aaavees TENN. 


Minor Re ; d 6. 
al revenue 

gain 

(1, 042 fe. over 1956! 


linage 


1,775,000 


CIRCULATION 
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Retailers know where the money is 


2,200,000 lines leadership* 


over the second paper 4 


*Larger daily figure for each newspaper plus Sunday 


ONE contract delivers the BIG BU. in Boston 


...tn Boston 


(1st 9 months, 1957) 


The BOSTON HERALD-TRAVELE S 


Boston’s Basic Buy 
Represented nationally by GEORGE A. McDEVITT Co., Inc., NEW YORK *« CHICAGO 


Special travel and resort representative: HAL WINTER COMPANY, 7136 Abbott Ave., Miami Beach, Fla. 


PHILADELPHIA « DETROIT *« LOS ANGELES 


“A 


Where there’s a Storz Station 


... there's RESPONSE 


generated by the kind of radio which— 
in each of these major markets— 
has more listeners than any other station 


MINNEAPOLIS-ST. PAUL WDGY is first .. . all day average. 


Proof: Hooper (31.9%) ... Trendex... Pulse. See Blair or 
General Manager Jack Thayer. 


KANSAS CITY WHB is first... All-day Proof: Metro Pulse, 
Nielsen, Trendex, Hooper, Area Nielsen, Pulse. All-day average 
as high as 48.5% (Nielsen). See Blair or General Manager 
George W. Armstrong 


NEW ORLEANS WTIX is first All-day Proof: Hooper (WTIX 


2 tol) ... Pulse. See Adam Young or General Manager 
Fred Berthelson. 


MIAMI WQAM is first ... All-day Proof: Hooper (42.1%) ... 


Pulse ... Southern Florida Area Pulse ... Trendex. See Blair... 
or General Manager Jack Sandler. 


DOUBLE PURPOSE—In planning its Park Ave. showroom and offices, 
addo-x inc., New York distributor of calculating machines made by 
Sweden’s AB Addo, decided its building should be not only a place 
of business but serve as a gallery to show imaginative design ideas 
as they are related to business. In this photo, displays appear on 
the wall at the left. The machines “float” on Plexiglass stands light- 


ed from below and by spotlights 
above. 


Step Up Creativity 
to Offset ‘Slump,’ 


Eastman Tells Admen 


PHILADELPHIA, Nov. 13—Robert 
E. Eastman, president of ABC Ra- 
dio, today warned the advertising 
business against the dangers of 
stagnation. 

In a speech before the Television 
& Radio Advertising Club, he ac- 
cused advertisers and agencies of 
being too follow-the-leader mind- 
ed. He said what the business needs 
is more boldness from companies 
which are willing to try a new 
approach. 

“So I admonish you to break out 
of the bonds of sameness,” he said. 
“Be a bull instead of a sheep. Turn 
your imagination loose and find 
those better ways of employing 
creative selling. 

“If this economy of ours is in a 
slump or readjustment, the fine 
creative minds of our advertising 
profession are obligated to stir 
themselves and apply all the pow- 
er of creative selling with ideas, 
bold new copy, exciting new media 
strategy and lead their clients to 
the means of creating new sales. 


s “If the market for many prod- 
ucts is saturated, we must unsatu- 
rate it with a new and different 
and effective creative selling. 
There is no alternative, and the 
responsibility is clearly ours, be- 
cause we in advertising are the 
spark—the ignition—in the ma- 
chinery of our economy,” Mr. 
Eastman said. # 


United Steelworkers Takes to 
TV to Inform Members, Public 


The United Steelworkers of 
America has started using televi- 
sion in an effort to get its member- 
ship to come out to the union’s 
meetings. The monthly series of 
film telecasts started Nov. 10 in 
about 25 cities. The program is to 
be carried in 29 steel centers, with 
WPIX-TV as the New York outlet. 
Robert Wiltman Co., Pittsburgh, is 
the agency for the union. 

A secondary purpose of the tv 
program is to enlighten the steel 
workers and the public in general 
as to the work of the United Steel- 
workers of America. Important is- 
sues before American labor will 
also be discussed on the telecasts. 


Nichols Joins Greenfield 


WDGY Minneapolis St. Paul 


REPRESENTED BY JOHN BLAIR & CO. 

WHB Aansas City 

REPRESENTED BY JOHN BLAIR & CO. 
| ; bn WTIX New Orleans aE? ee 
a 1‘ + j us REPRESENTED BY ADAM YOUNG INC. 
Se ee eee ee OAM 


REPRESENTED BY JOHN BLAIR & CO. 


Mrs. Lynn Nichols, editor and 
promotion specialist, has joined 
Edward L. Greenfield & Co., New 
York and Washington public rela- 
tions and market research compa- 
ny, as director of special projects. 
She will work on meetings, rallies, 
conventions and campaigns. 
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Straus, Wells to LaRoche 

Charles B. Straus Jr. and Mary 
Wells have joined the copy depart- 
ment of C. J. LaRoche & Co., New 
York. Mr. Straus was with Cun- 
ningham & Walsh for 12 years, 
where he had become vp and cre- 
ative group head on Colgate, 
Smith-Corona and other major ac- 
counts. Miss Wells was formerly 
senior writer at Lennen & Newell 
and copy group head at McCann- 
Erickson. 


Nepera Promotes Robinson 
John L. Robinson has been ap- 

pointed advertising manager of 

Nepera Laboratories, Morris 


advertising manager of Warner- 
Chilcott Laboratories, Mr. Robin- 
son succeeds Julian A. Garbat, who 
recently transferred to Lambert & 
Feasley as an account executive. 
All three companies are divisions 
of Warner-Lambert Pharmaceuti- 
| cal Co. 


Plains, N.J. Previously assistant | 


Use Your Industry’‘s ‘Profit Laws’ as First 
Step in Planning Ads, Ball Tells NIAA Unit 


Cuicaco, Nov. 12—Determining 
|}an industria] advertising budget 
| should begin with the considera- 
| tion of advertising as just one ele- 
ment in an integrated marketing 
program, according to Roger E. 


Ball, account manager at George} mined, Mr. Ball said, further steps | 
can be taken to determine what} 
siete of the budget will go for | 


| Fry & Associates, management 
}consultant. He outlined his ap- 


proach to the ad budget last night 
before the Chicago chapter of 
the National Industrial Advertisers 
Assn. 

When the total 
budget of a company is deter- 


| 


New leader among Houston newspapers is The Houston 
Post. Total daily circulation of The Houston Post is now 


largest of any Texas daily, morning or evening: 213,198." 


The best newspaper buy in the South’s Number One 


market is The Houston Post-first in total daily circulation. 


*As filed with A.B.C. for six months ending 
September 30, 1957, subject to audit. 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 


promotional 


WILLIAM J. CUTTER has been named 
merchandising director of western 
operations of Foote, Cone & Beld- 


ing, with headquarters in San 

Francisco. He has been with Kro- 

ger Co. for 24 years, the past four 
as merchandise manager. 


advertising. 
These steps include: 


e Understanding the “profit laws” 
of the industry and the company. 


e Establishing a tangible objec- 
tive, such as share of market. 


e Using market research to de- 
termine the place of advertising 
as one of the components of mar- 
keting strategy. 


e Keeping up a continuing pro- 
gram of evaluation. 


Understanding “profit laws’’ is 
important to industrial advertis- 
ers, Mr. Ball said, because indus- 
trial sales are not determined by 
advertising to the extent this is 
true in some consumer product 
| fields. 
| No pat formula is available for 
plotting the ad budget, he said, 
but he said use of steps helps 
|clarify the problem and leads to- 
| ward an intelligent decision. + 


Siegel Budget Up 30% 

Henry I. Siegel Co., New York, 
has increased its spring 1958 ad- 
vertising and promotion budget 
|30% over the comparable period 
‘in 1957. Advertising will highlight 
|individual sportswear fabrics in 
the His line. On the schedule are 
Esquire, Holiday, Playboy, Sports 
Illustrated and The New York 
| Times Magazine. Dealer aids are 
also planned including two give- 
aways, a color coordinator and a 
|sports event schedule. Leber & 
Katz, New York, is the His agency. 


Two Order Ziv Series 

G. Heilemann Brewing Co., La 
Crosse, Wis., has purchased “Sea 
|Hunt” from Ziv Television Pro- 
grams, tv film producer-distribu- 
tor, for showing in nine midwest- 
jern markets, through Compton 
Advertising. Markets covered in 
the order are Chicago; La 
Crosse; Milwaukee; Green Bay, 
Wis., and Rockford, Ili. (weekly 
sponsorship); Madison, Wausau 
and Eau Claire, Wis., and Cedar 
Rapids, Ia. (alternate-week spon- 
sorship). 


Harrison Named Publisher 

Philip Harrison, general man- 
ager of Sales Meetings, Phila- 
delphia, since its founding more 
than five years ago, has been 
appointed publisher. Sales Meet- 
ings is published as a section of 
Sales Management. 


Newspaper Names Field A.M. 

William A. Field Jr., on the ad- 
vertising staff of the Eagle, Clare- 
mont, N. H., for the past three 
years, has been promoted to ad- 
vertising manager. He succeeds 
Marshall Corroll Jr., who has re- 
signed. 


Everingham Named Ad Head 

Thomas Everingham has been 
named advertising manager of 
Kerotest Mfg. Co., Pittsburgh, han- 
dling all advertising for both the 
brass and steel divisions. 
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Good Housekeeping gave 


The Confident Wife — ===. 


and home management 
than its nearest competitor 


whose job is wizard ) of 1957 (Lloyd fe: 


H. Hall Co.) 


With more demands on her time, and a determination to keep young and fresh, today’s young é a8 
reader-wife knows she must use the most modern home appliances. These time savers take the drudgery 
out of her daily iasks. Their magic reveals her as the wizard she has to be! 


MAGAZINE 


That is why she reads the appliance pages in Good Housekeeping. She knows that every appliance, 
large or small, on editorial or advertising pages, has been checked by the famous Institute. 


And she knows that Good Housekeeping gives her more than twice the pages on Home Furnishings and 


Appliances than its nearest competitor. She learns more—feels sure—when she sees it in Good Housekeeping. 


The buying guide of 31,000,000 women 
(Crossley) 


She’s so sure when Good Housekeeping says so 


The November issue reached a high of more than 4,200,000 (Pub. Est.) A Hearst Magazine 
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Stop ‘Wrestling’; 
Fight Foes of All 
Ads, Proud Urges 


(Continued from Page 2) 

of the 60th annual convention of 
the Outdoor Advertising Assn. of 
America, Mr. Proud emphasized 
that it was selfish and _ short- 
sighted for advertising men to 
turn their backs on the plight of 
one medium in the industry when 
it is under attack. 


s “All media—radio, newspapers, 
magazines, television and out- 
door—have grown as the result of 
aggressive competition. But com- 
petition should not be confused 
with criticism, so it behooves us to 
show restraint in our intra-family 
wrestling,” he said. 

Mr. Proud urged all advertising 
leaders to get together and thresh 
out their problems, with the AFA 
as a rallying point. 

Mr. Proud predicted that “out- 
door and other media will face 
many new attacks in the next few 
years.” He noted that there are 
1,900 to 2,000 laws affecting advecr- 
tising on the books. “Increased 
government regulation and threats 
of taxation are among advertis- 
ing’s most pressing problems,” he 
said. 


s “Of all major media, I think 
outdoor has the greatest growth 
potential,” Charles H. Brower, 
exec vp of Batten, Barton, Dur- 
stine & Osborn, today told the na- 
tional sales session sponsored by 
Outdoor Advertising Inc. 

“The space you sell makes the 
30” tv screen look like a postage 
stamp. Television is struggling for 
color. Not you. You've got it—big- 
ger, brighter, bolder and more 
dramatic than anybody. Day and 
night. Night and day. 

“People don’t have to turn the 
page to look at you. They just 
have to turn the corner. Or turn 
their heads. Magazines and news- 
papers have to depend on enter- 
tainment and features and news to 
attract an audience for their ad- 
vertising messages. Not you. You 
don’t have to lean on anybody. 

“People have to have a radio to 
hear a radio commercial, but no- 
body has to buy anything to get 
your message. You can sell your 
medium in more different sizes 
and chunks than any other. You're 
national, you’re regional, you’re 
local, and best of all you’re there, 
right on the way to the store where 
the sale is made. 

“That’s what I think about you 
and your outdoor medium,” Mr. 
Brower said. But, he added, “I 
think I’m a helluva lot more ex- 
cited about your medium than a 
lot of you are! And I think I’m a 
lot more excited about it than 
most people in advertising are.” 


s He warned the outdoor industry 
that “advertising agencies and ad- 
vertisers must have the complete 
facts: How your allotments, cov- 
erage and distribution in your par- 
ticular area meet the requirements 
to solve their marketing problems. 


General statements aren’t enough,” 


FREE 16 PAGE BOOKLET! Shows fresh. 
new lettering styles as photoprocessed 
by the Headliners Inc. For your copy, write 
Headliners, Dept. AA. 44 W 44 8t, NY 36 


he declared. 

“You have tremendous advan- 
tages that other media do not have. 
A tremendous opportunity for cre- 
ative selling. 

“You have posters that are lo- 
cated near the supermarket, near 
the bakery, near the drug store, 
near the gas station, near the mo- 
tel, near the shopping center. 

“You have complete family cov- 
erage. The kids in the family don’t 
read the evening paper. Father 
doesn’t read mother’s magazines 


and vice versa. No one in the fam- 
ily can agree on tv programs. 

“They see products on your 
posters in rich, warm colors. They 
see them big. You can dramatize 
products in a way that no other 
medium can. You can give every 
product the wonderful advantage 
of front-page visibility. Every 
poster is a giant magazine cover, 
and the advertiser doesn’t have to 
pay a premium. 

“Tv is selling spectaculars, and 
advertisers are dazzled, in spite 


Advertising Age, November 18, 1957 


of the price. Why don’t you sell 
them too?” Mr. Brower asked. “An 
advertising message that extends 
over two boards, or three boards, 
or four boards? Why aren’t there 
more off-beat poster ideas?” he 
asked. 

Mr. Brower urged outdoor oper- 
ators to build up more local busi- 
ness and to overcome agency re- 
sistance. In agencies, he said, he 
believes the biggest obstacle is the 
creative man: 

“He is more important in the 


selection of media than many of 
you realize.” 

Commenting on the recent at- 
tacks on the outdoor industry by 
various pressure groups, Mr. 
Brower said that “their attempts to 
force legislation against outdoor 
advertising have done serious dam- 
age, and have hurt all advertis- 
ing.” 


= “Much of today’s advertising is 
too long-winded,” G. W. Carring- 


ton, advertising director of Morton 


I/, of the best 


food customers , 
read the Digest © 


By what yardstick do you 
evaluate an advertising 


medium? These measurements 


show why food advertisers 
are spending 41% more in 
Reader’s Digest this year. 


Frcs expenditures: In homes where the weekly 
food bill is $27.50 or over, a single issue of Reader’s 


Digest reaches one person in every three. 


Circulation: Starting January 1, the Digest’s 
advertising rates will be based upon a circulation 
of 11,500,000. The Digest has the country’s largest 
magazine circulation—larger than the next two 


magazines combined. 


Women readers: A recent market study shows 
that a single issue of the Digest reaches over 17 
million women. That’s more women than you can 
reach in any other magazine, including those edited 
expressly for women, 


/ 
v; 


sand women readers: 


Advertising readership at low cost per thou- 


Four-color food advertising 


in Reader’s Digest is “noted” by more women per 


dollar, and “‘read most’ 
than in any other leading magazine—including 
“home” and women’s magazines. 


Circulation concentration: 82% of the Digest’s 


* by more women per dollar, 


circulation is concentrated in the nation’s top- 


quality markets—where you find 82.7% of the 
country’s buying power. 


And Reader's Digest offers you the greatest 
extra value of all: The faith of its readers—the 


kind of faith that creates a climate of confidence for 
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Salt Co., Chicago, told the national 
sales session. 

“Despite the streamlined tempo 
of modern living,” he said, “a great 
deal of advertising still hasn't 
caught up to the need for brevity 
and simplicity. Advertisers in 
other media can learn much from 
the sharp simplicity that has come 
to be the hallmark of good outdoor 
advertising copy. As a rule of 
thumb,” he said, “if you tell ‘em 
fast and often, they stay told.” 

Speaking of the role of outdoor 


advertising in today’s marketing, 
Mr. Carrington cited the “flexibil- 
ity of outdoor, both as to timing 
and markets, the overwhelming 
circulation that can be reached, the 
cumulative impact on consumers, 
and the very low price tag that 
encompasses all these benefits. 
“For my money,” he said, “the 
clean-looking poster that tends to 
undersell may often be more ef- 
fective than so-called hard-sell 
copy. Our experience has been that 
posters can be gentle, or even fun- 


provoking in their approach, and 
still do at least as good a job as the 
ones that set out to club the reader 
over the head. 

“In the past five years,” Mr. 
Carrington said, “Morton Salt Co.’s 
major media, in addition to 24- 
sheet posters, have included net- 
work radio, magazines, newspapers 
and both spot and network televi- 
sion. 

“This year, 1957,” he said, “we 
spent more in outdoor than in all 
other media combined, and I’m 


glad to say that we plan to do the 
same thing in 1958.” 


® More than 6,000,000 persons be- 
came acquainted with the new Ed- 
sel car in September as a result of 
outdoor ads, J. C. (Larry) Doyle, 
general sales and marketing man- 
ager of the Edsel division, told the 
sales session. 

Ford Motor Co. used outdoor to 
minimize its biggest problem— 
lack of visibility—in the weeks 
that followed the Edsel’s launch- 


your advertising message. More and more adver- 


Reader’s Digest reaches more women in every 
age group, more women in the “prime spend- 


tisers are discovering that this kind of faith leads 


people to action. 


For an analysis of how Reader’s Digest covers 
your best prospects, call the Digest office near- 
est you. In New York, MUrray Hill 4-7000; 
in Chicago, WHitehall 4-2544; in Detroit, 
TRinity 5-9600; in Los Angeles, OLive 3-0380; 
in San Francisco, EXbrook 2-3057. Or write to: 
Reader’s Digest, 230 Park Ave., New York 17. 


*Data from Politz: “A Study of Seven Publications.” 


ing years,” than any other magazine studied.* 


People have faith in 


eaders Dige st 


Largest magazine circulation in the U.S.— 


over 11 million copies bought monthly 


55 


ing, Mr. Doyle said. 

“With the U.S. car population at 
65,000,000 even the most optimis- 
tic sales figures would not put 
enough Edsels on the road to cre- 
ate a subconscious awareness of 
our new car,” he said. 


® The superiority of outdoor over 
a network tv show in promoting 
new Bab-O in two test markets 
was described by Carl Henke, di- 
rector of marketing and research, 
General Outdoor Advertising Co., 
New York. 

During the first three months 
this year, Bab-O increased its 
share of market in Binghamton, 
N. Y., from 17% to 32% by using 
only outdoor (three 100-showings 
in three months). 

In Utica, N.Y., the other test 
market, Bab-O boosted its share of 
market from 21% to 28%. The only 
advertising medium used here was 
alternate-week segments of the 
“Sid Caesar” tv show. Only the 
‘new product was advertised in 
both cities, he said. + 


ee. 


Sales 
Slipping? 


Boost "Em 
With Lemarge 
Mass Mail* 


2K Mass Mail is the new 
approach to mail advertis- 
ing, sales and research . . . 
a method using scientific 
techniques to reach and 
reap the mass market. 


This is more than old- 
fashioned direct mail and 
the hit-or-miss barrage. It 
takes fast modern machin- 
ery and men with the 
knowledge, skill and imag- 
ination to master and create 
new methods and ap- 
proaches for each task. 


Lemarge has them. Per- 
sonnel experienced in sales 
and research. Machinery 
capable of cutting, folding, 
inserting, addressing and 
shipping more than a mil- 
lion pieces daily. Creative 
know-how to convert mil- 
lions of contacts to sales. 


Lemarge is writing the book 
on Mass Mail from idea 
to income. You can use 
Lemarge’s efficiency and ex- 
perience to write sales and 
profits. To learn how, just 
clip your business card be- 
low and send it to us with 
a brief word about your 
operation. You'll hear from 
us soon. 


LEMARGE 


Mailing Service Company 


417 SOUTH JEFFERSON STREET 
CHICAGO 7, ILLINOIS 


CLIP YOUR BUSINESS CARD HERE 
AND MAIL IT TO LEMARGE FOR 
COMPLETE INFORMATION. 
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William Chapin, 89, 
Veteran Newspaper 
Publisher, Is Dead 


San Francisco, Nov. 12—Wil- 
liam Wallace Chapin, 89, former 
publisher of the Argonaut, historic 
California publication, died Nov. 7 
at his home here after a long ill- 
ness. 

Born in Philadelphia, Mr. Chap- 
in attended the University of Penn- 
sylvania, then went to work at the 
Baldwin Locomotive Works. Later 
he worked for the Southern Pacific 
Railroad. In 1906, he started his 
newspaper career with the Seattle 
Post-Intelligencer. Under his man- 
agement the newspaper rose from 
250 to 10,000 daily in a six-year 
period. 

Later, Mr. Chapin purchased the 
San Francisco Call, sold it at a 
profit and subsequently published 
the Chicago Herald, Chicago Inter- 
Ocean, Newark Star & Eagle, Oak- 
land Enquirer, as well as the Post- 
Intelligencer. In 1925 he bought 
the Sacramento Union, which he 
published until 1928, when he de- 
cided to retire. 

The following year he returned 
to publishing when he acquired 
the Argonaut, California’s oldest 
magazine. He sold it last February 
to Harry Nasburg. 

Mr. Chapin for many years was 
president of the California Street 
Cable Railway, until it was sold 
to the city of San Francisco in 
1950. He also was a member of the 
San Francisco planning commis- 
sion for many years. 


FRANK X. MCNAMARA 

New York, Nov. 12—Frank X. 
McNamara, 40, who founded the 
Diners’ Club in 1950, and built it 
into a $6,000,000-a-year enterprise 
within two years, died Nov. 9 of a 
heart attack at his home in Shore- 
haven, N.Y. 

Born in Brooklyn, N.Y., Mr. Mc- 
Namara served in the army during 
World War II. After several sales 
jobs he conceived the idea of the 
Diners’ Club one evening when, 
after having dined at a New York 
restaurant, he discovered he had 
left his wallet in another suit. He 
phoned his wife to hurry to the 
restaurant with money to pay his 
check. He then determined to de- 
vise a means of sparing diners 
similar embarrassment. 

He started the Diners’ Club in 
1950, with offices in the Empire 
State Bldg. In 1952 he left the 
organization to become a sales ex- 
ecutive for a lumber company. 


DONALD H. JONES 

Co.tumBiA, Mo., Nov. 12—Prof 
Donald H. Jones, 54, chairman of 
the advertising department at the 
University of Missouri school of 
journalism, died here Nov. 6 after 
a heart attack. He had been a 
member of the faculty since 1937 
and chairman of the department 


since 1948. 


W. BLOUNT DARDEN 
PortsmoutTH, VA., Nov. 12—W. 
Blount Darden, 66, advertising 
manager of the Portsmouth Star 
for the past 36 years, died Nov. 8) 
at a local hospital. 
Mr. Darden began his newspa- | 


| 


per career with the old Norfolk 
Landmark and worked for the Nor- 
folk Virginian-Pilot before moving 
to Hopewell and Newport News, 
where he was associated with the 
Newport News Daily Press and 
Times-Herald. From there he came 
to the Portsmouth Star in 1921. 


GILBERT E. FAETH 

New York, Nov. 12—Gilbert E. 
Faeth, 64, retired advertising sales- 
man for The Saturday Evening 


Post, here, died yesterday at a|He was a member of the Players, 


nursing home after a long illness. 

Mr. Faeth was born in Kansas 
City, was graduated from Prince- 
ton University in 1915, and served 
in the Navy in World War I. Fol- 
lowing the war he entered his fam- 
ily’s hardware and automobile ac- 
cessories business in Kansas City. 
In 1925 he joined Curtis Publish- 


| ing Co. as an advertising salesman. 
|The following year he was as- 


signed to the New York office. 
He retired about three years ago. 
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the Tokeneke Club of Darien, 
Conn., and the Metropolitan Opera 
Guild. 


FREDERICK A. WENZEL 
WitmetteE, ILu., Nov. 12—Fred- 
erick A. Wenzel, 74, died yester- 
day of a heart attack. Mr. Wenzel 
had been manager of single copy 
sales of Crowell-Collier Publishing 
Co., New York, from 1928 to 1954./ing agency, died yesterday at 
Originally a pharmacist, Mr.|Mountainside Hospital, Montclair, 
Wenzel was a druggist in Milwau-|N.J., after an illness. 
kee for a number of years before | Born in Edgemont, Pa., Mr. Tay- 


joining P. F. Collier & Sons in 1915 
as a field representative. In 1925 
he moved to Crowell-Collier. He 
had lived here since his retirement 
in 1954. 


C. MARSHALL TAYLOR 

New York, Nov. 12—C. Marshall 
Taylor, 73, treasurer of Kennedy 
Sinclaire Inc., financial advertis- 


“like a baseball bat | 


Advertise in Vogue and you're in the major league 
of selling. You’ve given your product the identity 
that automatically comes from the powerful force of 
. as wielded by Vogue. 


fashion . . 


Vogue reports fashion completely and more often 
(twenty issues a year). Vogue selects fashion with unri- 
valed editorial authority; presents it with vital winning 


sureness; shows it clearly, excitingly, compellingly. 
Vogue reports fashion first and commands America’s 
first market of means and taste—starting the powerful 
selling movements that begin at the top and end in 
widespread buying trends that go on and on and on. 


Vogue keeps readers, leading stores and key manu- 
facturers always ahead of (and the envy of) the mass 


the selling power is fashion. 
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lor was graduated from Swarth- 
more College and spent his early 
career as a chemical engineer. In 
the 1920s he was associated with 
G. M. Basford Co., and in 1935 he 
joined Kennedy Sinclaire Inc. He 
became treasurer of the agency 
five years ago. 


V. WINFIELD CHALLENGER 
PHILADELPHIA, Nov. 12—V. Win- 
field Challenger, 74, vp of Intaglio 
Service Corp., New York, and for- 
mer director of printing for N. W. 


Ayer & Son, here, died in New 
York on Nov. 1. 

Mr. Challenger was a native of 
Philadelphia and had worked in 
various phases of the graphic arts. 
He was director of printing at 
Ayer for more than 30 years. He 
left the agency in 1950 to join 
Intaglio. At one time he was a 


New York, has created a new sales | Kieze] Joins Denham & Co. 
Eugene Kiezel, formerly adver- 
legheny district, with headquarters | tising and marketing manager of 
in Pittsburgh. Kenneth C. Warner,| Goddard & Goddard Co., Detroit 
formerly in charge of the compa-| cutting tool company, has joined 
ny’s Pittsburgh office, and associ- | Denham & Co., Detroit agency, as 
ate district manager of the com-| sales promotion manager. 


district, to be known as the Al- 


pany’s central district, has been 


Craftsmen of Philadelphia. 


McGraw-Hill Adds District 
McGraw-Hill Publishing Co., | Pennsylvania. 


named regional vp and district) CBS-TV Signs KUMV-TV 


president of the Printing House |manager of the Allegheny district, | 
effective Jan. 1. The new district 
encompasses parts of New York, 
Maryland, West Virginia and 


KUMV-TYV, Williston, N.D., has 
joined CBS Television as an ex- 
tended market station. The station 
|already is affiliated with ABC and 
NBC. 


When your advertisement appears in Vogue, you are 
there . . . right in the midst of all the exciting, wonderful 
changing news that makes smart America buy. You’re 
on view before your most important customers. You're 


market that follows their lead. For whether it’s a dress, 
an automobile, a coat, a new drink, or a roomful of fine 
furniture, if it’s in Vogue, it’s in fashion and it sells. 


“seen in Vogue’. 


.the fashion power is Vogue 


wrapped in velvet... 


. at the plate with fashion’s 
big booming bat wrapped in velvet in your hands. 


VOGL 


420 Lexington Avenue, New York 17, New York 


| 
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Turban and Sikorsky Named 


Eben Turban and Nickolai Si- 
korsky have joined the Center for 
Research in Marketing Inc., New 
York, as study director and assist- 
ant to the president, respectively. 
Mr. Turban formerly was a study 
director with the Institute for Mo- 
tivational Research. Mr. Sikorsky. 
son of the aircraft designer, Igor 
Sikorsky, is a visual communica- 
tion specialist. He has served with 
the U. S. Army as an administra- 
tive assistant in the office of mili> 
tary government. 


Abbott & Earl Adds One 

W. M. Products Co., Houston, 
has appointed Abbott & Earl, 
Houston, to handle its advertis- 
ing. The company, which makes 
a line of aluminum windows un- 
der he name of Watson window, 
is planning the largest campaign 
in its history. For the first time, 
the advertising budget has been 
set above $100,000, according to 
S. A. (Bud) Watson, president of 
the company. 


TO TURN RANDOM 
TUNERS INTO 
VETERAN VIEWERS 


| Now—in many markets—three 
great adventure-action series 
combined into one great 5-day- 
_a-week show! Why pay a pretty 
| penny for programs when you 
can get top-rated series in your 
_ market and hold on to all of 
/your own cash! For complete 
| details about this new plan, 
phone today. Or wire Michael 
M. Sillerman at TPA for your 
market’s availability. 


Hurry! Markets are 
being reserved 
today! Wire or 
phone for private 
screenng! 


Television Programs of America, Inc. 
488 Madison Ave., N.Y. 22 © PLaza 5-2100 
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SELLING AT THE POINT OF IMPRESSION 
That’s the job a good engraving should do. 


SELLING-AT THE POINT OF IMPRESSION 
That’s the job an H&M engraving always does. 


Hutchings & Meiville, inc. 
Distinguished Photoengraving 


4043 N. Ravenswood Ave., Chicago 13. EAstgate 7-9220 


Faithful-to-plate 4 color wet proofing 
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(Continued from Page 3) 
which have been outstanding since 
1954 will remain in effect in 1957,” 
the statement said. Moreover, it 
stressed that the instructions to the 
taxpayer in reporting expense re- 
|imbursements will be the same as 
they were in 1954, 1955 and 1956. 

The only change, officials ex- 
plained, is the requirement that 
taxpayers indicate their total ex- 
pense reimbursement. This is in 
accord with previous instructions, 
they emphasized, but compliance 
/in the past has been poor because 
|there was no provision in the tax 
| form calling for this information. 

The special statement made it 
clear that revenue agents are not 
expected to obtain justification “to 
the last penny” when they in- 
| vestigate an expense account de- 
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Perched on Maine’s highest pinnacle (which lacks 
but 13 feet of one mile above sea-level),* these 
climbers are displaying one of the world’s most 
uniquely international banners. Since it first flew, 
every land on the globe, both poles, the ocean 
depths, even the 13-mile-high outposts of our at- 
mosphere have all known its brown, green and 
blue stripes, symbolizing earth, sea and sky. 


To members of The National Geographic staff 
such as Robert Sisson (at left, with camera) — 
and to more than 2,000,000 member-subscribers 
of the Society’s famous magazine —this flag is 
also the symbol of an endlessly fascinating chal- 
lenge. For it is their curiosity and desire to know 
more about the world that keeps Geographic 
representatives like Photographer Sisson roving 
its 197 million square miles, recording in pictures 
and words its many wonders. 


Sisson’s camera, for example, has taken him across 
three-fourths of the globe. Less peaceful than the 
many scenes he films in this country, it also wit- 
nessed the 1956 flight of refugees from beleaguered 
Hungary, even brought an assassin’s knife to his 
throat in a back alley of Marrakech as Arabs 
rioted. (He escaped by shouting “Eisenhower! 
Brooklyn Dodgers!” ) 


Curiosity is inherent among the special families 
attracted to The National Geographic. A function 
of well-educated minds, it manifests itself in high 
incomes, responsible jobs, community leadership 
—and big shopping lists. It extends as well to 
what these excellent customers do because of 
advertising they see in their favorite magazine. 


* The peak: 5,267-foot Mt. Katahdin. With Photographer Sis- 
son: Ronald L. Gower, editor of the “Appalachian Trail Katah- 
din Guide.” The occasion: start of a 2,050-mile Appalachian 
Trail hike from Maine to Georgia. 


TIONAL GEOGRAPHIC MAGAZINE 


Washington 6, D.C. 


No ‘Unreasonably Detailed’ Expense 
Account Data Sought, Tax Men Assert 


duction. 


s For example, the Treasury said, 
a ruling published in 1954 and still 
in effect (54-195) says, “Close ap- 
proximations not fully supported 
by documentary proof can fre- 
quently be reached by reconstruc- 
tion through resort to reliable sec- 
ondary sources of information and 
collateral evidence. 

“For example, in connection 
with a claimed item for travel ex- 
pense, it might be possible for a 
taxpayer to satisfy the examiner 
that he was in travel status a cer- 
tain number of days out of each 
month or year, but impossible for 
him to establish the details of all 
his various items of travel expense 
by documentary proof,” it pointed 
out. 

“In such a case, rail fares or 
plane fares can be ascertained 
with exactness and automobile 
costs approximated on the basis of 
mileage covered. A reasonable ap- 
proximation of meals and lodging 
might be based upon receipted ho- 
tel bills or by applying a daily 
rate (determined upon the basis 
of actual costs prevailing in the 
particular community for compar- 
able accommodations) to the prob- 
able days of travel. Items such 
as tips, taxi fares, and the like 
can be based upon a reasonable 
approximation.” # 


Hardware Groups to Sponsor 
Midwest Hardware Show 

Four state hardware associa- 
tions have joined to sponsor an 
annual all-industry hardware and 
housewares show. The first joint 
exhibit and conference, the Mid- 
west Hardware & Housewares 
show, will be held at Chicago's 
Navy Pier Sept. 7 through 10, 
1958, backed by the state retail 
hardware associations of Illinois, 
Indiana, Michigan and Wisconsin. 

Manufacturers, wholesalers and 
retailers will participate in the 
show—manufacturers will exhibit 
products, and wholesalers. will 
have the opportunity to explain 
their merchandising and service 
plans to the retailer. William F. 
Ewert is operation manager of the 
show. Advertising and public re- 
lations are being directed by Wes- 
ley Aves & Associates, Chicago. 


Westinghouse Names Three 

Westinghouse Electric Corp. 
has appointed marketing directors 
for three of the company’s major 
product divisions, all new posts. S. 
F. Davies, formerly sales manager 
of the Micarta division, is the 
general products division market- 
ing director; L. H. Loufek, previ- 
ously sales vp and manager of 
customer relations of the indus- 
trial division’s central district, is 
marketing director for apparatus 
products, and R. M. Wilson, for- 
merly sales manager of the de- 
fense products division, is mar- 
keting director of the defense 
divisions. 


| Crucible Acquires Rem-Cru 


Crucible Steel Co. of America, 
Pittsburgh steel processor, has ac- 
quired 100% ownership of Rem- 
Cru Titanium Inc., Midland, Pa., 
through a stock exchange with 
Remington Arms Co., heretofore 
half owner of Rem-Cru. The stock 
exchange hasn’t been approved 
yet by the Securities & Exchange 
Commission. G. M. Basford Co., 
New York, is Rem-Cru’s agency 
as well as Crucible’s. 


Zift-Davis Names Mills 
Walter S. Mills Jr., formerly as- 
sistant to the sales director of the 
Kiplinger Washington Agency, has 
been named subscription manager 
of Ziff-Davis Publishing Co., New 
York. 
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1. CUSTOMER: The price is right—but how about quality? 


Will Hp 2. CUSTOMER: That sounds good—what else? 
ill it stand up? 


SALESMAN: The Tag says: ‘‘We checked the inner pad- 


SALESMAN: Well, here’s what McCall's Use-Tested Tag ding, insulation, construction and ticking, found 
says: ‘‘We tested it by passing a 280-pound roller them satisfactory. Square-cut corners won't catch 
back and forth over it 400,000 times. The results dust. The bed makes up neatly and easily.” 


indicate it is practically indestructible in terms of 
home use.”’ 


Scenes like this happen over and over again 
across the country — and lead directly to the 
satisfying final curtain line: “All right, I'll 
take it.” 


Why? Because the authority of McCall's is be- 
hind each Use-Tested Tag — and the tag itself 
tells the customer exactly what she wants to 
know about a product, in friendly, non-techni- 
cal easy-to-understand language. 


ign 3 aE 
. Ss 


If you'd like to learn how to put the power of 
McCall’s Use-Tested program behind your 
product, write to McCall's, 230 Park Avenue, 


New York 17, N. Y. — or see your McCall's 
representative. 


3. CUS raven: Does this mean McCall's actually endorses (; a My 
it? 
SALESMAN: Yes. They say: ‘‘We used it and we like it 


—and believe you will like it, too.” The magazine of Togetherness, 


reaching more than 5,000,000 families 
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ie Liquor Advertising 

The Emporia Gazette, founded 
62 years ago by the late William 
Allen White, has started accept- 
ing liquor ads for the first time in 
its history. 

The Emporia Ministerial Assn. 
has voiced its disapproval, and 
| the churches of the association 
|plan to remove all paid church 
|ads from the newspaper, accord- 
jing to the association president. 
|Emporia, a town of 16,000, has 
‘one other newspaper, the Weekly 
Emporia Times, which carries liq- 
uor ads. 


Baltimore Art Club Elects 

John Kepper, Holmes I. Mettee 
Studio, has been elected president 
of the Baltimore Art Directors 
Club for the coming year. Other 
new officers are Frank C. Mira- 
bile, Welch, Collins & Mirabile, 
lst vp; George Fondersmith, Jo- 
seph Katz Co., 2nd vp; Clyde May- 
| bee, Robert W. Lapham Studio, 
treasurer, and William Lilley, 
© | Martin Co., secretary. 
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THE NATIONAL NEWSPAPER 
59 East Van Buren Street, Chicago 5, illinois 


Advertising Age, November 18, 1957 


Altogether bigger 
and differenter than you 
might think! 


a said. 


A market that grows on you... 


It’s true . . . Salt Lake City with its 303,245 tga is 
the heart of this busy Intermountain Market . . . but 
there are A MILLION MORE prosperous prospects in 
this unified market whom you can reach and sell daily 
by utilizing the combined power of Salt Lake’s two 
metropolitan newspapers. Isolated from other big cities 
by the Rockies on the east and the Sierras on the west, 
this market depends on Salt Lake for its main supplies. 
That’s why Salt Lake's influence is felt throughout the 
entire region. So think bigger about Salt Lake—it grows 
on you. 


The Salt Lake Tribune 3G 


(MORNING & SUNDAY) 


Salt Lake Telegram (EVENING) 
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% DESERET NEWS so 


Applying Wage Law 
to Newsboys Called 
‘Costly, Pointless’ 


SEATTLE, Nov. 12—Daily news- 
papers of Washington state voiced 
strong objection here today to any 
proposal that would bring news- 
paper boys under the federal Fair 
Labor Standards Act. The occa- 
sion was a regional hearing by 
the House committee on educa- 
tion and labor, under the chair- 
manship of Rep. James Roosevelt 
(D., Cal.), to consider legislation 
that would broaden the act. 

Lew Selvidge, manager, Allied 
Daily Newspapers of Washington, 
an association that represents 
98% of the state’s daily newspa- 
per circulation, told the commit- 
tee, in answer to a question by 
Mr. Roosevelt, that to subject 
newsboys to coverage by this act 
would upset the “structure” of 
newsboy sale of papers. At pres- 
ent, newsboys are exempt from 
the Fair Labor Standards Act, 
and Mr. Selvidge asked that this 
exemption be continued. 


s If newsboys are brought under 
the act and become “employes,” 
Selvidge said, the sheer 
mechanics of paperwork in con- 
‘nection with the act would be 
“prohibitive.” The newspapers 
would be required, he said, “to 
keep a daily record of the hours 
of employment and the rate of 
pay, guaranteeing a minimum 
compensation of not less than $1 
an hour.” For newsboys under 16, 
work permits also would have to 
be obtained from the state de- 
partment of labor and industries, 
he pointed out. 

“The inherent nature of news- 
| paper single copy sales at other 
|than the place of residence of the 
jconsumer is such that they can- 
|not be maintained on an employ- 
er-employe basis,” Mr. Selvidge 
“Conditions are so change- 
able at the point of sale that only 
one who is free to initiate and 
|}terminate sales at will—depend- 
ent on wholly transitory condi- 
tions—can engage profitably in 
| such an activity. 
| “It is our opinion that if the 
proposed amendment were pur- 
sued to a point of establishing 
employer-employe relationships 
|between newspapers and news- 
|paper boys who sell single copies 
|of newspapers in neighborhood 
|areas, such sales would either no 
longer exist or would be confined 
to adult salesmen.” 


® Citing provisions of House Bill 
4575, on which the committee is 
holding a series of hearings in the 
West, Mr. Selvidge said that the 
proposal either will have virtually 
no effect in its application to 
newsboys or “it will overcome a 
long line of judicial precedents, 
to a point of overcoming inde- 
pendent contracts and declaring 
newspaper boys to be employes, 
either of the newspaper or of one 
of its wholesale distributors. 

“If the amendment is not de- 
signed to overcome and will not 
overcome existing contractual re- 
lationships, then it becomes a con- 
gressional expression of policy, 
without any real or tangible effect 
upon practices. If it is designed 
to overcome and in effect does 
overcome these contractual rela- 
tionships that now exist, it will 
do violence to long established 
practices without any showing to 
date of a need for such violence,” 
he said. 


® The hearing brought testimony 
by spokesmen for retail stores, au- 
tomobile dealers, laundries, frozen 
food marketers and others in op- 
position to any extension of fed- 
eral minimum wage regulation 


Represented Notionally by MOLONEY, REGAN & SCHMITT, Metro Comics Network. 


and also from labor unions, rep- 
resented as in favor of such leg- 
islation. # 
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Michael Faraday was right. The wealth of nations is now 
generated by the principle of electrical induction he discov- 
ered, and the dynamo he invented, 125 years ago. Today, the 
transformation of science into the power and productivity 
of technology is the professional concern of our subscribers. 
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They are the men of Technical Management. In the design 
of new products, processes, and plants, Technical Manage- 
ment men set the buying pattern of industry. To place your 
product in that pattern, advertise it in the magazine they read. 
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“We Need Timely 
Purchasing Intelligence 
Concentrated in One Source!” 


says William N. Robertson, Jr., Manager of Procurement, 


Grumman Aircraft Engineering Corp. 


“*To keep abreast of changing business conditions, we 
are forced to read many magazines and newsletters. A 
number of them do not deal directly with our interests, 
and are not written for purchasing men. Unfortunately, 
there is no one place where we can get all the information 
we need. Without the aid of alert salesmen, we might 
miss news of supply trends and price situations. We badly 
need a single source that gives us this vital purchasing 
information before it passes us by.”’ 


Purchasing Week 
Will Report Changes 
as They Occur! 


Every week, purchasing executives will be able to get 
the information they seek—vwritten in their language. 
Up-to-the-minute conditions of: price and supply, new 
materials and products, news affecting purchasing, 


Washington and the World, current business economics, 


“how-to” feature stories—and more, will appear in the 
pages of PURCHASING WEEK. 


The One Source of Timely Information! 


PURCHASING WEEK, with its own staff of 17 full-time 
editors, is backed by 550 experienced industrial corre- 
spondents in this country and abroad, 497 editors of 35 
other McGraw-Hill publications, the Department of Eco- 
nomics and other McGraw-Hill services. It will be closest 
to the ideal answer for the needs of purchasing men. 


Purchasing Week Will Reach Your Prospects 
...in Their Language! 


You'll be able to deliver your vital sales messages to a 
concentrated audience of key purchasing men in your 
industries—in time to get results. Your advertising in 
PURCHASING WEEK will be...calling every week 
on the man your salesman must contact. 


space units of advertising. 


and Industry. 


@® A10\," x 144" type page on coated stock, accepting standard 


@ First issue: Monday, January 6, 1958. 
@ Initial distribution: 25,000 purchasing executives in business 


For full details on rates, mechanical requirements, and 
a sample ‘pilot’ issue, contact your McGraw-Hill office. 


Purchasing Week 


McGRAW-HILL’'S NATIONAL NEWSPAPER OF PURCHASING 


McGraw-Hill Publishing Company, Inc., 330 West 42nd St., New York 36, N. Y. 
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Reis Elton Laird Blattner Waldman 
ON TO BRUSSELS—The five judges in Pan American World Airways’ 
contest for a Brussels World’s Fair poster show the winning entry, 
submitted by Nory Compere, of Brussels. Pan Am will distribute 
20,000 prints of the poster throughout the world. The judges are 
Robert Reis, Hudson River Museum; Wallace Elton, J. Walter 
Thompson Co.; Harold J. Laird, Pan Am; Robert Blattner, Reader’s 

Digest, and Bernard Waldman of Bernard Waldman Advertising. 


NBC-TV Appoints Floyd Gardner Joins Lightolier 

Harry F. Floyd has been named Gerald C. Gardner, formerly as- 
manager ef tv network sales for|sistant to the sales promotion 
the western division of NBC, Los|manager of Lightolier Inc., Jersey 
Angeles, replacing John T. Wil-|City, has been promoted to sales 
liams, who has resigned. promotion manager. 


for every 


fm MARKET RESEARCH DATA 
= PROCESSING NEED 
WOrm 6-2700 


Punching Consistency Checking 
Tabulating Percentaging 
Coding « Pre-coding of Questionnaires 


No charge for consultation and estimates — ever! 


RECORDING & STATISTICAL 
CORPORATION 


100 Sixth Avenue ¢ New York 13, N. Y. 
BOSTON - CHICAGO + MONTREAL - NEW YORK - TORONTO 


Stamps Benefit All, 
Prof. Beem Says at 
California Hearing 

San FRAnNcIsco, Nov. 12—Legis- 
lative action to end the use of 
trading stamps would be a “ser- 
ious mistake” in the opinion of 
Eugene Beem, University of Cali- 
fornia professor of business ad- 
ministration, who has made a spe- 
cial two-year study of trading 
stamps. 

Mr. Beem was a witness before 
a special hearing at San Francis- 
co held by the California legisla- 
tive assembly subcommittee on 
trading stamps. 

“The effect of stamps, because 
they have stirred up competition, 
has been to benefit non-stamp 
savers as well as the collectors,” 
he declared. 

In food retailing, Mr. Beem 
contended, stamps have “either 
had no impact at all on prices, or 
have tended to help hold down 
price increases.” 


Advertising Age, November 18, 1957 


Mr. Beem was one of several 
witnesses presented by Sperry & 
Hutchinson, the Green Stamp 
company. Despite this, he em- 
phasized, his two-year study of 
stamps had been made independ- 
ently, under sponsorship of the 
university bureau of business and 
economic research. 


s “Trading stamps,” he said, 
“were found to be only one of a 
great variety of factors influenc- 
ing where consumers shop, and 
stamps were found to be the dom- 
inant motive for only a tiny hand- 
ful—perhaps 1% to 3%. 

“The stamps,” he continued, 
“are of primary benefit to the 
sound, relatively small business; 
the one that will receive a larger 
percentage increase in trade from 
the number of patrons brought in 
by stamps.” 

The subcommittee, headed by 
Assemblyman Gordon H. Winton 
Jr. (D., Merced), also heard from 
a group of merchants who assert- 
ed they were “delighted with the 
effects of trading stamps.” 


e Harold J. DuBois, a partner in 
several San Francisco neighbor- 
hood markets, told the subcom- 
mittee: “We have quite a problem 
in just surviving. Last year 4,000 
stores my size went out of busi- 
ness in this country. 

“In the case of our two stores,” 
Mr. DuBois continued, “we’ve 
been able to remain in business 
only because of the increase in 
customer patronage caused by our 
issuance of trading stamps.” 


e Raymond L. Sebers, a hardware 
merchant at Hayward, recited the 
case of a store he formerly owned 
at another location. 

“I carried another kind of 
stamp there and decided they 
weren’t doing me any good. So I 
dropped them. I’m not in busi- 
ness at that location any more,” he 
said. 

At his new location, Mr. Sebers 
said, his business had increased 
from a gross of $60,000 a year to 
$200,000 a year in four years, and 
he attributed most of the increase 
to the use of Green Stamps issued 
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by S&H. 

Opponents of the stamps pre- 
viously had argued that it was 
almost impossible for merchants 
to give up stamps and remain in 
business if competitors continued 
to offer the stamps. 


e “Before we recommend legisla- 
tion to end trading stamps,” 
Chairman Winters finally de- 
clared, “we have to be convinced 
such legislation is economically 
essential, and what we have heard 
here did not convince us.” 


e Assemblyman Ernest R. Geddes 
(R., Claremont), a member of the 
subcommittee, said during the 
hearing that he is “an avid trad- 
ing stamp collector.” 

“My wife and I took a 13,800- 
mile trip recently,” Mr. Geddes 
said, “and we came back with 
enough stamps from gasoline pur- 
chases to get a very nice souve- 
nir of our trip.” 

The subcommittee has before it 
two measures introduced at the 
past session of the California leg- 
islature that would prohibit not 


only trading stamps but all other 
forms of giveaway promotions in- 
tended to encourage purchasing. 


s Chief spokesman for the anti- 
stamp group was Morgan Keaton, 
president of the Farmers & Mer- 
chants Council, an organization 
created to fight trading stamps. 

He and the witnesses his group 
presented argued that trading 
stamps are a “parasitic attach- 
ment to the state’s economy and 
merely add to the cost of doing 
business without performing any 
useful purpose.” 

Mr. Keaton presented figures 
which, he said, showed that trad- 
ing stamps increase the cost of 
doing business in California by 
some $178,000,000 a year. # 


Sindlinger Reports 
on TV Set Ownership 

A total of 40,871,000 or 81.6% of 
households in the U.S. now have 
television, according to Sindlinger 
& Co., Ridley Park, Pa., market 
analyst. The figures are as of the 
week ending Oct. 26 and show an 


Armour 


Names Week in 1958. Shown here 
Frank Armour Jr., exec vp, H. J 


chairman of the board, H. B. 


Abt 


Humphrey 
PROMOTERS—At a meeting of the Brand Names Foundation in Boston, 
members of the board presented plans for the celebration of Brand 


are Henry E. Abt, president, BNF; 
. Heinz Co.; William E. Baker Jr., 


chairman of the board, Benton & Bowles, and Richard S. Humphrey, 


Humphrey, Alley & Richards. 


increase over Sindlinger’s April 
figure of 39,008,000 homes with tv. 
The total number of tv sets in 


working order was 44,901,000 in 
October, compared to Sindlinger’s 
April figure of 42,883,000. 
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ABC, Too, May Be 
Forced to Enter 
Pay TV, Says Treyz 


MINNEAPOLIS, Nov. 12—Ameri- 
can Broadcasting Co. may be 
forced to get into “box office” tv 
entertainment “to stay alive as a 
business” if pay tv takes over. 
This warning came last week 
from Oliver Treyz, vp in charge of 
ABC Television, in a speech be- 
fore the Minneapolis Advertising 
Club. 


s Similar warnings already have 
been put on record by the heads 
of CBS and NBC, who said they 
would have no choice but to com- 
pete if subscription television 
should become established. 

Mr. Treyz predicted that toll tv, 
if permitted to operate even ex- 
perimentally, will kill network 
television as it now exists. 

“For example, on ‘Maverick’— 
which is considered by many to 
be the real surprise hit of the 
1957-58 season, we committed ap- 
proximately $3,000,000 for this 
year’s originals and repeats to 
bring the new program, as a view- 
ing opportunity, to the big bulk of 
40,000,000 homes,” he said. “There 
is no question that we wouldn’t 
have had the same opportunity to 
buy this program at those figures 
—high as they may be—in com- 
petition with a pay tv entrepren- 
eur who had signed up even a 
minimum of 5% of the people.” 


RCA Ads Feature Homes 
With Built-in Color TV 


RCA Victor will use a four-color 
spread in November Town & Coun- 
try, plus tv time, to feature its col- 
or television receivers being in- 
stalled as standard equipment in 
a group of homes in south Florida. 
Homes in the Palm Club devel- 
opment, Pompano Beach, Fila., 
have the sets, plus other RCA ap- 
pliances, installed without addi- 
tional cost. The homes sell for 
$25,000 to $45,000. Kenyon & Eck- 
hardt is RCA Victor’s agency. 


Canadian Canners Appoints 

Canadian Canners Ltd., Hamil- 
ton, Ont., has appointed George S. 
Duncan director of sales and mer- 
chandising. He was formerly gen- 
eral manager of Canadian Can- 
ners (Western) Ltd., Vancouver, 
B.C. 


BOCA RATON 
is your favorite 
country club 


your favorite 
golf course 


restaurant 


your favorite 
fishing grounds 


793 


—all rolled into one ! 


WO 


HOTEL AND CLUB 
BOCA RATON, FLORIDA 
Stuart L. Moore, President 
Robert B. Leggett, Manoger 
Brochure on reques! 


your favorite 
spot to play 
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Ptanstiehl to ‘Washington Star’ 

Cody Pfanstiehl, Washington 
radio-ty promotion and public re- 
lations man, has joined the pro- 
motion department of the Wash- 
ington Star. Since last year he has 
been public relations director of 
United Givers Fund. Previously he 


was assistant to the president of 
WTOP Inc. 


ie : 7 oven — PULSE — NiEi Se, 


NUMBER ONE RADIO BUY 


SAN FRANCISCO 


KOBY 


Hicks to Potts-Woodbury 

George E. Hicks, formerly with 
Selder-Jones-Covington, has been 
named an account executive of 
Potts-Woodbury, Kansas City. 


See Petry 


Seo Ferjee 


Overtyga de INFLYTESRIKA lasarna av 
POST— och de kommer att fora det vidare! 


EVEN IN SWEDISH IT’S: “Sell the POST fl INFLUENTIALS —they tell the others!” 


Advertising Age, November 18, 1957 


Canadian Packaging 
Group Honors Romani 

The Packaging Assn. of Canada 
awarded its gold medal for out- 
standing contribution to the indus- 
try to Herbert S. Romani, founder 
of the Canadian National Packag- 
ing Exposition, at the opening of 
the annual exposition in Toronto 
last week. 

The show emphasized the grow- 
ing use of plastics, which now 
accounts for about 20% of the 
$800,000,000 packaging industry in 
Canada. 


Archer-Daniels Wins Award 

Archer-D a niels-Midland Co., 
Minneapolis, and its president, 
Thomas L. Daniels, have been 
named winners of the 1957 Hecke] 
award, sponsored by Paint Indus- 
try, for outstanding merchandis- 
ing service to the paint industry— 
the first time a raw materials sup- 
plier has received the award. 


MICHIGAN MARKETS 
offer tremendous opportunities 


1956 RETAIL SALES* 


Detroit. .......+$4,797,972,000 


Yes! Metropolitan Flint is a good place to sell. It 


Flint.....cee.. 337,645,000 is listed in the First 50 Metropolitan Markets of 
Grand Rapids... 452,648,000 the Nation and again placed 2nd ( largest outside 
Lansing........ 306,784,000 of Detroit) among Michigan’s outstanding markets. 
Saginaw ; 216,296,000 Flint is also an economical market to advertise your 
piibieinen 195,122,000 wares when you advertise in the Flint Journal. 
Ann Arbor..... 192,026,000 COMPLETE COVERAGE AT ONE LOW COST 
Muskegon...... 168,717,000 

Battle Creek.... 157,088,000 Th Fli t J ] 
Jackson........ 145,493,000 e inl Oournha 
Bay City....... 116,553,000 FLINT’'S ONLY DAILY NEWSPAPER 


*SRDS MARKET ESTIMATES FOR 1956 


90.3% coverage of the Metropolitan Flint Market of 97,560 Households 


" | 

a BOOTH 
fue THE GAY CITY TUMES «©THE ANN ARBOR NEWS 

THE SAGINAW EWS — JACKSON CITIZEN PATRIOT. 


THE FLINT JOURNAL 


THE GRAND RAPIDS PRESS 
KALAMAZOO GAZETTE na eoscieeg ORONCLE 
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Maker of Slinky 
Puts Scripture in 
Toy Ads, Packages 


Paou, Pa., Nov. 12—James In- 
dustries, maker of Slinky toys, 
ran its first ad in Life last week— 
an ad notable for a combination 
push for toys and the Bible. 

The upper left-hand corner of 
the four-color page, placed by 
Lewis & Gilman, Philadelphia, 
contains the text: “ ‘For what shall 
it profit a man, if he gain the 


whole world, and suffer the loss of 
his soul.’ Mark 8:36. (Search the 
Scriptures) .” 

Richard T. James, 39-year-old 
president of James Industries, a 
former naval architect and mar- 
ine engineer, said that paid space 
offered him an opportunity to 
“spread the gospel.” 

A Presbyterian, he said a “good 
many” of his company’s business 
paper insertions have _ carried 
scriptural texts, but that the Life 
ad represented the first such ven- 
ture in consumer magazines. In 
the past, Mr. James has run stor- 
ies from the Bible in his Christmas 
advertising in toy and novelty 
publications. 

In the past six months, he said, 
he has distributed “somewhere 
between 500,000 and 1,000,000 
copies of the Ten Command- 
ments.” These, he added, were in- 
serted in packages of Slinky toys. 
“Several million” copies of the 
commandments went to children 
via the toy package route in 1956. 


s “I want to encourage kids of 
all faiths to investigate the scrip- 
tures,” explained Mr. James. “The 
nation’s future is hinged to the 
Bible.” 

Mr. James, who said he “physi- 
cally assists in distributing copies 
of the Bible to high schools, hos- 
pitals, prisons and hotels,” is a 
Gideon. He said he will continue 
including scriptural messages in 
future consumer book advertis- 
ing. 

He has received “several hun- 
dred letters’ since he started dis- 
tributing texts of the command- 
ments and using the scriptures in 
ads. “Only 10% were opposed,” he 
said, “but about 10% of the U. S. 
population is anti all religion.” + 


FCC Reapproves Purchase 
of WGMS by RKO 


The Federal Communications 
Commission has renewed its de- 
cision authorizing RKO Teleradio 
Pictures to go ahead with the pur- 
chase of WGMS and WGMS-FM, 
Washington. Purchase of the sta- 
tion was approved in July, 
1956, but the property reverted to 
the original owners as a result of 
a federal court order on the basis 
of a lawsuit by a minority stock- 
holder of the station. 

With the withdrawal] of the 
stockholder protest recently, FCC 
| acted to terminate hearings and 
| reinstate the July, 1956 decision. 
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The Chicago American sets a new record! Now 48.8% 
of daily city and suburban circulation is home-delivered! 


Latest figures* show The American reaching a record-high in corrier- 
delivered circulation. Now 231,959 copies of The American are delivered 
to homes in Chicago and suburbs every evening. This is 48.8% of The 
American's city and suburban circulation, the highest home delivery in both 
numbers and percentage in our history. (Total daily net paid is 519,119.) 


The Chicago American is an evening paper, and evening papers go home, 
where they are read by the entire family. But the backbone of any news- 
paper is its carrier home-delivery, because only home-delivery guarantees 
you consistent, day after day penetration into the home. 


Today, The American has nearly half of its total city and suburban circula- 
tion carrier-delivered. There can be no more positive proof of a newspaper's 
place in the hearts and minds of its readers than that they buy it daily, 
sight unseen. 
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BEAR HUG—Bear Brand Hosiery Co. 

is furnishing this counter display 

to dealers to support its new ho- 
siery campaign. 


Bear Brand Ads 
Tell of Stockings 
With ‘Bear Hug Fit’ 


Cuicaco, Nov. 12—Aiming for a 
share of the women’s fashion mar- 
ket, Bear Brand Hosiery Co. has 
introduced its Enchantress stretch 
top seamless nylon hosiery, which 
the company says “assure a bear 
hug fit and cling to the upper leg 
without binding.” 

The company’s research depart- 
ment several years ago reported 
that some women—those “pleas- 
ingly plump,” with slightly heavy 
thighs—found seamless stockings, 
much in fashion, too binding at the 
top for complete comfort. 

The researchers went to work 
and after three years, Bear Brand 
says, have come up with a method 
of crimping nylon yarn like a 
“permanent wave” for the top welt 
of the stocking. 

In addition to giving a snug but 
comfortable fit for every leg size 
and shape because of the yarn’s 
resilient quality, the company says, 
the crimp yarn results in a streak- 
less hose with a “luxurious dull 
finish.” 


® To launch its new high fashion 
line, ads will break in December in 
Mademoiselle and Charm, backed 
up with space in Life and The 
Saturday Evening Post on - its 
standard hosiery lines and in Es- 
quire for its men’s dress socks. 
Copy theme for the new line is 
“Fashion hosiery so perfect in fit, 
they look no more than a tinted 
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shadow—bare and beautiful.” 

This emphasis upon fashion in 
national advertising “marks a 
startling departure for the Bear 
Brand Hosiery Co.,” John W. 
Lynch, Bear Brand advertising and 
sales promotion manager, told Ap- 
VERTISING AGE. Heretofore the com- 
pany stressed largely the “quality” 
theme in its promotion. 

To supplement the magazine ad- 
vertising, Bear Brand is offering 
dealers a merchandising package 
which includes a counter display 
piece, banners, newspaper mats 
and stuffers. A greatly expanded 
public relations program featuring 


luncheons and presentations for 
fashion writers and department 
store buyers also is being planned. 

George H. Hartman Co. is the 
Bear Brand agency. # 


Low on Vitamin C? Drink 
Some Fortified Soda Pop 

Now you can drink your Vitamin 
C right along with your soda pop. 
That’s the sales appeal that Chas. 
|Pfizer & Co., Brooklyn, is recom- 
|mending to bottlers of carbonated 
| beverages. At an exhibit at the re- 
|cent American Bottlers of Carbon- 
lated Beverages Show, Washington, 
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|Pfizer displayed a complete Vita- 


|vitamin content with their prod- 


min C promotion kit, designed to ucts have been able to exploit this 


Suggest to bottlers how they can 
promote this merchandising con- 
cept. 

Pfizer maintains that if soft 
drinks are vitamin-fortified and if 
the vitamin-fortified story is told 
effectively, it should prove an “in- 
| valuable aid” in boosting the soft 
drink sales curve. “In other fields,” 
according to J. D. Langlois, man- 
ager of the food and beverage de- 
partment of Pfizer’s chemical sales 
division, ‘“‘we have seen that the 
processors who have been the first 
to offer the public a guaranteed 


|profitably in their advertising, in- 
|formational brochures and educa- 
| tional media.” 

Tilds & Cantz Adds One 

| Master-Bilt Fence Co., Los An- 
| geles, chain link fence manufactur- 
er, has named Tilds & Cantz, Los 
Angeles, to handle its advertising, 
|most of which is in local radio in 
Los Angeles. The agency, mean- 
while, has appointed Monroe Gret- 
ske to its account executive staff. 
Mr. Gretske was formerly with the 
Eisaman-Johns agency. 


All good selling is a lbeeaseooer 
specialized 

... and nothing 
specializes 

like the 


business press 


We'll pay fora Heinz Hot Plate Lunch 
for 6 of your customers 


Heinz Guarantees: 
This port ' 


hot-food kitchen pays 


for itself in $0 days 
or your money back! 
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TWELVE LOW COST IDEAS TO INCREASE 
APPETITE APPEAL WITH HEINZ PICKLES 
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CROSSE & 


BLACKWELL 
tomato products 


NEWCOMERS—A newcomer to outdoor advertising this year is D. L. 
Clark division of Beatrice Foods Co. Also entering outdoor for the 


first time this year, Crosse & Blackwell Co. is using off-beat cartoon- 
style posters. 


How Heinz uses 
— businesspapers to sparkplug 
monthly promotions 


OBJECTIVES: The Heinz Hotel & Restaurant Division sells to the 
mass feeding industry through several types of food distributors. 
Its 300 special Hotel & Restaurant salesmen call regularly on tens of 
thousands of eating places in support of these distributors and leave 
many tens of thousands more to be sold by the wholesalers themselves. 


Heinz, therefore, must depend heavily on advertising designed to 
sell the way successful Heinz Salesmen do—by offering benefits and 
proving them with actual samples of food—in a campaign whose 
primary purpose is to find good, qualified prospects. 


Each ad pushes a different product each month—providing: A 
sparkplug for the monthly Heinz selling drive ...a down-to-earth 
selling piece for salesmen to talk from . . . and a continuous reminder 
to the mass feeding industry of the vigor, dependability and quality 
of the Heinz operation. 


Mr. B. D. GRAHAM 
Vice President, Marketing 
H. J. Heinz Company 


SCHEDULE: Four color spreads in 14 merchandising, institutional 
and professional publications. 


RESULTS: 1. Although H. J. Heinz will not release exact figures as 
a matter of policy, the campaign pulled several times more inquiries 
than any previous trade campaign in the company’s history. 

2. All coupons were answered by personal calls from 
Heinz salesmen. It paid off handsomely in the percentage of con- 
versions to new business. 


3. 5 Heinz monthly selling drives broke all previous 
records for the product featured in the ad that month. 


4. Heinz salesmen were still using the first ad in the 
campaign as a selling piece—eight months after it had run. 


AGENCY: Ketchum, MacLeod & Grove, Inc. 


_ THE ASSOCIATED BUSINESS PUBLICATIONS 
ae ABD) 


bers of the Associated Business i “ 
Publications ... leading busi- 


ae “FAST FACTS...” 1957 edition of this popular vest pocket 
: compendium of businesspaper information is off the press 
and available upon request to ABP—or to any ABP publication. 


4 j to- -mi * nesspapers, working together to By Y 
Fast reading. Up-to-the minute. Factual. Answers your ques give their readers—and their ad- ] ° 
tions about ad volume, circulation, advertising results. vertisers—more for their money! © Nee 

Cura” 


205 East 42nd St., New York 17, N. Y. © 201 North Wells St., Chicago 6, Ill. « 925 15th St., N. W., Washington 5, D. C. 


Faberge Wins Lawsuit 

Justice Felix C. Benevenga, of 
the New York Supreme Court, has 
handed down a decision prohibit- 
ing Countess Maritza Cosmetic 
Co., New York, from simulating a 
cylindrical cologne bottle design 
used by Faberge Inc., New York, 
and from using the Faberge trade- 
mark “Quartette.” Countess Marit- 
za is ordered to deliver up to 
Faberge for destruction all such 
containers and printed material, 
including labels and advertise- 
ments. 


‘Family Weekly’ Names Hussey 

Family Weekly, Sunday newspa- 
per section, has appointed William 
V. Hussey assistant eastern adver- 
tising manager. On the staff of the 
publication three years, he former- 
ly was with the New York Times. 


Is Research 
Killing 
Copywriters? 


YES NO [) 
Do big agencies create bet- 
ter ads? 

YES () NO [| 
1s Madison Avenue the real 
home of advertising? 

YES [ NO [] 
Are ad, women truly wel- 
come in most agencies? 

YES NO [) 
Are admen touchy about 
their “uniform”? 

YES [) NO [) 
Do most agencies still fire 


by the dozens when clients 
fire them? 


ves (] NO [] 
You'll find answers (right or 
wrong ) to all these questions 
—and more—in December 
The 
piece is called The Minstrels 
of Madison 
don’t let that throw you! 


Holiday Magazine! 


Avenue—but 


Here, for almost the first 
time, is an article that treats 
advertising as a business, ad- 
men as human beings, (It’s 
about real agencies, real peo- 
ple, real ads, too!) Keep up 
the 


your copy of December Hol- 


with consumers—-get 


iday Magazine today! 


Now on sale! 


& CURTIGC MAGAZINE 
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% BOARDMASTER Visual Control 
Saves You Time, Money. 

*%& Gives Graphic Picture of Your 
Operations. Stops mixups. 

%& Simple to Operate. Write on 
Cards, Snaps in Grooves. 

%& Idec! for Sales, Production, 
Inventory, Scheduling, Etc. 


Full price $49-50 with cards 


—$——_———— 
| $< 


Write or Call Wisconsin 17-8444 


GRAPHIC SYSTEMS, SS West 42nd St., New York 36, N. Y. 


%& Made of Metal. Compact and} | 
attractive. Over 200,000 in Use. || 


24-page illustrated 
BOOKLET No. ¥-100 
Without Obligation 


‘Mail Ads Aren't 
Tnundating Docs, 
Admen Are Told 


(Continued from Page 2) 

| tion process. 

| Mr. Rooney pointed out that 20 
| years ago the ethical pharmaceu- 
| tical industry had total sales of 
$200,000,000; at that time, there 
|were 145,200 physicians in the 
| country. Today, he noted, the in- 
| dustry spends $200,000,000 annu- 
j}ally on promotion, while sales 
| have risen to $1.25 billion; in the 


cians has only risen to 186,600. 

“Our total physician count from | 
1937-38 to 1956-57 has increased | 
by only 22%, despite the fact that | 
pharmaceutical sales have in-| 


creased 600%,” Mr. Rooney said. | 
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| on the efficacy of direct mail. 

Mr. Jones cited research find- 
ings that indicated a 40% reader- 
ship of mail advertising. He said 
the medical journals would like 
to be able to claim as much for 


Another speaker, Philip E. Jones, | their ads. “They’d be thrilled to 


sales manager of S. F. Durst & | 
Co., vigorously denied that the | 
doctor is getting too much reading | 
matter. Mr. Jones said he did not} 
find it unreasonable “for an ed- 
ucated man” to get 16 pieces of 
mail a day. 

As for the suggestion that doc- 
tors throw away much of their 
mail unopened, Mr. Jones said this 
is “pure unadulterated hogwash.” 


| # Both Mr. Jones and Mr. Rooney 


laced into the medical journals and 


same time, the number of physi-' publications for casting aspersions 


IN INLAND CALIFORNIA (AND WESTERN Nevapa) 


This group of mountain-ringed radio 
stations, purchased as a unit, delivers 
more radio homes than any combina- 
tion of competitive stations ... at 
by far the lowest cost per thousand. 
(Nielsen & SR&D) 

They serve this amazingly rich in- 
land market which contains 5 of the 
top 9 counties in farm income in the 
entire United States — and has an 
effective buying income of more than 
$4.6 billion dollars. (Sales Manage- 
ment’s 1957 Copyrighted Survey) 


Sacramento, California 


National Representative 


Paul H. Raymer Co., 


jsame type of 
| Saturday Evening Post and Life 
| provide their advertisers. 


death by 25%,” he added. 

Mr. Rooney charged that med- 
ical journals are conducting an 
“insidious” campaign against di- 
rect mail. 

“After years of competing among 
themselves for a greater share of 
medical journal appropriation,” he 
said, “they have abruptly taken a 
new tack. Now, in a concentrated 
effort, they are uniting to show, 
through their studies, that jour- 
nal readership of editorial content 
is greater than direct mail read- 
ership. They present their volum- 
inous studies in complex and in- 
triguing fashion, and their studies 
are impressive. 


s “To the uninitiated, they would 
be most convincing. The question 
they have never resolved, how- 
ever, is the degree of readership 
of the ads versus the editorial con- 
tent. These are always lumped to- 
gether as ‘their book’.” 

Mr. Rooney made the ironical 
point that when medical publica- 
tions want to impress the physi- 
cian or solicit subscriptions or 
reach media buyers, “they use di- 


| rect mail. They don’t advertise in 


other journals or in advertising 
trade journals alone—they want 


| to be sure, so they use mail.” 


Mr. Rooney suggested that one 
way pharmaceutical admen could 
cope with “the journal techniques 
of sniping at direct mail” might be 


“to turn our backs on their read- 


ership studies and ask for more 
information.” He asked why the 
medical books don’t supply “the 
information The 


= “We want to know the doctor 
who reads their journals better. 
We want them to give us an in- 
timate picture of that doctor. We 
want to know what time he gets 
up, where he eats, and what he 
eats; where his professional day 
starts, and where it ends. How 


| many patients does he see on Mon- 


day afternoon and how many on 
Saturday morning? What does he 
like about our journal ads and 
what does he dislike about the ed- 
itorial content? Does he play golf, 
have a dictating machine? Do 
woodworking? Or own a sports 
car? 

“If the journals would give us 
more of the type of information 
/'we need—and journals in other 
fields do supply this detailed ac- 
count of their readers—then we 
could do a better job with direct 
mail.” 

Mr. Rooney said direct mail is 


being made “the whipping boy 
for the entire pharmaceutical in- 
| dustry.” He urged the industry to 
|combat these attacks by sponsor- 
|ing research to show the efficacy 
of the medium. 
| “Let us do something besides 
rationalize and theorize,” he said. 
“We know direct mail produces. 
| We know it pays off—now let’s 
| prove it for all to see.” 
|@ One of the surprise features of 
| the DMAA meeting was the de- 
livery of a copyrighted address by 
|Dr. Arthur M. Sackler, board 
chairman of William Douglas Mc- 
Adams Inc., the largest ad agency 
in the ethical drug field. 
Dr. Sackler copyrighted the talk 
—a rare practice—to prevent it 
from being reported. The tape re- 
_ corder at the meeting was turned 
| off while he was speaking. In his 
| address, Dr. Sackler likened direct 
mail to sex. He told ADVERTISING 
Ace that he copyrighted the talk 
“because I wouldn’t iike to have it 
staring up at me in print later on.” 
Mr. Contant, taking his cue from 
Dr. Sackler, summed up by saying, 
“Direct mail, like sex, is here to 
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the new active leisure. 


. .. has created a happy new opportunity for advertisers today. And the place to 


A CURTIS MAGAZINE 


HOLIDAY 
HM IDAY 


u ! Holiday excites and inspires these enthusiastic people to make the most 


reach the leaders of this high-spirited, well-heeled age is in Holiday. 


Read by 875,000 families with incomes nearly triple the national average, 


of today’s new pleasures, products and pursuits. If your product gives people 
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_ HOLIDAY readers are the leaders of the new active leisure! 


more leisure or pleasure, it belongs in Holiday. 
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Worcester, Nov. 12—The Wor- 
cester Sunday Telegram publishes 
its first gravure supplement this 
Sunday, with a 40-page section 
celebrating the dedication early 
next week of the new multi-mil- 
lion dollar headquarters here of 


the State Mutual Life Assurance 


UNDERESTIMATE Co. of America. 


Planned originally for 24 pages, 
the supplement grew to its pres- 
ent size because of the demand 
for participation by suppliers, 
contractors and Worcester insur- 
ance and financial organizations. 


the SWEET 
VERMONT 
MARKET! 


PURCHASING POWER: Art Gravure Corp., New York, did 
OVER $500 MILLION the printing. 
ONE ORDER—ONE BILL! The section grew out of a pro- 


Boston 16, Mass. ecutives, who saw in the new 


VERMONT ALLIED DAILIES building—the largest office struc- 


ture in central New England—a 
Re ee i EM | subject of local and national inter- 


rattleboro we Teor es aire jest and an especially fine vehicle 
* St. Johnsbury Caledonian-Record 


for its first venture into rotogra- 


will produce food for 
36% more people 
by 1975! 


Poultry Iridunt. 


for 


The Leading Mogezine 


Population experts 
predict that for every 
@ 100 hungry stomachs in 1955, there 
will be 134 to 138 by 1975. Yet, they 
predict the number of farm workers will 
drop 25 to 40% during the same period. 

The USDA estimates that the produc- 

; tion of chickens and broilers must expand 
50%, turkeys 30%, and egg production 
45% by 1975. 

Such data dramatizes the bright future 
for farm market advertisers who will 
supply the goods and services to make 
this increased production need a reality. 

Obviously, the production job is a job 
for specialists. So is the advertising task. 

Specialized Poultry Tribune is the 
leading magazine for poultry farming .. . 
it is specialized and selective, reaching ' 

% the specialized poultry producer. Now, : 
with only 1,289,877 farms receiving over 
$5,000 annual gross income, resultful 
advertising must be selective . . . must 

— reach the specialized producer. This can 

be accomplished economically in low- 

cost, low-waste, specialized magazines 

such as Poultry Tribune. 


FREE! FARMING 
b>, IS A BUSINESS 


A concise, factual summary of WATT 

farm market statistics . . . a 

valuable addition to your media PUB Ll SH ING C0 : 
files . . . an analysis of cost Sendetene Selling 

and waste in farm market ~~ oe 
advertising. Pole Alte, Calif Cullman, Ale 


Advertising Age, November 18, 1957 


a * s 7 
40-Page Section on Insurer's New Building | ARB Network TV Ratings 
74 
Marks Bow of ‘Telegram’s’ Gravure Week of Oct. 8-14, 1957 
vure pig bag net baw — Copyright by American Research Bureau 
ment is the largest single adver- 55% 
tising effort ever undertaken by PROGRAM, POPULARITY ; 
the 113-year-old insurance com-| Rank Program Rating* § 4 
pany. State Mutual insures more } 
than 500,000 policyholders, in an : a oom . Myers, — I else atates tence opecpreccessiing 40.3 
amount of some $2,500,000,000, erry Some (Severe: sponsors, NSC) 
making it the nation’s 24th largest 3 $64,000 Question TON, GIRID  cehcesemenescisscscstscorcsvedensccercqnsassdnsecenadeeawewerece 
life insurance company. a ‘ve Got A Secret (R. J. Reynolds,CBS) . 4 
5 Ernie Ford Show (Ford Motor Co., NBC) .....ccccccscscesssseeesssnseneeenseenneeranennes 35.5 
= The Telegram, which is plan- 6 You Bet Your Life (DeSoto, Tomi, NBC) .........cccccccccccssscssseessennnenenneneennnennennee 34.7 
ning additional roto sections, will 7 Twenty-One (Pharmaceuticals Imc., NBC) ............cvcsssesnseresnsnsenssnsnensenarensnennns 34.6 
bring out its second section on| ® Red Skelton (Pet Milk, S. C. Johnson, CBS) ...............ccsesssssssnmeeseeensnnnnseesenney 33.0 
Nov. 24, with a 12-page supple- 9 What's My Line? (Sperry-Rand, Helene Curtis, CBS) ..........cccccssersenneeenenee 32.6 
ment on the 80th anniversary of 10 This Is Your Life (Procter & Gamble, NBC) ............::scrssesensrerscrnennenennnnen 32.4 ‘ 
the Worcester Federal Savings & 
Loan Assn. # SPECIAL ATTRACTIONS 
Ree a eo... scseonsecescncepancusnebesoiababiionn 
Necchi-Elna Sets Push Phmmcnts GET, PORE) snsnescccssissepsstohicsicessiccsneorcccee . 
in Sunday Supplements 75th Anniversary (Standard Oil, 
For the second consecutive year, RPCUED. TRROUEN GRIN, DUIIEED  pamnenspssercnciciscoehavangsnonininoetorecconccvessensosoenssbiinnsncben 
Necchi-Elna Sewing Machine 
Corp., New York, is placing its Se, Ves MACS 
Christmas campaign in Sunday | Rank Program 
supplements and rotogravure sec- 1 Perry Como (Several sponsors, NBC) oo... 
tions. This years campaign will 2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) 
run in The American Weekly, The! 3 ve Got A Secret (R. J. Reynolds, CBS) o..ccccccesoo..- 
1 lie ta pba: gaan ee Oey EC 
togravure sections in 24 additional | § Yay pet Your Life (DeSoto, Tort, NC)... 
eeean eran heal Erica ag in-| 7 Twenty-One (Pharmaceuticals Inc., NBC) , 
The full-page ads are headlined | &  WYStt Earp (General Mills, Procter & Gamble, ABC) .....ccmnnn 29,700 
“The Resor “agri ny ~ eyo in 9 Danny Thomas (General Foods, CBS) .0........ccccccsssscssssscesseeerneeeeneseeeeerenes 29,490 
Pica Aacengenin thn nal pone ae pa 10 ——- Red Skelton (Pet Milk, S. C. Johmson, CBS)......cccccccvueesssessnnneesseseneeee 28,690 
wanted Christmas gifts.’”’ Pictured ; 
are a Necchi and an Elna machine <pnamemtaeae ti i 
against a red linen background es ee eB iis. cinisicennsettinninbiiacinbdiatinienintniiaideadiing 
which is embroidered in holiday Pinocchio (Rexall, NBC) 
decoration motifs. Grey Advertis- 75th Anniversary (Standard Oil, NBC) 
ing Agency, New York, is the ON ire Li sass sotssocninsdbniatbbatecsoncenqnecsonce 
agency. * Percentage of homes reached in markets where show appeared. a. 
** Total number of persons viewing program. 
TNT Tele-Sessions Names 4 
TNT Tele-Sessions, New York, 
which provides a closed-circuit tv 


service for business, has promoted 
|four men to regional managers. 
| They are John B. O’Connor, east- 
ern division, with offices in New 
York; Gordon N. Morford, western 
division, with offices in Chicago; 
Fred V. Davis, central division, 
with offices in Detroit, and Doug- 
las George, Pacific coast division, 
with offices in Los Angeles. 


Zelier Elected President 

The board of directors of Guen- 
ther-Bradford & Co., Chicago, has 
elected Charles J. Zeller, the agen- 
cy’s exec vp, president of the agen- 
cy. He has been with the agency 
for 12 years. The agency’s former 
|president, Sebert Peterson, died a 
| year ago. 


. . advertises consistently in 
House & Garden to reach the more- 
than-half million HOME COUNTRY 
tastemakers who regard H&G as 
THE DECIDING FACTOR in the buying 
of quality products. 


House & Garden 


A CONDE NAST PUBLICATION, 420 LEXINGTON AVE., N. Y. 17, N.Y. 


McCann Promotes Bob Coen 
Robert Coen, who has been with 
|McCann-Erickson Inc., New York, 
10 years, has been appointed asso- 
ciate research director for media. 


be 
Creek Made Itself Over. Our civic improvement 
plan will cost "$25,000,000 and has caused oth 
to ask “Why can't we do that?” 


Our main street is one of the best lighted in the it 
Our two railroads will use a consolidated routed % 
union depot and 30 crossings will be eliminated. 


The new air terminal, on the second largest aif 
the state, will be dedicated in the spring of 19 


River diversification and stream improvement 

| an end to the flood hazards. The river banks 
| beautified with shrubbery. Our blighted area will 
verted into a 60 acre industrial | districts 


The Area Devel nt Co tion is at work 
| and business officials to build a Ba 
with new industry and expansion present in: 
F. Joseph Buckley, 

ADC Managing Dir 


BATTLE CREEK }m ENQUIRER + AND NEWS 


MICHIGAN Member of Federated Publications 


Cereal Food 


REPRESENTED NATIONALLY BY 
Capital of the World 


SAW YER-FERGUSON-WALKER COMPANY 
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Chicago 


j =a 5 ay Pte & or 88m ’ Philadetphia 


In order for sales to BOOM toward new no substitute for FIRST 3 MARKETS’ solid 62% COVERAGE 
*. records, heavier advertising effort should be of all families in these 3 far-above-average markets. 

concentrated in the 3 outstanding City and In addition, the finest Rotogravure and Colorgravure repro- 

Suburban markets of New York, Chicago and duction in the FIRST Sections of the FIRST Newspapers of 

Philadelphia — areas which account for 18% of all U. S. Retail the FIRST 8 Cities of the United States assures you maximum 


; Sales. Competition for consumer’s attention and share of spend- package and product EYEdentification. 
; able income is an important factor in causing family coverage To make your advertising sell more where more is sold . . . 
< of General Magazines, Syndicated Sunday Supplements, Radio it’s FIRST 3 FIRST! 
| and TV to thin out in these huge metropolitan areas. There is Circulation in excess of 6,000,000. 


: The group with the Sunday Punch 

New York Sunday News Coloroto Magazine 
Chicago Sunday Tribune Magazine 

Philadelphia Sunday Inquirer “‘Today’* Magazine 


Rotogravure « Colorgravure 


New York 17, N. Y., News Building, 220 East 42nd Street, MUrray Hill 7-4894 Chicago 11, Il., Tribune Tower, SU perior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 « Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-3557 
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| Spring Air Maps ‘58 Promotion 

Spring Air Co., Chicago mat- 
tress manufacturer, will use radio 
spots on CBS and Mutual stations 


promote a contest give-away o 
$100,000 worth of Spring Air mat- 
tresses. Contestants can win an $89 
mattress and box spring combina- 
tion by guessing at “the number 
of compressions it took to break 
the Spring Air ‘free end’ coil [in 
|the bed springs] in the identical 
|} compression endurance test with 
the ‘knotted end’ coil used by 
most of the industry.” Gourfain- 
Loeff, Chicago, is the agency. 


Tucson Newspa- 
pers are the only 
newspapers” in 
Arizona offering 


DuPont Publishes Its Story 
| E. 1. du Pont de Nemours & Co. 
|has published a 32-page booklet 


*Newspapers of over 10,000 circulation 
| titled “The Story of Life in a 
Large Corporation.” The booklet 


ts Che Arizona Dailn Star- ee Zen | emphasizes human _ relationships 


Morming & Synday $e us — Evemmmg within the corporation and points 

c* 6a : : ae : up the corporation’s role as a fac- 
tor in the lives of its employes 
and stockholders. 


2 Independent Newspapers Produced in the. 


Stead Navigational aids are essential to the mariner to make a successful voyage. 
“THE BAKERY MARKET. ..an analysis by BAKERS WEEKLY”—just published 
in connection with our Golden Anniversary on November 18 —is essential 


: on cou rse I to the manufacturer to help plan successful sales and promotion campaigns 


to the $4% billion baking industry. 


With the largest engineering, technical and marketing staff of any publi- 
cation in the field, BAKERS WEEKLY has during the past fifty years gained 
an intimate working knowledge of the baking industry. This knowledge, 
together with the facts of the most recent U. S. Census of Manufactures, 
has been incorporated into “THE BAKERY MARKET” to assist suppliers of 
equipment, materials and services. 


Your copy of “THE BAKERY MARKET” is now ready. It will be forwarded 
promptly upon request—and you will find it invaluable in charting your 
course for deeper penetration of this rich market. 


Bakers Weekly | S| 


71 Vanderbilt Avenue—New York 17 * 520 N. Michigan Avenue—Chicago 11 
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Independent Chicago 
Grocers Join, Adopt 


in January and February to| Gold Bell Stamp Plan 


(Continued from Page 3) 
|that about 300 independent food 
|stores already are offering Gold 
| Bell stamps. Gold Bell didn’t plan 
| to push its stamps here until early 
|next year and the 300 accounts it 
already has are “over the tran- 
som” business that give some evi- 
dence that at least a few inde- 
pendents have already been hurt 
by S&H and Top Value. 

Announcement of the adoption 
of the Gold Bell plan came from 
Charles H. Bromann, executive 
secretary of the Independent 
Food Store Council, in which the 
14 independent groups have 
joined to weather the advent of 
stamps. 

Possibly some independent 
stores have already been hurt and 
rushed their own stamps into 
action on an emergency basis, 
| Mr. Bromann said. 
| “But generally speaking,” he 
oe “I think it’s too early . . . that 
buying patterns haven’t yet been 
| seriously changed by trading 
|stamps.” In any event, he went 
jon, the independents feel that 
| they’ll have to get into the stamp 
| business sooner or later, and it 
| might as well be before they suf- 
| fer any real losses to National and 
Kroger. 


® Because the food stores repre- 
sented by the 14 groups in the 
council are basically independent, 
it isn’t certain just how many of 
them will actually give the 
stamps, but Mr. Bromann esti- 
mates that a majority of them 
will. 

George Golden, president of 
Gold Bell, says his company plans 
to open up 10 to 12 redemption 
stores in the metropolitan area 
here soon and that it is already 
negotiating to get Gold Bell 
stamps into other retail categories 
—gas stations, drug stores, hard- 
ware stores and department 
stores. 

S&H, meanwhile, has opened up 
its first redemption center in this 
area, in the Wieboldt store in 
Evanston. All seven area Wieboldt 
department stores, which them- 
selves now gi¥e S&H stamps, will 
serve as rederiiption stores. 

S&H now has about 1,600 retail 
outlets giving its stamps, includ- 
ing the approximately 200 Nation- 
al stores, seven Wieboldt stores 
and over 600 gasoline stations. 


® Evidences are that the three 
stamp companies—Gold Bell, 
S&H and Top Value—will now 
concentrate on selling their par- 
ticular plans rather than the in- 
troductory copy theme of the 
trading stamp principle. 

On the other side of the fence, 
meanwhile, A&P and Jewel Food 
Stores, still opposed to stamps, 
are trying to maintain their mar- 
ket positions with heavy advertis- 
ing and promotional contests 
(AA, Oct. 1). Jewel’s ad copy 
lately has been emphasizing that 
“the important thing to save while 
shopping is money.” + 


Scott Paper Advances Two 

Arthur F. Armstrong has been 
appointed director of industrial 
relations of Scott Paper Co., Ches- 
ter, Pa. Formerly assistant director 
of industrial relations, Mr. Arm- 
strong succeeds A. J. Schroeder II, 
who has been named administra- 
tive vp and a member of the board 
of directors. 


Transcontinental Boosts Smith 
L. Walton Smith has been named 
promotion manager of Transcon- 
tinental Television Corp. Since 
Dec. 1, 1954 he has been director 
of advertising and promotion for 
WROC-TV, Transcontinental sta- 
tion in Rochester, 
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“Like you advertising people say, 'm one of the half million 
who read only one newspaper, the Detroit@Times 


@ “Jim gets home about five-thirty. I like to look at the paper for 
a half hour before he gets here. Peggy, our daughter will be along 
soon. She’s downtown shopping for a new dress. Jim will pout. 
Always does. Says we spend too much for clothes. But he’s proud 
of his women. Likes us to have good things. One of the good things 
we all like, you should know about. 


“We read only one newspaper, the DETROIT TIMES. 


“Know why? One sure thing we like is all the news we read. We 
don’t miss a thing with the TIMES. It’s the only Detroit paper that 
prints news with that important (INS) on it. Jim told me what it 
means. And we wouldn’t think of seeing a show or a movie without 
reading what Harvey Taylor or Walter Stevenson says about it. 

“We both read Bob Considine. He’s one of our favorites of the 
big name writers in the TIMES. And we're all Vera Brown fans. 


Detrot 


Vera Brown writes OUR TIMES, a sort of big city, local goings-on 
column. 


“Me, I like to read the women’s pages in the TIMES and the 
stories about our own social affairs written by Jean Whitehead and 
Vera Nolan and Frances Givens. Peggy's favorite is the Friday 
TEEN PAGE. Frances D’Honte writes it. 

“We like the whole paper. The TIMES writes about things just 
the way we think. 

“If you want to reach families like mine in Detroit (we read the 
advertising, too) remember, you can reach us through no other 
newspaper but the DETROIT TIMES.” 

One million families live in the Detroit retail trading area and their 
retail purchases amount to fwe billion dollars annually. 


By advertising in the DETROIT TIMES you reach about half the 
families in the Detroit Trading Area, the heart of the Michigan market. 
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CORRECTION 


Due to a misunderstanding during a 
telephoned correction of ovr adver- 
tisement, “mink-lined igloos of Muck- 
aluk"’", a typographical error was 
made. The word Québecois was in- 
correctly spelled with the acute accent 
on the second “‘e"’. As we know bet- 
ter, this error stood out like a neon 
spectacular on Park Avenue when 
we read our copy of the November 
4th issue of Advertising Age. Paul- 
Phelan Advertising Limited, Toronto 
and Montreal. 


(CBS-TV Spot Sales Names 4 
CBS Television Spot Sales, New 
| York, has shifted three and added 
|one to its sales staff. Ray Beindorf, 
| Chicago office account executive, 
| moves to the New York office. Ro- 
| bert H. Perez, account executive in 
|San Francisco, moves to the Chi- 
| cago office. Frank Beazley, an ac- 
|count executive at KNXT, the 
|CBS owned station in Los Angeles, 
will move to the San Francisco of- 
| fice. Walter Moore, formerly a 
|salesman for WAGA-TV, Atlanta, 
| has been appointed to the Atlanta 
office of CBS-TV Spot Sales. 


Brother Sets New Drive 


launched a new campaign to in- 
troduce its Super Select-O-Mat- 
ic sewing machine, a Japanese 
import selling for $299.50. The 
drive began with a two-color half- 
page in the November McCall’s 
—the press run was stopped at 
1,260,000 to substitute a Select- 
O-Matic plate for an old ad pro- 
moting the entire Brother line— 
and will continue with insertions 
in Good Housekeeping, Life and 
Parents’ Magazine. Seklemian & 


North is Brother’s agency. 


WILD PITCH... 


ONE 


OF A SERIES OF RECURRENT NIGHTMARES AT 
GUILD, BASCOM, AND “BONFIGL| —- ADVERTISING AGENCY 
SAN FRANCISCO, LOS ANGELES , NEW YORK, SEATTLE 


ENTLEMAN 
AZoM BORDENS 
To see you.-- 


GuitD 

pase 
& - 

BOnFIGL! 


WE NEED AN 
AGENCY WHO CAN 
REALLY SELL 
OUR PRODUCT- 


SOMEONE 


CHARLIE BORDEN’S QUICK FROZEN 
SEAWEED ON THE MAP 7 


¢ PONT WITH-PRIDE DEP’. ) 


GUILD, BASCOM, and BONF/GLI INC. 
HAS JUST OPENED /TS THIRD 
BRANCH OFFICE - 
SEATTLE » WASHINGTON ... ALL 

THE BETTER TO SERVE PRODUCTS 
SUCH AS SKIPPY PEANUT BUTTER, 
BEST FOODS NUCOA , RALSTON 
WHEAT CHEX AND RICE CHEX, 
Rey ine os Pau are 

Y AND ID‘ IT-OF-THE-MONTH, MOTHERS COOKE 

PA Me JOHN'S HAM AND BACON, MARY ELLENS JAMS ano eis, 
MAX FACTOR'S SOF-SET, BREASTO!CHICKEN TUNA % HEIDELBERG BEER 


THIS ONE IN 


Brother International Corp. has 
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Advertising Age, November 18, 1957 
‘Nielsen Network TV 
Two Weeks Ending Oct. 5, 1957 
Copyright by A. C. Nielsen Co. 
Nielsen Total Audience“ 
TOTAL HOMES REACHED 
Homes 
Program (000) 
World Series—Saturday (Gillette, NBC) . 22,166 
DuPont Show of the Month (CBS) ............00.0000... 17,798 
Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) .......... 16,356 
World Series—Wed. & Thurs. (Gillette, NBC) ...... : 15,862 
Ed Sullivan Show (Mercury, Kodak, CBS) ........ 15,615 
Steve Allen Show (Several sponsors, NBC) 2.0.0.0. eceeteees 14,420 
Perry Como Show (Several sponsors, NBC) ............. 14,379 
en oss cesscvngsbiiienbilindsscrecantiolapabii 14,255 
‘ve Got A Secret (R. J. Reynolds, CBS) 14,049 
GE Theater (General Electric, CBS) ...... .... 13,967 
PROGRAM POPULARITY* 
Homes 
Program (%) 
World Series—Saturday (Gillette, NBC) ......... 546 
DuPont Show of the Month (CBS) ..........ccccceccccces. 45.1 
Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) 0.000... 41.1 
World Series—Wed. & Thurs. (Gillette, NBC) ........... 39.0 
Ed Sullivan Show (Mercury, Kodak, CBS) ............... Sh 38.9 
Steve Allen Show (Several sponsors, NBC) ................. Dieta aide dniniicail 36.0 
Perry Como Show (Several sponsors, NBC) .................. OOPS) TT ES 35.9 
Alfred Hitchcock Presents (Bristol-Myers, CBS) .................. tdtvevidalin ve 35.5 
I've Got A Secret (R. J. Reynolds, CBS) ....... ........... ; si 35.1 
Nielsen Average Audience** 
Homes 
Program (000) 
Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ...... 15,656 
World Series—Saturday (Gillette, NBC) ............... 15,120 
Hve Get A Seeret (WR. J. Raymeldls, CBS) ........:0:ceccessscsssesccsssvecesesceses 13,019 
ee Re ious 12,772 
GE Theoter (General Electric, CBS) ............... 12,690 
Twenty-One (Pharmaceuticals Inc., NBC) ......... 12,236 
Alfred Hitchcock Presents (Bristol-Myers, CBS) ...0.....0.6..6...cccccceeeseeserenee 12,195 
Ed Sullivan Show (Mercury, Kodak, CBS) .0.0...00...000... 11,866 
You Bet Your Life (DeSoto, Toni, NBC) .................0..... OR e+ 11,783 
The Lineup (Procter & Gamble, Brown & Williamson, CBS) 0.0... 11,783 
PROGRAM POPULARITY * 
Homes 
Program (%) 
Gunsmoke (Liggett & Myers, Sperry-Rond, CBS) i ocooceecseteeeeeee 39.3 
World Series—Saturday (Gillette, NBC) 0.00.0... ccccccescensceesentennnneeeees 37.2 
Ce ee Oe ey OI, BD. Gee, GID ns. neccce ss cccnnsesscesnncnseteredecasbentnecaionte 32.5 
I IE, MI, I fo nccecsaccossensentvectcacundonseulaeqastiabenisaiinetnae 31.8 
IN ETT seat ca ceeahls tashssnpsendiehdenbapubedcusbobasinisueloeneensalianresertenaniiine 31.6 
Alfred Hitchcock Presents (Bristol-Myers, CBS) 20.0000 ooooccocccccccsceeenneneeee 31.4 
Twenty-One (Pharmaceuticals Imc., NBC) oo... ccc ces ceseeeveneeneeee 30.7 
Ed Sullivan Show (Mercury, Kodak, CBS) ........0......000.0... ‘inebpendeGbiiighiecuneme Ee 
The Lineup (Procter & Gamble, Brown & Williamson, CBS) o...0..cccccee 29.5 
Have Gun, Will Travel (Whitehall, Lever, CBS) .............ccccccccccccccccecessenenenncee 29.4 


* Homes reached by all or any part of program, except for homes viewing only one 
to five minutes. 
** Homes reached during average minute of the program 


each 


| + Percented ratings ore based on tv homes within reach of station facilities and by 


program. 


You Can’t Sell ’Em If You Don’t Reach 'Em 
and WJAR-TV Reaches More Of 'Em 


in The Providence Market “ 


/ 
SUMMARY DATA* / 


WEEKLY 


430,370 / 


*WJAR-TV Area Per 
NCS No. 2, 1956 


Ba 


--" 
--"" 
-—-* 


Massachusetts 


by ra 
WJAR-TV 

CHANNEL 10, PROVIDENCE, R. I. 

Represented by Edward Petry & Company, Inc. 
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IN THE CHESTERFIELD “MEN OF AMERICA” SERIES 


for Liggett & Myers and McCann-Erickson . . . 


FILMWAYS CAPTURES THE BOUNDLESS VITALITY OF AMERICA 


? 


=P 


—— 


idee tke ee 
a 
Zeg y x * 


— is 
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To produce the Men of America Series, Chesterfield’s muscular new television 
commercial films, Filmways moved out across the nation, used the entire United 
States as its stage. Cameras and crews probed into a logging camp in Idaho, 
a dam site in Montana, a cattle ranch in Washington, a wheat field in the 
Northwest, a freighter off Seattle, a Coast Guard cutter in the Pacific, a tobacco 
field in North Carolina . . . focused on active Americans busy at their jobs in 
industry and defense. Brilliantly reportorial in conveying the windswept gran- 
deur, the warm intimacy of the American scene, the Chesterfield Men of Amer- 
we ica Series brings to television advertising new documentary, pictorial, human 

: dimensions whose attention-compelling powers are the talk of the industry. 


‘ea @2 #2 Ga .6 Ff eee | 
‘ 241 West 54th Street, New York 19 
Gaia Two studios in New York City 


Location facilities... the whole world over 
For sample reel write us aot Dept. AA 


' See ... and hear. . . the Chesterfield Men of America 
Series on the Polly Bergen, Eddie Fisher, and George 
Gobel shows over NBC-TV, and the Frank Sinatra Show 
over ABC-TV. 


% 


Washington ranchers enjoying Chesterfields  Filmways crew surveys site at Noxon Dam, Montana 


om UY 


likens and Filmways comore — roll at logging camp Three's company ina North Careline 
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Avery Traces Growth of Spot; Finds 
Medium Isn’t Advertiser-Saturated 


Early Representation 
Chaos Caused, He Says, 
by Engineer-Run Stations 


New York, Nov. 12—Broadcast- 
ing is getting old enough to have 
reminiscences. 

Today Lewis Avery, president of 
Avery-Knodel, led the time buying 
and selling seminar of the Radio 
Television Executives Society 
down Memory Lane, to the ac-| 
companiment of coos of astonish- | 
ment from various younger mem- | 
bers of his audience. 

Of course, what Mr. Avery was 
describing lay in the distant past— 
as long as 30 years ago—and three 
decades in the broadcasting busi- 
ness is a long time. Some bits of 
historical lore: 


e The first commercial broadcast 
was presented in August, 1922, on 
WEAF, New York, by a represen- 
tative of Queensborough Corp., a 
Jackson Heights real estate pro- 
moter, which bought ten minutes 
on the station from American Tel- | 
ephone & Telegraph Co., its owner. 


e In 1924, KHJ, Los Angeles, of- | 
fered the station facilities between | 
8 and 10 p.m. each night to an) 
advertiser in the Los Angeles | 
Times, provided he contributed | 
$150 or more to be paid to the| 
talent. And WHB, Kansas City, 
sold tickets to the “Invisible The- | 
ater” to listeners as a contribution 
to daily radio offerings. 


e Also in 1924, on Feb. 12, Nation- | 
al Carbon Co. sponsored a show | 
which linked WEAF, WCAP, | 
Washington, and WJAR, Provi- 
dence. 


e In 1926, on Nov. 15, the inau- 
gural program of the National 
Broadcasting Co. kicked off from 
the Waldorf, 8 p.m. to midnight. | 
It cost, said the New York Times, | 
$50,000—of which half went to 
performers. Less than a year later 
—Sept. 18, 1927—CBS was inaugu- 
rated. 


e While network and regional net- 
work broadcasting spread, spot 
didn’t develop until the electrical 
transcription appeared in 1929. 
Spot lacked a sales apparatus— 
first came National Radio Adver- 
tising, which prepared, produced 
and placed transcribed programs 
on radio stations, and usually did 
business with two or more sta- 
tions in a market. Hard on NRA’s 
heels came Scott Howe Bowen, 
who began as a broker, later be- 
came a spot specialist. 


e@ in 1932, Free & Sleininger (later 
Free & Peters, now Peters, Grif- 
fin, Woodward) and Edward Pe- 
try & Co. were launched, and the 
field of radio representation was 
under way. Actually, in this peri- 
od spot radio advertising could be 
bought from a time broker, an 
electrical transcription producer, a 
spot specialist, or a special station 
representative. 


with its well-established repre- 
sentative system, was running 
smoothly, is interesting: “A high | 
percentage of radio stations, out- | 
side of the large metropolitan | 
areas, had been established by | 
engineers. For the most part they | 
had little or no knowledge of the | 
method or manner in which adver- 
tising was prepared or placed. . .” | 

It was a time of cut rates and | 
split commissions; the transcrip- 
tion companies frequently collect- 
ed 15% from an agency and from 
20% to 50% from a station. But, 
Mr. Avery noted, the time broker 
and electrical transcription pro- 
ducers “fulfilled a definite and 
necessary function in the spot ra- 
dio field. They served to bring 
together the radio station and the 
advertising agency. Neither of the 
principals . . . was capable of do- 


Advertising Age, November 18, 1957 


MEDIUM—Colad Co., Buffalo, is selling space on its Plasticoat book 

covers which are distributed to high school and college students as 

textbook protection. Colad says that for the cost of a relatively small 

number of the covers, a “tremendous audience is created among 
those who see them in the hands of students.” 


ing this by itself.” 


® He then racked up the spot ra- 
dio volume gains: 


$145,600,000 


1954 and 1955 were at about the 1950 
level. 

And television, which didn’t 
have to build an advertising struc- 
ture, as radio spot did, or compete 
with a depression, took off as if 
jet-propelled. Here is the spot vol- 
ume record for tv: 
$ 9,200,000 
$ 69,900,000 


@ Mr. Avery's explanation of why 
this chaotic condition obtained 
while the newspaper business, 


DI senesntaseescosesoenasetntsors $145,500,000 
FRIED nagooscscsnevenntbeanborteniat $260,400,000 
WSF (Eat) ..cecercerecssveses $354,300,000 


And for the future, Mr. Avery 
takes his text from a book written 
by Dr. Herman S. Hettinger in 
1933: 


# “In the long run, spot broad- 
casting should show continued 
growth, since it is doubtful wheth- 
er it has been employed as yet by 
all the concerns which profitably 
could use it.” 

“Many types of goods and serv- 
ices . . . have not yet employed 
the sales-procuring power of spot 
radio and spot television advertis- 
ing,” Mr. Avery said firmly. + 


| Natlynn, Pontiac Tie-in 
| Natlynn Junior Originals, man- 
|ufacturer of junior miss dresses, 
has arranged a promotion and ad- 
vertising tie-in with the Pontiac 
division of General Motors for the 
/1958 Pontiac. Kicking off the tie- 
jin is a seven-page bleed insertion 
in the November Harper’s Bazaar. 
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CAAA ELECTS—EI- 
ton Johnson 
(right), president 
of Locke, John- 
son & Co., Toron- 
to, new president 
of the Canadian 
Assn. of Adver- 
tising Agencies, 
is congratulated 
by retiring presi- 
dent E. V. Rech- 
nitzer, president 
of MacLaren Ad- 
vertising Co., To- 
ronto. 


L. A. Austin Healey Distributor Aims 
Heavy-Muscled Ads at’'Man in Command’ 


Los ANGELES, Nov. 12—As far as | lead. After the research of our 
Gough Industries is concerned,| agency, Fallon & Co., we also 
the Los ‘Angeles area has more | found that those men who already 
than a few males who visualize|}owned Austin Healeys tend to 
themselves as “The man in com- | identify themselves with the car 
mand.” |}much more strongly than other 

Using that theme for the past | car owners. 
|two months, Gough, the nation’s; “We knew this was significant 
| largest distributor of Austin Heal-|and felt that the brand image we 
|ey, MG and Morris autos, has | were to create should reflect the 
|upped sales of the Austin Healey|car’s dashing personality and 
by 40% and is having difficulty |strength. That’s why we have our 

filling orders. |‘Man In Command’ visualized in 
| To date Gough has run four | rugged, ultra-masculine activities 
page units for Austin Healey in| like skin-diving, yachting and 
'the Los Angeles Times and the|Tacing, instead of the more com- 
| Long Beach Press Telegram. All| mon sports like golf, tennis or 
|are designed to appeal to the| bowling.” 

“man” in the male. 
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BBDO Adds Eagle in Canada 


tive Jan. 


| Commenting on campaign strat-| # Ads have predominant illustra- 


. Harold F. Stanfield egy, John R. D. Beazley, general) tions picturing an Austin Healey 


Eagle Pencil Co. of Canada Ltd., | Ltd., Toronto, is the previous agen-| manager of the company’s auto-|and an outdoor man in appro- 
Toronto, has appointed Batten,|cy. Eagle named BBDO to handle| motive division, says, “Basically| priate scenes. Subjects have in- 
Barton, Durstine & Osborn, Toron-|its advertising in the U. S. last|every normal man has the con-| cluded boating, horsemanship and 


to, to handle its advertising, effec- | year. 


scious or sub-conscious desire to| skin-diving. 


Once upon a time there was a fellow named J. Watkin Stump- 
thumper who was running for state senator. Votes being necessary 
to accomplish this sort of thing, Stumpthumper went around giving 
out free cigars. Seemed a quick way to make friends. Not everybody 
got cigars, you understand. Just the people important enough to 
influence other people. Even by the gross, cigars cost money. 


Stumpthumper (who lost the election, incidentally) failed to carry 
a certain crucial district. A curious man, he resolved to find out 
why and therefore queried the head of the local Citizens-for-Good- 
Government Club. “Thought you were behind me, son,” said Stump- 
thumper accusingly. “What changed your mind?” 


“Rather buy my own brand of cigars,” replied the head of the 
local C.F.G.G.C. “Never did like yours much.” 


UNATE FALLACY OF THE FREE CIGAR 


This proves what we’ve long believed. There’s a vast difference 
between things forced upon you, and things you pay for because 
you really want them. Yet in our field of TV-radio business publica- 
tions, there is a surprising amount of giveaway circulation. We 
don’t believe you can win a sound plurality for yourself by this 
kind of padding. Putting influential names on a mailing list isn’t 
worth much unless they actually read your magazine. 


BROADCASTING is the only TV-radio journal that belongs to 
the Audit Bureau of Circulations. The ABC’s sole purpose is to 
verify accurately the total amount and types’ of PAID circulation 
its members have. In our case, this averages 18,428 copies a week 
(first six months of 1957) — or more PAID distribution than the 
next three TV-radio publications combined. Over 5,000 of these 
paid-for copies go to influential voters at advertisers and agencies, 
including an average of 18 at the 40 top agencies that voted almost 
one billion dollars for TV and radio advertising last year! 


Neither free cigars nor free copies can substitute for lack of merit. 
When people want something, they’re willing to pay for it. That’s 
why BROADCASTING is the straight ticket for your 1958 campaign! 


BROADCASTING 


THE BUSINESS WEEKLY OF TELEVISION AND RADIO 


1735 DeSales Street, N.W., Washington, D. C. 
A member of the Audit Bureau of Circulations 
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Sample copy: “Watch the Aus- 
tin Healey man as he swings up 
into his saddle. Look at him as he 
leans forward. Breaks his high- 
strung stallion into a dead run. 
Stretching out from the urge of 
the spur. There they go, charging 


pALEY 
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POR THE MAN IN COMMAND 
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ahead. Twisting and _ turning 
through the trees. Hurdling that 
rutted ravine. It shows in his face. 
The thrust of his body. This man 
gets his kicks from action! That’s 
why he drives an Austin Healey. 
It moves with his mood .. .” 

Gough has an annual budget of 
$500,000, of which approximately 
half will be used to promote the 
Austin Healey. # 


Launch Suds ‘n’ Rinse 

Suds ’n’ Rinse, a “cool water 
soap sachet,” is being distributed 
by Hadox Corp. in New York, Bos- 
ton, Buffalo, Rochester, Chicago, 
Cleveland and Los Angeles. Main 
promotion is through sampling, al- 
though some spot co-op is being 
used. Suds ’n’ Rinse is < product 
of H. B. Laboratories Inc., New 
York, owned by Miss Hazel Bish- 
op. There is no agency. 


Intensifies Sock Drive 

Fruit of the Loom socks, a divi- 
sion of Chester H. Roth Co., New 
York, has planned a special pro- 
motion for its men’s stretch socks, 
in addition to its continuing cam- 
paign for children’s stretch socks. 
Concentration will be around 
Christmas, Father’s Day and East- 
er. Daniel & Charles, New York, is 
the agency. 


STRATEGIC 
ADVERTISING 
COVERAGE 


OF THE WORLD-WIDE 
$38,000,000,000 
Military Market 


The six world-spanning Army 
Times service publications ore 
the mass circulation media reod 
most by the military. Write or 
call for full information. 


ARMY TIMES - AIR FORCE TIMES >. NAVY TIMES 
The American WEEKEND + MILITARY MARKET Nagarine 


The ARMAY-NAVY-AIR FORCE REGISTER 


ARMY TIMES 
PUBLISHING CO. 
2020 M St., NW * Washington 6, D.C. 


U. S. OFFICES: Chorieston, S. C., Chicago, Hono- 
tuly, los Angeles, Miomi, New York, Philedet- 
phic, Son Froncisco 
FOREIGN OFFICES: Fronkfurt, London, Poris, 
Rome, Tokyo 
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Auto Ad Costs Rose 
in ‘56: Sales Fell 


(Continued from Page 3) 
mind is that these are available | 
measured advertising expenditures | 
only. This means factory-placed | 
advertising in newspapers, mag- 
azines, network television and out- | 
door. Network radio has not been 
measured since the first seven 
months of 1955. The fact these fig- 
ures are missing for 1956 throws 
off the 1955-1956 comparisons of 
ad investments. And anyone famil- 
iar with the automobile industry 
knows that it also spends consid- 
erable amounts of money in direct 
mail and point cf sale, spot radio 
and tv, dealer helps and company- 
published consumer magazines. Al- 
so omitted from these statistics are 
talent costs for radio and television, 
and dealer-placed advertising, 


which represents a large share of 
auto advertising. 


a 


Fil — 
/\\You get 


MORE EFFECTIVE 
EXHIBITS 
at LESS COST 


. when you develop a complete, 
detailed exhibit program covering all 
shows you intend to enter. 

We are at your service in every 
phase of this task, from supplying lists 
of shows to design and construction 
of displays. 

Helpful information is listed in the 
coupon at the bottom of this column. 
Just fill it out and put it in the mail. 


ri 
s 
AL. 
Gardner Displays -477 Melwood St. 
Pittsburgh 13, Pa. 


Please send us 


GARDNER 
DISPLAYS 


477 Melwood St., Pgh. 13, Pa 
Detroit Chicago « New York 


(C0 Special Exhibitor's Check List 
(0 Drama and Action in Trade Show and 


lustitutional Exhibits 


(0 Add my name to your regular mailing list 

(CD Send list of shows and complete data on the 
following 

Name 

Company ———— 

Address — 

Cw Zone a 


All advertising statistics report- 
ed here were compiled and pub- 
lished by the Publishers Informa- 
tion Bureau, the Bureau of Ad- 
vertising, ANPA, and Outdoor Ad- 
vertising Inc. Car sales figures are 
based on new car registrations as 
reported in the 1957 Automotive 
News Almanac. 


® Taking the industry by compa- 
nies, here is how sales and ad costs 
broke down: 


General Motors once again led 
the industry in sales. It sold 3,024,- 
286 cars, 17% fewer than in 1955, 
51.6% of total cars sold. It spent 
$82,165,852 for advertising, less 
than 1% more than in 1955, repre- 
senting 50% of the total advertis- 
ing budget. Per car ad costs work 
out to $27.16. 


Ford Motor Co. sold 1,694,108 
cars, 14.5% short of its sales figures 
in 1955, 29% of all cars sold. Its 
advertising came to $41,042,575, 
14.5% less than in 1955. This is 
22.4% of the total for the industry. 
Its per car ad cost was $24.22. 


Chrysler Corp. sold 922,043 cars, 
23.5% fewer than last year, repre- 
senting 16% of all cars sold. It 
spent $44,044,182 for advertising, 
7.4% less than it did in 1955. This 
was 24% of the total measured ad- 
vertising spent by the industry. Its 
per car ad cost was $47.76. 


Studebaker-Packard Corp.’s pas- 
senger car sales also ran behind 
1955, by 29%. It sold 104,798 cars, 
2% of total industry sales. It spent 
$9,901,303 in advertising, just a 
little less than it had in 1955. This 
was about 5.4% of the total spent 
by the industry. Its ad cost per car 
came to $94.47. 


American Motors sold 16% few- 
er cars in 1956 than in 1955—115,- 
105. This was about 2% of the to- 
tal sales for the industry. Its ad- 
vertising was down 18.3% from 
1955, totaling $5,626,270, about 3% 
of the total. This means it paid 
$48.87 in advertising for each car 
sold. 


A table showing cars sold, ad 
investment and ad cost per car for 
each car, ranked in terms of cars 
sold, adjoins this story. Figures for 
comparison back to 1950 are in- 
cluded. In looking over this table, 
however, bear in mind not only 
that these are advertising figures 
for measured media only as report- 
ed by PIB and the BofA, but also 
that figures for 1956 exclude radio 
network, and that only radio net- 
work advertising for the first seven 
months are included in 1955. Out- 
door advertising measured figures 
in the table begin with 1955. 


California Co. Names 
Rippey. Henderson, Bucknum 
California Co., a subsidiary of 
Standard Oil Co. of California, San 
Francisco, has appointed Rippey, 
Henderson, Bucknum & Co., Den- 
ver, to handle its advertising. The 
company markets Chevron and 
RPM petroleum products in Colo- 
rado, Wyoming, Montana, Kansas, 
North Dakota, South Dakota and 
Nebraska. Previous agency work 
was handled out of Standard’s San 
Francisco advertising department. 
The company has been using out- 
door advertising and newspapers in 
its marketing territory. 


Stan E. Blunt Jr. has joined 
Campbell-Mithun, Minneapolis, as 
an account executive. Mr. Blunt, 
formerly Western Air Lines district 
manager in the Minneapolis-St. 
Paul region, will work on the Top 
Value stamp account. Lee A. Ter- 


ES 


------------------ 
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rill, agency administrative vp, con- 


Campbell-Mithun Names Blunt 
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1957 


Per-Car Costs of Automobile Advertising 


| Sales of leading makes of automobiles related to 


farm magazines and outdoor (beginning in '55 only) 


the amount invested for each in magazines, news- during the past seven years. Expenditures for deal- 
papers, Sunday sections, network radio (up to the er co-op ads, spot radio and tv, etc., are not in- 
first seven months in '55 only), network television, cluded. 
1956 1955 1954 1953 1952 1951 1950 
CHEVROLET (GM) 
—  - 1,565,399 1,640,681 1,417,453 1,342,480 852,542 1,067 042 1,420,399 
Ad investment ......... $30,375,565 $32,111,798 $15,376,568 $10,661,320 $ 5,705,310 $ 5,819,786 $ 8,693,111 
Ad cost per car $19.40 $19.57 $10.85 $7.94 $6.69 $5.45 $6.12 
FORD 
Cars sold ....... 1,375,343 1,573,276 1,400,440 1,116,267 732,481 862,309 1,166,118 
Ad investment .............. $29,734,767 $29,339,591 $15,281,987 $10,319,786 $ 6,993,760 $ 6,422,364 $ 9,415,551 
Ad cost per cor ... $21.62 $18.65 $10.91 $9.24 $9.55 $7.45 $8.07 
BUICK (GM) 
SPIEL sivcvcosiniccenbnebehs 529,371 737 879 513,497 454,320 310,806 392,285 535,807 
Ad investment ................ $18,410,623 $19,728,597 $12,179,340 $10,580,921 $ 7,404,122 $10,256,584 $ 9,887,906 
Ad cost per car ........... $34.78 $26.74 $23.72 $23.29 $23.82 $26.15 $18.45 
PLYMOUTH (Chrysler) 
I ae 483,756 647,352 381,078 600,447 433,134 542,649 547,367 
Ad investment ................ $12,415,895 $13,804,850 $ 5,945,467 $ 5,089,357 $ 3,316,481 $ 4,390,353 $ 4,320,558 
Ad cost per car ............ $25.66 $21.33 $15.64 $8.48 $7.66 $8.09 $7.89 
OLDSMOBILE (GM) 
ARR 437 896 589,515 407,150 305,593 218,189 273,472 372,519 
Ad invest WT wae $15,134,157 $12,098,426 $ 7,725,352 $ 6,217,106 $ 3,961,264 $ 4,549,299 $ 4,621,253 
Ad cost per car oo... $34.56 $20.52 $18.97 $20.34 $18.16 $16.64 $12.41 
PONTIAC (GM) 
Se ID vas ectttiniicetnntinn 358,668 530,007 358,167 385,692 266,351 337,821 440,528 
Ad investment ................ $11,429,340 $11,832,100 $ 7,481,443 $ 5,999,081 $ 3,161,835 $3,510,572 $ 4,174,114 
Ad cost per car ............ $31.86 $22.32 $21.45 $15.55 $11.87 $10.39 $9.48 
MERCURY (Ford) 
ID ctiincesidicbiintents 274403 371,837 269,926 287,717 185,883 233,339 318,217 
Ad investment ................ $ 4,071,186 $12,640,434 $ 6,656,950 $7,994,715 $ 5,023,731 $ 4,777,885 $ 5,605,011 
Ad cost per car ............ $14.82 $34.00 $24.66 $27.79 $27.03 $20.48 $17.61 
DODGE (Chrysler) 
ee ee 220,208 284,323 154,789 288,812 246,464 298,603 300,104 
Ad investment ................ $12,494,568  $13,667439 $ 6,725,601 $ 6,230,060 $ 5,360,043 $ 5,055,922 $ 4,561,511 
Ad cost per car ............ $56.74 $48.07 $43.45 $21.57 $21.75 $16.93 $15.20 
CADILLAC (GM) 
GID GEE ncceccincstntiinctl , 132,952 141,038 110,328 98,612 87,806 97,093 101,825 
Ad investment ................ $ 6,807,167 $ 5,827,202 $ 3,954,514 $ 3,420,435 $ 3,672,920 $ 2,396,919 $ 2,868,139 
Ad cost per car ............. $51.20 $41.32 $35.84 $34.69 $41.83 $24.69 $28.17 
CHRYSLER 
Cars sold ............ 106,853 156,458 101,741 153,756 113,392 149,435 151,300 
Ad investment ................ $11,010,774 $13,416,150 $ 6,471,872 $ 533,074 $ 3,389,231 $ 3,868,512 $ 2,816,673 
Ad cost per cor .......... $103.04 $85.75 $63.61 $35.34 $34.12 $22.68 $18.62 
DE SOTO (Chrysler) 
Gate GE cnainwcinnues 100,766 118,062 76,739 122,342 91,677 112,643 115,023 
Ad investment $ 6621,212 $ 6,696,125 $ 4,501,419 $ 4,110,102 $ 3,224,172 $3,931,809 $ 2,459,168 
Ad cost per car... $65.71 $56.72 $58.66 $33.60 $35.17 $34.91 $21.38 
NASH (Amer. Motors) 
OT eee ae 84,576 93,451 82,729 137,507 142,520 140,035 175,722 
Ad investment ............... $ 3,345,202 $ 4,414,703 $ 2,918411 $ 4,412,412 $ 2,904,824 $ 3,443,248 $ 3,383,414 
Ad cost per car 0.0... $39.55 $47.24 $35.28 $32.09 $20.38 $24.59 $19.25 
STUDEBAKER (Stud.-Pack.) 
OS GUID ecassitosteieninn 76,402 95,761 95,914 161,257 157,902 205,514 268,229 
Ad investment .............. $ 6,129,322 $ 4,804,579 $ 3,751,632 $ 3,913,178 $ 2,660,603 $ 3,273,884 $ 3,577,067 
Ad cost per car ............ $80.22 $50.17 $39.11 $24.27 $16.85 $15.93 $13.34 
LINCOLN (Ford) 
OE Sen 42,598 35,017 36,251 39,169 29,110 25,816 34,318 
Ad investment .............+. $ 6,127409 $ 5,234,224 $ 4,327,863 $ 4,049,469 $3,147,147 $ 1,823,434 $ 1,960,798 
Ad cost per Car .......00000+ $143.85 $149.48 $119.39 $103.38 $108.11 $70.63 $57.14 
HUDSON (Amer. Motors) 
Cars sold 30,529 43,212 35,824 66,797 78,509 96,847 134,219 
Ad investment $ 2,281,068 $ 2,376,199 $ 2,458,167 $ 3,611,802 $ 2,713,668 $ 3,103,780 $ 3,255,884 
Ad cost per COP... $74.71 $57.30 $68.62 $54.07 $34.57 $32.05 $24.26 
PACKARD (Stud.-Pack.) 
a oe 28,396 52,103 38,396 71,079 66,346 66,999 73,155 
Ad investment .............. $ 3,771,981 $ 5,135,374 $ 2472156 $ 4,166,659 $3,617,417 $ 3,106,335 $ 2,078,668 
Ad cost per car .......... $132.83 $98.56 $69.59 $58.62 $54.52 $46.36 $28.41 
| MPERIAL (Chrysler) 
ey 10,460 _ 
| Ad investment ............... $ 1,501,733 
Ad cost per car ......... $143.57 
CONTINENTAL (Ford) 
| eee ae ; 1,564 606 
Ad investment ............... $ 1,109,013 $ 792,848 
Ad cost per car ............. $709.09 $1,308.33 
Figures are based on (1) Automotive News 1957 almanac car registration statistics, (2) Bureau of Advertising tabulations of ad- 
vertising expenditures in newspapers and Sunday supplements. (3) Publishers Information Bureau data on ad expenditures in 
magazines, network tv, and farm magazines and (4) Outdoor Advertising Inc. figures on advertising in outdoor boards and posters. 
tinues as Top Value account su-| Sets Olive Oil PR Push thousands of years for its nu- 
pervisor. At the same time, Ralph| Olive Oil Assn. of America has|tritional quality and flavor; and 
F. Wittgraf moves from account/started a public relations pro-|that it has always been identified 
executive to senior account execu-|gram with the theme: The olive with purity. The campaign aims 
tive, and Marlin T. Brandt, associ-|oil cruet belongs on the table.|to increase declining olive oil 
ate account executive, becomes an/|The campaign will also stress that |consumption in general, regardless 


account executive running mate 
|}with Mr. Blunt 


olive oil contains no cholesterol; 
that it has been recognized for 


of the country of origin. Conant 
& Co., New York, is handling. 
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Grit sells! That’s why 


it ranks sixth among magazines 


in new-car lineage* 


Auto advertisers and their agencies know that you 
can't sell America unless you sell the nonsuburban 
small towns. 

That's why they schedule healthy Grit cam- 
paigns. For Grit is a weekly habit in 16,000 small 
towns coast-to-coast. Of its 850,000 circulation, 
59% is concentrated in towns under 2500. Here is 
America’s least exploited market because it is 
hardest to reach. . . yet it is highly profitable when 
cultivated. 

Grit will sell for you, too. Year after year, the 


7Sth Anniversary Year «+ 


ete tae to te 
s- _ 


Grit Reader Survey demonstrates that Grit-adver- 
tised products have a profitable edge in Grit- 
reading small towns. 

Your consistent big-space Grit campaign will cost 
less per year than a single color page in one issue of 
some mass media. This low-cost advertising invest- 


ment is sure to pay you a big dividend in extra sales! 
“Source: Publishers’ Information Bureau figures for year 1956 


Grit Publishing Co., Williamsport, Pa. * Represented by Scolaro, 


Meeker & Scott in New York, Chicago, Detroit, Philadelphia; and by 
Doyle & Hawley in Los Angeles and San Francisco 
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otis, Pioneer Saws Names Smith Ted Lamb Names Richard Lee 
CEs: peeves Ae CLAIMS Raymond Smith Jr., former as-| Richard H. Lee, formerly man- 
one rene expert designed Studies, authen sistant sales manager of the Lawn—/ager of the chambers of com- 
Clinical tnals. toncty studies seneteates || Boy division of Outboard Marine| merce in Monticello, Russellville 
tests .., Diologicd! screening :. product improve. Corp., Waukegan, has _bee mn ap-| and Camden, Ark., has joined Ted 
Arthur OD. Herrick, Director. pointed sales and advertising man-| Lamb & Associates, Little Rock, 
130 et Ln Rue instr uT © cso ager of the company’s new Pioneer|as manager of the agency’s Fort 


saws division. Smith office. 


Overtuigt de INVLOEDRUKE lezers 


vAN de POST zij vertellen het verder! 


EVEN IN DUTCH IT’S: “Sell the POST INFLUENTIALS — they tell the others!” 


CHAMPION Sets the Pace in Papermaking 


d@’ Arazien 


Giant 200-foot-long cylinder machine at Champion's Carolina Division 


Producing quality in quantity— 
it happens every day at Champion 


Over 100 tons of food board a day roll off this cylinder 
machine. And that makes a lot of milk cartons any 
way you fold it. This is only one of three such machines 
at Eh cenlen Mills turning out quality food board in 
quantity for hot drink cups and ice cream containers, 
butter cartons, bakery trays and a wide variety of 
special paper board products. Producing quality 
pers in quantity is an everyday job at Champion. 
t’s another reason why Champion remains the leader 
in the papermaking industry. 


. Symbol of leadership in papermaking 


CHAMPION® PAPERS 


THE CHAMPION PAPER AND FIBRE COMPANY . HAMILTON, OHIO 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Louis, Cincinnati, 
Atlanta, Dallas and San Francisco. Distributors in every major city. 


lyday 
BBDO CiTED—Charles Brower, president of Batten, Barton, Durstine & 
Osborn, and James Hollyday, account executive, receive awards 


recognizing the agency’s efforts 
in behalf of the Greater New 
York Fund. Making the presenta- 
tion is Richard Booth of the fund. 


Adams Deplores 
Space Salesmen’s 
Lack of Conviction 


New York, Nov. 12—Business 
paper merchandising lacks ingen- 
uity because many space sales- 
men are not “sold” on the impor- 
tance of advertising, according to 
Fred Adams, president of G. M. 
Basford Co. 

Speaking to the Dotted Line 
Club last week, Mr. Adams said 
this lack has created a vast gap 
between merchandising done by 
industrial and consumer maga- 
zines. 

“If the salesman doesn’t under- 
Stand or appreciate advertising, 
how can you expect his manage- 
ment man in charge of budgets to 
understand it?” he asked. “The 
first thing the management man 
cuts is the item he doesn’t under- 
stand. 

“There is some concern over the 
1958 budgets of some bellwethers 
in the industry,” he said. “The 
important guy in management is 
being overlooked. He doesn’t un- 
derstand industrial advertising, 
and he cuts the budget.” 


s Mr. Adams’ remarks came at 
the conclusion of a luncheon at 
which he and other Basford ex- 
ecutives announced the reorgan- 
ization of some top functions in 
the agency to handle an increase 
in business. 

A total of 70 plans boards have 
been formed—one for each ac- 
count, he said. Each is composed 
of the account supervisor and ac- 
count executive, copy, publicity, 
and media personnel and an agen- 
cy management representative. 

Also announced were the pro- 
motions of John Sasso and Michael 
Turner from vps to senior vps 
at Basford. + 


Alexander Film Boosts Six 


Jay Piccinati, formerly a sales 
representative of Alexander Film 
Co., Colorado Springs, has been 
named to the new post of director 
of marketing. Other appointments 
in a realignment in Alexander’s 
management setup include Cliff 
Parker, formerly general sales 
manager, to general manager of 
theater screen advertising; Cy 
Martin, formerly northern division 
sales manager, to home office sales 
manager; Frank Clinebell, former- 
ly southern division sales manager, 
to manager of a new eastern divi- 
sion; Bert Adcock, formerly a dis- 
strict sales manager, to southern 
division sales manager, and Don 


Bates, formerly a sales representa- 
tive, heads a new western division. 
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GETS RESULTS IN THE FASTEST-GROWING CHAINS 


Of special interest to marketing men are 


EVERYWOMANS — 
MEASUREMENTS 


Here is a girl of enduring charm! 
She’s rich — has 25% more money to spend than the average. 


She’s young — young enough to attract a husband (91° of 
Everywoman’s readers are married ). 


She’s mature — the average Everywoman’s reader has 2.4 children. 


She’s well set-up — nearly 70% of Everywoman’s readers 


own their own homes. 


She’s pretty — buys most of her health and beauty-aids 
at her Everywoman’s supermarket. 


She’s loyal — reads Everywoman’s every month. 


Of course, any one in sales or marketing would like to know 
her better. It so happens we have just completed a new 
profile on Everywoman’s reader. For complete facts and 
figures on this fascinating girl phone or write: 


Everywoman’s 


MAGAZINE 


NEW YORK ...16 East 40th Street, New York 16, N. Y., MU 9-4757 


CHICAGO .. .35 E. Wacker Drive, Chicago, IIi., RA 6-O802 


SAN FRANCISCO... Whaley-Simpson Company, 55 New 
Montgomery Street, San Francisco, Calif., SUtter 1-4583 


LOS ANGELES... Whaley-Simpson Company, 6608 Seima 
Avenue, Los Angeles, Calif., HOllywood 3-7157 


(116 chains whose dollar volume has grown from 21/2 billion to 5.3 billion in 6 years!) 


j Seu ws et Nias 
i i Be rT ake ale a 
(o.9 a rr ee ree >be Bee se ——. 
er a 2 
sigs, agli lati rt aka ee: 
ot eMac SOF Boies ae Been oye ecules 2 oS ae eee 
ae, late ea tere ventas Be ina ica ene ee ae 
cite cae ea goer sal ee re ota eee Sa aa) eee = 
ncadee <a 5 ag 2 
Se ry ere a en ae eer sail ‘ ore gees. sain ; pets Tad ce : 
a of, 
-< es 
; ak 
. 
e 
a 
| | ee . 
said 4 
S 
des 
ce «* 
e wis 
a ; : 
oe ; = 
7 a 
‘aig 
<odited 
ee eae 
| ee 7 
ee 
a . ee 
Poe a 
oe asd 
- a 
wit 3 
“aes nie 
ve eo 
ee ii 
r. A new Market - 
ages ~ — 
ws Jevelopmen; Service a 
< With a new Everywoman’, Service your Strategy in Sales ss 
¥ Planning and distribution, °an now be Patterned Precisely jn a 
= S€ctiona] Markets—ang ©Xpanded as you Maneuver towards 
es broadened areas, 
ae EVER YWOMAN 'S has facilities to lest-market new Products 
ae and new advertising Campaigns by Selected regions, 
a Also, Split-run Copy testing jg Possible at low °08t. These a 
re Sections are 4vailable fo, ‘est-marketing “4 
oe a 
es Northeast ~ Centra} — Southern ~ % 
$ PO Pacific — California or Southern California 2% 
a Call us for ©onsultation for other Specia] adaptations of your hes 
marketing Problems. - 
ie 
OO —S—“C:SCSC‘CSCsés . 
ia iii : ie arate one ba 
; it mer " i se ee ee Brae rng ite NE ei 3 > 
aE tins es allialal a ee ee! Xi ee sae pe ee 
eS . E iia ae se ane Taran < = a te ' wine ie nave - JP ei, Ml a 
ipa : oil ps Oe fod “ ‘ oe amie en i ee oy ne 
' Said fee Ufa oy oe ital Nt ro aa ie met wise 
> ah eae 3 re aegis Sal oo iar Wiki ee 
- we eg z a 2 ee heen 9 


A 


12 Advertisers Win 
‘Food Topics’ Kudos 


for Ad Promotion 


New York, Nov. 13—Twelve 
| national advertisers were named as 
|having the top advertising promo- 
| tions of the year in the annual poll 
sponsored by Food Topics and its 
sister publication, Food Field Re- 
porter. 

More than 16,000 manufacturers’ 


— 
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As the recognized authority on office supplies 

and equipment in his community, the dealer is the 
basic influence on brand selection. The dealer — and 
his salesmen — are the people you must sell 


j to the promotions received one or more 
° . fn. mentions from the retailers polled, 
to move your merchandise at the retail level! | ion who epireie 6 serve’ inane than 
a 120,000 retail stores. 
ot ; Results of the poll show coupon 
OFFICE APPLIANCES IS THE MAGAZINE THAT SELLS HIM BEST! Deed operations are continuing un- 


abated, but that coupon promotions 
were most effective when timed to 
|some element of product news—a 
|}new product, a new formula or a 
new package. One notable devia- 
tion in the coupon field was Swift's 
mass coupon offer through maga- 
zines. Also, 1956-57 saw many ad- 
ditional coupon users for such 


S—_ 


A STR LE 


Write todey for your own OA Sales 
Planning Handbook, the first authoritative, 
census-based study of the office equip- 
ment industry ever made. Available from 
any OA office for $5. 


~Orrice APPLIANCES 


600 W. JACKSON BLVD., CHICAGO 6, ILL. 


at) NEW YORK LOS ANGELES SAN FRANCISCO ly 


the sea 


TOLEDO is the key / to 
rf 


s 


’. 


é 


A 
7 
’ 


a 
Y/ 


Y) 
Wi 
ty 


TOLEDO’S NEWSPAPERS 
are the key f to this 
great and growing market on the 


St. Lawrence Seaway 


The daily Blade and Times give you 100% unduplicated coverage 
of the Toledo metropolitan area and 72% coverage of the entire 
($1,996,423,000 net effective buying power)* 14-county Toledo 
market. You just can’t begin to open the door on this lush market 
unless you use the proper key--the TOLEDO BLADE and 
TIMES. There are no duplicate keys. 


PORT BRIEFS 


from the 
PORT OF TOLEDO NEWS LETTER 
Published by The Toledo-Lucas 
County Port Authority 
BUSINESS WEEK recently described 
the expanded foreign banking facili- 
ties of two Toledo banks, aimed at 
attracting Seaway business. 
- 


And from on article in IRON AGE: 
“Hundreds of (Toledo) people ore 
building their futures on the opening 
of the Seaway.” 
- 
100,000 pounds of olives from Lisbon, 
Portugal, are unloaded (see photo) at 
Toledo dockside for transhipment to a 
Findlay packer. 


TOLEDO BLADE Daily oud Suudoy. TOLEDO TIMES Mowing 


BBe Fae” 


REPRESENTED 8 Y MOLONEY, REGAN & inc. 


*Sales Management Survey of Buying Power, May 10, 1957 


dvertising Age, November 18, 1957 


products as butter, beer and non- 
food items. 

Deal activity also ran to record 
proportions for the fourth succes- 
sive year. One of the most note- 
worthy developments was the 
frequent and effective use of 
multi-packs. Attractive, dramatic 
packaging is listed as equal in im- 
portance to price. 


s Increased success for menu and 
related item promotions, particu- 
larly those jointly sponsored by 
two or more manufacturers, was 
shown by the balloting. It was also 
indicated that promotions of this 
kind frequently take several years 
of trade exposure to really get off 
the ground. 

Top promotions of the year as 
selected by retailers in the poll, in- 
cluded the following: 

Consumer Advertising—Ameri- 
can Home Products Corp. for Chef 
Boy-ar-dee products; California 
Packing Corp. for Del Monte pine- 
apple and grapefruit drink; Camp- 
bell Soup Co. for its soups; General 
Foods Corp. for Maxwell House in- 
stant coffee; Hunt Foods Inc. for 
Hunt tomato products; Kellogg Co. 
for Kellogg’s Special K cereal; 
Kraft Foods Co. for Kraft food 
products; Pillsbury Mills Inc. for 
Pillsbury ice box cookies; Procter 
& Gamble Co. for Big Top peanut 
butter, Fluffo and Tide; Quaker 
Oats Co. for Aunt Jemima corn 
bread easy mix, and Scott Paper 
Co. for Scott colored tissues. 

Trade Advertising—Aluminum 
Co. of America for Alcoa wrap; 
California Packing Corp. for Del 
Monte events; Kraft Foods Co. for 
Kraft merchandising services; 
Quaker Oats Co. for Quaker pro- 
motions; Swanson Cookie Co. for 
Archway cookies; Reynolds Metals 
Co. for Reynolds wrap, and Wesson 
Oil Co. for Wesson Oil promotions. 

New Product Introductions—Bon 
Ami Co. for Jet Bon Ami; Flav-R 
Straws Inc. for Flav-R straws; 
General Foods Corp. for Jell-O 
chiffon pie filling; General Mills 
Inc. for coconut macaroon mix; 
Goid Seal Co. for Christmas sten- 
cils; Lever Bros. Co. for Wisk, Lux 
colored soap and Dove; National 
Biscuit Co. for Chippers, and Proc- 
ter & Gamble Co. for Comet and 
Zest. 

Coupons—Armour & Co. for 
Dash (“Buy 3 Get 1”) and Dial; 
Colgate-Palmolive Co. for Fab 
package coupon; H. J. Heinz Co. 
for Heinz relishes coupon pack; 
International Salt Co. for Sterling 
salt newspaper coupon; Kraft 
Foods Co. for couponing of Kraft 
preserves and de luxe margarine; 
Lever Bros. Co. for Good Luck and 
Lever easy win; Kimberly-Clark 
Corp. for Kleenex napkins and 
Delsey coupons; Nehi Corp. for 
Royal Crown coupon offer; Ralston 
Purina Co. for Purina Dog Chow, 
and Swift & Co. for Swift magazine 
coupon drive. 

Premiums—Colgate - Palmolive 
Co. for Fab doll; Corn Products 
Refining Co. for Mazola canister; 
Nestle Co. for Nescafe coffee mix- 
er, and Procter & Gamble Co. for 
Crisco measuring spoon. # 


Elgin Buys TV for Yule Drive 
Elgin National Watch Co. has 
arranged for two network tv par- 
ticipations as part of its Yule pro- 
motion program, relieving Amer- 
ican Dairy Assn. of the “Perry 
Como Show” Dec. 7, and joining 
with Philip Morris as co-sponsor 
of the Alfred Hitchcock “Suspi- 
cion” show Dec. 2. J. Walter 
Thompson Co. is the Elgin agency. 


Dahlberg Names Two 


Paul A. Sevareid has been named 
advertising manager of Dahlberg 
Co., Minneapolis, electronics man- 
ufacturer, replacing Ralph Cam- 
pagna, who becomes vp and direc- 
tor of marketing. Mr. Sevareid was 
director of television news for 
WTCN-TV, Minneapolis, where he 
also handled advertising and pro- 
motion. 
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Actual photograph of auto-boat on request. 


BOATING IN YOUR CAR? e - - the “dual-life” man wants to try it right 


now! This is a real man’s idea of heaven. He’d like to slip out of the office on a sunny Thursday morning 
(... naturally, the four-day week has arrived!) and cast his line for a fighting fish without leaving the 


family auto. Far-fetched? Cost too much? Not for the Sports Afield man with the built-in “urge to 
splurge.’”’ He’s the man who pays $250 for marlin on the line — and just as willingly spends his money on 


all products that add pleasure to his everyday living. This market of almost 1,000,000 vigorous men holds 
the mirror to tomorrow’s America — and offers you big sales today, whether you’re selling razor blades 
or scotch. Get the full story from your representative. 


SPORTS AFIELD Where you reach men best for everything they want. 


A Hearst Magazine * 959 Eighth Avenue * New York 19, N. Y. 
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WRAP-AROUND *0”,'s"8 %" taces 
CHROME STEEL for point of sale 


SIGN FRAMES susescvs 


GLASS SIGNS 
cieeeaninnntnaiimmnel 

Just Wrap Around and Clip 
=u Free Sample Assortment 
THE YARDER MANUFACTURING CO. 


816 PHILLIPS AVENUE « TOLEDO 12, OHIO 


Promote Meat for Yule Gifts 

The National Live Stock & Meat | 
Board and the Super Market In- 
stitute have joined to promote the 
thought “Give and Serve Meat for | 
Christmas” this year. Full-color 
streamer and ad mats are being | 


distributed to dealers. 
' 


CAPITAL CITY OF . 


The Fabulous Southwest 


TWO Separate Newspapers...33c Line BUYS BOTH! | 


FOOD SALES 1956 
$155,514,000 
57% INCREASE OVER 1950 


The El Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNINO AND SUNDAY 


E] Paso Herald-Post 


4 SCRIPPS-HOWARD NEWSPAPER 
EVENING 


TRANSFLUMINAL GREETING—Erwin Wasey, Ruthrauff & Ryan used win- 

dow space in its offices in the London Guarantee Bldg. to greet the 

Chicago Sun-Times when the daily moved to its new building 
immediately across the Chicago River. 


Advertising Age, November 18, 1957 


Recalcitrant Film 
Producers to Give 
FCC Data by Dec. 9 


WasHINGTON, Nov. 12—The road 
was finally cleared last week for 
the Federal Communications Com- 
mission to go ahead with a study 
of the tv film industry, as four 
holdout producers promised to sub- 
mit detailed information sought by 
the commission’s network study 
group. 

The film study, which was orig- 
inally planned last spring as part 
'of the general tv investigation by 
|Dean Roscoe Barrow, was delayed 


ABC, Chicago, Moves 

The central division headquar- 
ters of ABC Television, ABC Ra- 
dio and ABC Film Syndication 
will be moved to 360 N. Michigan 
Ave., Chicago, effective Feb. 1. 
This move will give the American 
Broadcasting-Paramount Theaters) 
subsidiaries more office space. | 000. 


‘Cosmopolitan’ Raises Rates 


April 


Cosmopolitan, beginning with the 
issue, will raise its rates, | 
with a b&w page up 11.3% from 
$2,650 to $2,950, and four-color 
page boosted 10%, from $4,000 to 
$4,400. The circulation base will 
advance 6.6% from 750,000 to 800, 


GOOD LOOKIN’ 


NCS No. 2 CIRCULATION 


DAYTIME HOMES NIGHTTIME HOMES 

WEEKLY DAILY WEEKLY DAILY 
WHO-TV 181,490 121,620 211,500 166,460 
Station B 175,650 123,430 204,280 163,920 
Station C 176,340 104,930 218,690 148,320 


eee © & 


WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
HO-TV 
»|} WHO-TV 
* WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
| | WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 


Ni 


More Centra! lowa families watch WHO-TV every day 
than any other television station in the area. 


The September 1957 ARB Des Moines Metropolitan 
Survey of this 3-station market shows that 
WHO.TV is first or tied for first in 41% of all 


quarter hours surveyed. 


On weekday afternoons, 12:00 to 6:00, WHO-TV 
leads or is tied for first in 70 of 120 quarter hours — 
delivers an average of 8.0% more television homes! 


WHO.-TV offers advertisers the same top-notch 
programming, promotion and audience loyalty that has 
always distinguished the WHO Radio operation. 
Ask your PGW Colonel for all the facts. 


WHO.-TV is part of 
Central Broadcas:ing Company, 
which also owns and operates 

WHO Radio, Des Moines 

WOC-TV, Davenport 


//;\NHO-TV 
WHO-TV, | 
WHO-TV| | 
WHO-TV 
WHO-TV 
WHO-TV!] | 
/WHO-TV 
“WHO-TV 

/ WHO-TV 

/ WHO-TV 

(4, WHO-TV 
WHO-TV 
WHO-TV 


WHO-TV 


Channel 13 - Des Moines 


Col. B. J. Palmer, President 


P. A. Loyet, Resident Manager 
Affiliate 


Robert H. Harter, Sales Manager 


Peters, Griffin, Woodward, Inc. 
National Representatives 


|when the four—Screen Gems, Ziv, 
MCA-TV and Review Productions 
| Inc.—questioned the commission’s 
| authority. 

| Their cooperation was not ob- 
tained until after a federal court 
in New York ruled that the FCC 
could have the information if it 
agreed to protect the business se- 
|erets of individual companies. 

As the four met with the FCC 
staff last week and agreed to pro- 
duce their data by Dec. 9, FCC 
personnel revealed that a number 
of other producers and distributors 
have been holding out, but said 
| that their cooperation is anticipat- 
ed now that courts have confirmed 
the commission’s jurisdiction. 


s In his report on tv networks 
last month (AA, Oct. 7), Dean 
Barrow recommended that the FCC 
press ahead with the film study 
as soon as possible. While Dean 
Barrow’s work is now completed, 
several members of his staff re- 
main with FCC as a permanent 
unit specializing in tv business 
practices. + 


Butter-Nut Coffee Names 
Cottey S.M., Keough A.M. 

Donard R. Keough has been 
named advertising manager and 
John L. Coffey sales manager of 
the Butter-Nut coffee division of 
Paxton & Gallagher, Omaha. They 
succeed Ray W. Jacobsen, who has 
resigned as sales and advertising 
manager of the division. 

Mr. Keough previously was as- 
sistant sales and advertising man- 
ager of the division and will con- 
tinue as assistant sales manager. 
|Mr. Coffey will also continue as 
manager of Western Wine & Liquor 
Co., another subsidiary of Paxton 
& Gallagher. 


|Chain Store Promotion Bows 

Chain Store Promotions Inc., 
Philadelphia, has been formed to 
design and make plastic storefront 
signs, displays and other merchan- 
|dising aids. Principals are Ted 
|Lynch, president, formerly of 
Rohm & Haas Co.; Jules Bellak, vp 
and secretary, and head of ABC 
Plastics Fabricators Inc., and De- 
wees Showell, treasurer, and vp 
and secretary of Mulholland-Har- 
per Co. 


U.S. Ad Corp. Names Two 

U.S. Advertising Corp., Chicago, 
has appointed Mrs. Marie E. Her- 
ring executive copy director of its 
medical and pharmaceutical divi- 
sion. Mrs. Herring formerly was 
copy chief and senior copywriter 
of Jordan, Sieber & Corbett. U.S. 
Advertising also has promoted 
Jeannette C. Duringer from radio 
and tv time buyer to head media 
buyer. Donna Gustafson will assist 
Miss Duringer in all media buying. 


Hening Takes New Name 


Hening & Co., New York and 
Philadelphia agency, has changed 
its name to Babcock, Romer, Car- 
berry & Murray Inc. In November 
1956, E. Bradford Hening resigned 
as president and stockholder of 
the agency to join Bauer & Tripp, 
Philadelphia. At that time Foster 
A. Babcock, M. John Romer, Vin- 
cent A. Carberry and Leo P. Mur- 
ray took over the top slots in the 
Hening operation. 
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IN NORTHERN CALIFORNIA 
IT S THE EXAMINER 


First in circulation and first in advertising 
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Var off Pana, Vit onte San France 


The Gan Francisco Examiner @) = 


Represented by Hearst Advertising Service, Inc., Offices in all principal cities 
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A. B. Dick's New ‘Ideas’ Ad Campaign 
Nets Company a Harvest of Sales Leads 


Curcaco, Nov. 12—The decision| The new advertising approach 
of A. B. Dick Co. to stress the im-|was created early this year by 
portance of communicating ideas|Kenneth B. Marble, Dick’s sales 
in business rather than featuring| promotion and advertising man- 
specific products made by the com- | ager, and Reed Drummond, vp and 
pany apparently has paid off hand-|account executive of Fuller & 
somely. |Smith & Ross, Dick’s agency. 


A. B. Dick is best known for its | 
Mimeograph machines—the only | 
product it manufactured until sev- | 
en years ago. Since that time, the | 
company has developed a full line 
of duplicating process equipment, 
a fact that was known to office 
managers and machine operators 
but not to middle and top man- 
agement people. 

To reach these management peo- 


Der Post — sie sagen es 


EVEN IN GERMAN IT’S: “Sell the POST 


Aberzcugt die cinflussreichen Leser 


INFLUENTIALS —they tell the others!” 


weiter! 


Advertising Age, November 18, 1957 


sila, To keep 


plans from falling apart 


ee ee ee 


IDEAS CAMPAIGN—Ideas in business, rather than specific products, are 

emphasized in a three-page ad run by A. B. Dick Co., Chicago, in the 

November issue of Fortune—the fourth of a series in that magazine. 
Fuller & Smith & Ross is the agency. 


ple, Dick concentrated its new 
“ideas in action” ad campaign in 
Fortune. Two-color (green and 
black), three-page ads have ap- 


In the 15-County Syracuse Market 


MEDIA SELECTION 


IS A CINCH 


Here is a market of 1,392,300 population, 
with annual buying income of more than $2 


billion. 


There’s a single, effective and economical 


way to sell all of it! 


The Syracuse Newspapers deliver one hun- 
dred percent home coverage of the metro- 
politan area daily and Sunday—plus effective 
coverage of the 14 additional counties. In 
the five big, adjacent counties, for example, 
these newspapers give daily coverage rang- 
ing from 55% to 76%, and Sunday coverage 
ranging from 81% to 95%. 


No Other Combination of Media in the Area Will Do 
a Comparable Job at a Comparable Cost. 


FULL COLOR AVAILABLE — DAILY AND SUNDAY 


Represented Nationally by 
MOLONEY, REGAN & SCHMITT 


the SYRACUSE 


HERALD-JOURNAL & HERALD-AMERICAN 
Evening Sunday 


CIRCULATION: Combined Daily 235,506 


Sunday Herald-American 219,007 


THE POST 


America's No. 1 
Test Market 


i 
bs A 


-STANDARD 


Morning & Sunday 
Sunday Post-Standard 105,869 


peared in issues of Fortune since 
March with the last of the series 
appearing in the November issue. 

The Fortune push was supported 
by two three-page insertions in 
News Front, and a page ad that ap- 
peared Oct. 27 in a special auto- 
mation supplement of the New 
York Times. 


s “The main objective of the cam- 
paign was to sell management on 
ways to get their ideas out at once 
to employes,” Mr. Marble told AA. 
“We played up the importance of 
ideas in business and the impor- 
tance of putting those ideas down 
on paper and getting them out 
swiftly to company executives and 
employes. The ads also pointed out 
how Dick equipment could solve 
communication problems by stress- 
ing the benefits of modern dupli- 
cating machines.” 

The real surprise in the promo- 
tion has been the success of “The 
Care and Feeding of Ideas,” a 30- 
page giveaway booklet that was 
offered by Dick in its second For- 
tune ad. The booklet contains con- 
tributions by Dr. G. Herbert True, 
assistant professor of marketing, 
University of Notre Dame, and 
Robert Gunning, of Robert Gun- 
ning Associates, counselors in clear 
writing. The New York Times ad 
also featured the booklet. 

Dick already has distributed 
more than 10,000 booklets in the 
last five months. The company has 
received reqyests from U.S. Steel 
Corp. for 400 copies and an order 
for 800 booklets from E. R. Squibb 
& Sons, among other companies. 


® Has the ad campaign produced 
results? Mr. Marble told AA that 
Dick has received more than 500 
inquiries from the Fortune ads 
and more than 600 inquiries from 
the Times ad. He pointed out that 
250 to 300 inquiries from ads in 
business publications is excellent. 

“This is a long range campaign,” 
Mr. Marble said. “It is designed 
to inform management that the 
Dick company has a valuable serv- 
ice to offer in communications 
rather than just mechanical de- 
vices. 

“Since any business today is run 
on ideas, the transmission of busi- 
ness ideas into action, or getting 
ideas into the hands of people that 
need them is to a degree the meas- 
ure of the success or failure of a 
company,” Mr. Marble said. 

The company plans to continue 
the “ideas” campaign in Fortune 
in 1958, he said. He added that 
Dick is continuing with its product 
advertising, as it has for many 
years, in other media. + 


Petroleum Names Entwistle 
Sherwood Entwistle has been 
appointed to the new position of 
circulation promotion manager of 
Petroleum Engineer Publishing 
Corp., Dallas. Mr. Entwistle start- 
ed his publishing career with the 
Philadelphia Evening Bulletin in 
1938 and has subsequently held 


circulation executive positions with 
a number of publications. 
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Action Reports 
from Mational Advertising Agency Network 


SAN FRANCISCO 
Ore : . 


Whatever you spend for advertising, you'll get more from your budget, much more 
from an NAAN advertising agency. Here are four illustrations of NAAN RESULTS. 


_| PROVIDENCE, RHODE ISLAND 
ee : Si — 


4 


The Advertising Agency Network of RESULTS 


NAAN - PHILADELPHIA, PENNSYLVANIA 


is The Ullman Organization, Inc. Assignment: For 
a manufacturer of textile cquipment to get an 
installation story from the Pacific Coast. Result: 
NAAN Washington, Oregon affiliate researched 
excellent advertising material with photographs 
plus case history for sales use . . . all at very 
low cost! 


NAAN - PROVIDENCE, RHODE ISLAND 

is the George T. Metcalf Company. Assignment: 
For business machine manufacturer, sample branch 
office opinion on proposed business magazine adver- 
tising. Result: 12 NAAN agencies interviewed 
regional managers of business machine firm, made 
complete reports which provided basis for adver- 
tising proposal. 


NAAN- SAN FRANCISCO, CALIFORNIA 


is Garfield Advertising, Inc. Assignment: For a 
utilities company, to present evidence of ability to 
service account. Result: NAAN agencies handling 
18 public utility accounts provided samples of 
advertising, literature and techniques — the equiv- 


alent of years of experience in the public power 
field. 


NAAN- New YorK, NEW YoRK 


is Hazard Advertising Company, Inc. Assignment: 
Chemical manufacturer client requested informa- 
tion on market position of paper containing fluor- 
escent dyes used to give paper extreme whiteness. 
Result: NAAN delivered key market comprehensive 
reports direct from paper jobbers and furnished 
samples of types of paper containing these dyes 
which were being sold locally. 


Advertisers from coast-to-coast and throughout Canada are enjoying the extra 
services, the special results offered only by NAAN advertising agencies . . . 


why not your firm? 


Call or write the NAAN agency in your city or nearest you. See listing at right. 


National Aavertising Agency Network 


607 NORTH GRAND AVENUE, ST. LOUIS 3, MISSOURI wony J soy 


Serving Advertisers for 25 Years 


Address NAAN headquarters for your personal file of Case History studies. 


| CALIFORNIA _ 


The National 
Advertising Agency 
Network 


Call The NAAN 


Agency Nearest You 


for ACtion! 


Alabama: Birmingham 

Robert Luckie & Company, Inc. 
Alabama: Mobile 

Morris Timbes, Inc. 

California: Los Angeles 
Mogge-Privett, Inc. 

California: Oakland 

Ryder & Ohleyer, Inc. 

California: San Francisco 

Garfield Advertising, Inc. 

Canada: Montreal, Toronto, Edmonton 
Ronalds Advertising Agency, Ltd. 
Colorado: Denver, Colorado Springs 
Galen E. Broyles Co., Inc. 

District of Columbia: Washington 
Henry J. Kaufman & Associates 
Delaware: Wilmington 

John Gilbert Craig Advertising, Inc. 
Florida: Miami 

August Dorr Associates Advertising, Inc. 
Iinois: Chicago 

Robertson, Buckley & Gotsch, Inc. 
Illinois: Peoria 

Mace Advertising Agency, Inc. 
Indiana: Fort Wa 

Louis E. Wade, Inc. 

Indiana: Indianapolis 

Caldwell, Larkin & Sidener-Van Riper, Inc. 
lowa: Cedar Rapids, Des Moines 
Ambro Advertising Agency 
Kentucky: Louisville 

The Mullican Company, Inc. 
Lovisiana: New Orleans 

Whitlock, Swigart & Evans, Inc. 

M ‘A esc. Race, 

The Reingold Company, Inc. 
Michigan: Grand Rapids 

Webber Advertising Agency 
Missouri: Kansas City 

Carter Advertising Agency, Inc. 
Missouri: St. Lovis 

French and Shields, Inc. 

Nebraska: Lincoln 

Galen E. Broyles Co., Inc. 

New York: New York 

Hazard Advertising Company, Inc. 
New York: Syracuse 

Flack Advertising Agency, Inc. 
Ohio: Cleveland 

Carr Liggett Advertising, Inc. 

Ohio: Marion 

Howard Swink Advertising Agency, Inc. 
Oregon: Portland 

Cole & Weber, Inc. 

Pennsylvania: Philadelphia 

The Ullman Organization, Inc. 
Rhode Island: Providence 

George T. Metcalf Company 

South Carolina: Greenville 
Henderson Advertising Agency, Inc. 


M i 


Merrill Kremer, Inc. 

Tennessee: Nashville 

Doyne Advertising Agency, Inc. 
Texas: El Paso 

White & Shuford Advertising 


Texas: Dallas, Fort Worth 
Evans & Associates 


Washington: Seattle, Tacoma 
Cole & Weber, Inc. 


Wisconsin: Milwaukee 
Hoffman & York, Inc. 


National Advertising 
Agency Network 


607 NORTH GRAND AVE. 
ST. LOUIS 3, MISSOURI 


Serving Advertisers for 25 Years 


ee te Sie, ee ie ee ee ee a Pe ae ae ge i a “yp fom, : Ma gece recta 
~~ , <a bes sneaks cate A cans «aarti PP ce 7 ine _ tans a 3a nes "ae eee iy 1 ier! fee ore Sak = ee Be. ae Cie ts Pie aoe Toe ees: Cite ot 
“a oa Ce eee ee Bt: : nae 2S oT Se eee a a. 2 ee 5 gaat pee. ee Re aa eg Rd ie eee oe Pie tele ‘ le ¥ a 
“ool, ts eer Rees al ee ee jc es ae eee ees ie “See A aaa a ns: hk ie me a. = eter ie | os a eet el ees eA gees : ra ye 
ier a m yee ease ee genie ah.. me” a te ee a Angee oe eet 1 Cee ee es ee ae cies oe eae bet eae ee So a eae Pies er! aie : ‘ Sart nee 
emerson ea feet ae at aa Se ee eee Se ea ee Ta ee papier Sd igi oe, os ea ee ee) a MoS ee ae ‘ea 
eae ee eee naa we eck: . Cen Ce sees a a a Bo are Peer ohn ee ee Pet Sa : ee err ee ‘" ee 
pea ae ee a pie ’ ©! Cee ee ties ee = Ce ik nee bates De : eee SR es oy Sey ec g . ey 
ral 
. q " 4, 
_ er < ooee 
tii Lat aaa L L\ » 
at Rp. 144) \/ q Ali ae ey \ 0. Ve 
* E 4 ys" ~ x rs 4 as ~ : * > , 
a : ' ag" Oe ae , ras din a d § ! , "4 ee 
a ety 5. : hr Pee ak : a.) ~ d y ae = ; ; XY 
rt Pe ans? Giiee Teeass ES 
F b> 3 = , er ta aa? — “8 ae Fe. a | Z . ~~. # 
a : Rik <n EE: a Prag oo pas : Zz 7S ley, | . om — ae “ : ae 
" | So ‘ee ae > ne 7 er “2. y oe oe one 
eh eo a is es ey t : 4 er: eee ‘a @ i } j = is a ate. A % 2 Re ah 
et eee ee } tq Nips / SS A) RS gene ee . rs 
7 Se ele) 5 iii cag eee ‘ Ping 8? » aig me ro 1 te | Nee = ai aang © soa Bead oe 4 i ay 
z - 1 Bek Mr 9 nh abies 4 | 5 int 7) ‘ ‘ : . ~ ue a e > ™ Sa UR els = ee . tetas 
2 i igs : re a % ads ume a ee { ar. <_< " <> 2 MESS wey 1 Bee BO, Me: bi 
oa a a7 ~ BRM i ina et | 2 Tae ; m4 / ie aly, ee : ee ma * Re -L oe - =. yo ee 
i es oe 4 fe Bi eek gr, ee Re he ve eo we ~ 4 i ¥. ae ie. eS. Bi ries al be a ah 
4 en mel 4 i g° Saran ie : : / of B “> Sade. No ae eee oe 
7 7 — N Pi eer - ; — « j P ' ; LR. ee en aie 
ty ‘ pe Ege es ‘) } ra — ) _— Pe ovine om eg & ee. ve 
a ” few ' Baas: vc fg Mf 4 Que eg BL Py al x aie st 
a ’ « P 4 , - 7 is a “a 7 2 ~ ‘ ms H : =) % oe eae Sree mo 
ol age > sy i or — a’ . Re: CNET io ee ‘ \my ot ~y ¥ AT rp . » mic 
pie : a E 7 a le j 
5 “~*% ee P at > a . a R a ) 4 ‘s : ley ee we weet | | dl * - 
F Neqsame 6 ae , a r. Va i mm (tS Memes co 
ae . ae ? , = i ' . a 7 ' ' f - 
yh \ a pina? -— Be Be f +s . a ; = * / fi | Tt) ‘ 
age Mm a Z. a <a te 4s : KY 
ee . =—_ = Pat, j , : ‘, ns ee Me ie 
a aa - ES j ‘7 Cen, Uke hh 2 (eae te - 
Pie ua tt 5 meal ade Bs ey ba - Na , ttf " (0 ee! hoe “44 ie 
ae ARAN % “ae .* gee) ; . fe if ps Sele y BAS yi - an 
vee ‘ Bi 1 WW 8 v ka ae a. eu Ad \ P \ te 2 aoe - Bia ot by \ Seb, % eet Le wi. div 
re ef ‘ : se ee a . hin,  * —— ie ae “e : oo ree ai 
Es . = a a 4 — il sg - a Te Bs fe ote ee ae ‘ e i af *. ri < 5 ee a “piles dove . a » by 
~ ea y oe  — 64  . go a - sax Be ; emma 
pe. hey ‘ : : ais ee : . ae ( : a cal ‘ 
pil Sa uso Me + Fx a - d — ; on iene 7 : 
~ eT Oe gor ja a = i / . ae : 
aa gC er s Ry i “% ee: on eee — i ee ee 
aes, a Y a“ M; agin” i ae : eis FL Z Finn mS ~ : e Bye <ie 
e. ae pbhieaies,, © , RS ae aie 9 E oe < sd a (| oye es a * 
Bi an Pots |p $-)" eee an Le a se so . Mts oe 
poe a i, Sei oes: >I : a ee tae : i ' ia ee a 
: ae SE. by pas = waned ANI A yee CS ra | ; ee 
Pee ily, fo aaa a Sy ne 4 YL : f oe mt poate ene ee 8 ut 4: 
2 PHILADELPHIA, PENNSYLVANIA Fog es Z ve = 
rare +e tL ac hey maa 4 pene ; . . oe 
ee ’ “ ‘ . q | nr 
tee ie 
Bt e 
Big eae 
z z | 
_ Ar 
a | i 
a 
ren | ‘ 
; 4 ee a 
gq —o 3 $ 4 J see an 
ies SPs 3 } rae a ns? fe _ gait Ms ; ~ 
Foes ad - i . : —_— : ee a os : ry) 
a J Se es ~~ ‘ emma & eee ag > as A 0 4 —= & ne 
el 9 ca ’ : i - — Me! 
: ae { er ‘ ¢ i ee aati ’ Peo 
Re " ‘ : : ae és et 
a, 2 F ae ae Pie, i 
it ; : le rs om —_—- ae Be ape 
- gi% .. : : - 4 : pe ; ‘toni iy 
ike : Na : ey. 12, a ee eS! Pe ae as -* ” w % bal * 4 : 
paeass ~~ ie a ee we ee NE a _—_ 
“age 3 ae * Y yp eS ee, : eo. = Sana aes 
Wis ones . " ee Oe Saree 5g a, ae 
ae ve « oe a pie eee <  o ry = cs 
ine : 7 an - i? e aoe ee oe oo fs PM in a _ if ele 
Ny . 2. ae , : F ale ey a mi a a “& 23 es io Ute 
“ae } . ae : ee | ui a, ped ee ee a : # ack Me 1 M4 a eS 
ie _ —— | a \ 4 go oe F ame “a 
ve a a: a oe 1) Sam eon Coaee es Mee Sa. | Jee Sa : Ds ae 
ane 4 <0 $2 "tiie : ae one! a “3 : ‘ : 5 epee un “RE eet ee 
et, * e, Pe Ry us ae Bree =. abe i Pig F d ist é Z _#F a wing Seize, atx Wht 
Oe )\\ os Mu Me a Bearer tes cee aire " a) ee? =. eee Sie, co a 
. pin? ager ee la ne a § Ras 7 " : s ie fon ee oe a ———— .&§ 
i . ye cpt: > nl | es ne. “= cul A = n= Ts ligase 
ee x o : ¢ fj Sie a i f os al a S , - F “ d De >) et . t hie 3 
“eae rm F ‘ os it ae ~~ iT oe: 
ee oN ’ . a: ae . a ~ ty a 
on 5 a ~ . ae, ae - es. Te “ee i ee ‘ apes . i 
ow Pas 5a 0) _ a ‘ er * ae ae tee ay ist : Tee ah was os 
TER ae i A e i a ie Aiea , ee Ye “we 
en TSO aee Aa aig ifs aren ¢ “hice ’ ie oe , : ie _ , ; 
i gl My mE bid it ; ee . oy af mn 7 i. in ag aide 
‘ . - — se s ule Neiman ed a 3 ei : Pilg 7 ™ " a 
, Qo. a ee oes oe Ot UM ; Boe sie, eal tie —_ a Pa 
oe Seg ie SPS eas. Fe a eee card eg ane, . etna. CO aa 
le. SBOE Sahay te team 7 ’ ee ae Sea we ae” re f i ono ce * Fe os, : = 
a) * ee y s ae ah ‘ ~ : me ‘ * — é 4. 
ees ‘ ye i & se = : cu 
om a : Se kg | _ te 
Pe Fi ; Pe >: 
se eoihey 
ogg ie 
i : BS 
en me 
Tighe 4 eas 
be | “en, 
a eee . 
: gi 
3 | 
5 eee 
aay. 
eit 
ee | 
es 
i: | : 
Shes 
oe “= 
nee ae 
ae | ee 
e i mE: 
me. oat 
a x 
= l — 
ease 5 : 
ds 
Ae | if ’ 
. | Pp 
. | ‘pd 
fool. 
| a 
o. 
i 7. | ae 
be, ’ | —_ 
ae ‘ diy es 
wr 38 . ‘ aioe ae a eta gO a ‘i B hie Eig 7 i cae aaa ites 8 Ae Pe My as icra eae Suny Sain 
by ; s a ih ac eS el ali ets oc "a ee SERA VE Ae Mn Ee tg iy 
ae bo pe : ee Si ac uma aa ge (i 1) eg =e ee ae, Mir Br: na eee ip Mo Maa eet ete et Oe . 
Pee : ean ittenh. RUE ose al A alata: "thot eat 2.0 eee Ailad tm ee Sey ee eee eae ey oan a oe pee sae: a Ue Eo Fo ee er 5 a, Mt omnes) BT as 
Ge ae Re 2 ee Ce RE rig a oe ee ee Yl Bet cha oa ne omeNay a oie Se oe 
i a os ae ite a eo : eae ; A wih ge oe : = ea i, atte pee, ee see re ge Se SS yr eS ian | erie ie ot ees Pleas der iecine eens 
at Tp ee ee pain Ss CS Fee ee nt a ee ene eee De <P y Sakae Ubi owned Lc ea ee ee ek aes Ta IN ea I 
jig ‘ & aan ee ret aoe, sr nage ae ee A Ce Pudge see ats, eeNe nr rt ee tee ey So hy eager AEE EO sen. TMS 
+ A. ee ree espe ai epsele tS rates As Set co eS ete SS - 
oa Ran ee a A el ee 


Advertising Age, November 18, 1957 


ine Pamapetes Two i 
PONTIAC, MICHIGAN . . . FIRST in Sales per Household! Phaose ym nag my nergy Form 


tion director for the radio and 


Fe 4 television division of Triangle Pub- 
among 10 top cities of Michigan lications Inc., Philadelphia, and 
SALES PER HOUSEHOLD AVERAGES Donn E. Winther has been named 
to the new post of assistant pro- 
$7 577 © EC Pete. an sa ey elas motion director. Mr. Chernin, for- 
td fees Re 2c 9 Gee ye. — 7 merly promotion supervisor of 
es, Se "1 Triangle’s headquarters promotion 
; 1 A ieées 1,165 484 ; . 
( 95% above the a Shehte 736 238 2 department, also assumes direction 
Home Furnishings 215 of the company’s audience promo- 
aah 1,245 , we a se 
U.S. Average illo” _ ie 4 pm tion and merchandising activities, 
(Source: 7/1/57 SRDS markets estimates) replacing Joe Zimmermann, who 
he 
The Pontiac Retail Trading Area, population 293,801, includes the major io iteneiee WEE Rp come 
portion of Oakland County, second largest in Michigan. Here the Pontiac | Lancaster Mr. Winth : ith 
Press gives adequate and highly exclusive coverage for carrier surveys ‘WNBF Bi h: a 
show 74% of Press homes take no other daily paper and 88% no other » Binghamton, N.Y. 


evening newspaper. 


Adler Resigns Plywood Institute 
William Hart Adler Inc., Chica- 
go, has resigned the advertising 


—“Signifi t sales in- 

account of the Harwood Plywood LSRARY— Significan 
NET PAID 58,193 PONTIAC + MICHIGAN Inatitute beenuse at retantiny woot lereases” were brought by I. B. 
tabs BF Sa ciat mewersate 7 ; Seb itn Be ees one os — flicting interests with Aetna Steel | Kleinert Co.’s new book-packaged 


Products Corp., New York, ac-|fancy baby pants, the company 
quired several months ago. says. Alan Berni & Associates, New 
York, is the designer. 


Auto Finance Men 
Predict Ample Credit 
for Consumers in ‘58 


WASHINGTON, Nov. i12—Officials 
of automobile finance companies 
who met here this week expressed 
confidence that ample consumer 
credit will be available in 1958 to 
support the sale of any number of 
cars that the automobile industry 
is able to sell. 

Credit men attending the con- 
vention of American Finance Con- 
ference said the cost of automobile 
loans may have to increase slightly 
because of higher interest rates. 
However, they revealed that their 
profits in 1957 have been running 
ahead of 1956, and that they will 
be in a position to absorb some of 
the increased financing costs if 
necessary. 

Spokesmen for the National Au- 
tomobile Dealers Assn. complained 
that manufacturers are still giving 
franchises to big-volume cut-rate 
dealers, who sometimes engage in 
questionable promotion methods. 

Byron J. Nichols, vp and general 
manager of marketing for Chrys- 
ler, said a massive upgrading 
seems to be under way in the auto 
market, with so-called low-price 
cars moving into the medium price 
range as buyers demand premium 
features and extras. # 


Pint-size ads (this small) get healthy returns in N.E.D. King Seeley Purchases 


Queen Products Inc. 


: . King-Seeley Corp., Ann Arbor, 
Not because of N.E.D.’s broad coverage of over 80,000 readers (not Mich, has completed serrange- 
counting pass-along) in over 43,800 industrial plants. Not even ments for the purchase of Queen 

: : . , : : Products Inc., Albert Lea, Minn., 
because its readers are industry $ most active buying group... the \astd the aeotelated commpeny, Albert 
production, operating, maintenance, engineering and purchasing Lea Building Corp. The purchase 
executives who make the buying decisions in these plants. But price was not disclosed. 

: ‘ee . ‘ ; King-Seeley manufactures 
maini, because N.E.D. is what it is. . . an industrial product buying speedometers, gauges, instrument 
guide, specifically designed to make it easier for industrial buying panels and other equipment for the 
infl b N d 98 f 100 read " : automotive industry, and also 
influences to buy. No wonder . . . 98 out of every 100 readers inquire power tools, domestic fans and 
about the products or services in N.E.D. . . . N.E.D.-produced electrical control devices. Queen 
: «as . produces ice-making machines, 
inquiries, when followed up by salesmen, produce 440% more sales | Ritehind dnd Geleesiie. cuuie- 
than cold calls . . . that more than one of every three readers say ‘ment, camping equipment consist- 
N.E.D. is their “primary source” of product news. Get all the facts. wre Sas gee ye a po — 

anterns and stoves and oil an 
Ask for our new booklet ‘How to Get Industrial Buying ACTION gas heaters for domestic space 
for “4c per Contact.” heating. 


H&] Resigns Convair 

A | PENTON | Publication, Penton Bidg., Cleveland 13, Ohio Hixson & Jorgenson has re- 
signed as the agency for recruit- 
ment advertising for the Convair 


division of General Dynamics 
GD Corp., San Diego, effective Nov. 


os 15. The account, which billed more 
MENT than $1,000,000 last December 
BPA when Hixson & Jorgensen obtained 

GEST it, now is almost inactive due to 

economy cuts. Convair will place 


its own recruitment ads directly in 
the future. Buchanan & Co. con- 


tinues as Convair’s agency for 
NOW OVER 80,000 COPIES (Total Distribution) IN OVER 43,800 INDUSTRIAL PLANTS product and institutional advertis- 
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One of a series of comments on Metropolitan Oakland as 
a market by Pacific Coast advertising agency executives. 


Among the major responsibilities of marketing men 
are evaluating current markets and watching factors 
that will affect the markets of the future. Even as a 
newcomer to this area, I find it easy to discharge these 
responsibilities as far as the Metropolitan Oakland 
(Alameda County) market is concerned. It is already 
Northern California’s largest population center and 
the sales leader in six major retail classifications. Its 
accelerated future development is easy to forecast. 


Yes, it is important to recognize 
Metropolitan Oakland's 
commanding size as a 

market. It is equally important 
to remember this fact: 


ONLY THE 


Aa 
j xr Seip » 


~~ 


Tribune 


Daily 208,852 

Sunday 235,354 

ABC Publisher’s Statement 
March 31, 1957 


National Representatives: 
Cresmer & Woodward, Inc. 


Member Metro Sunday 
Comics Network 


COVERS METROPOLITAN OAKLAND* 


*65% of the more than 250,000 families in Metropolitan 
Oakland (Alameda County) are Tribune subscribers. 


In its grade schools there are now more than 166,000 
future customers—66,000 more than in any other 
Northern California community. Its adult population 
is increasing steadily. At present, approximately 
1,000 new families move into Metropolitan Oakland 
each month. 


JERRY COWEN, Senior Vice President 
and General Manager 
CUNNINGHAM & WALSH, San Francisco 


hike ooo, aerate Tek Tin ee io ae) Tae a ee =~ See Ce Sg ee ee ee | ees ae - ey ae A = Se Pm RI deeees amare, “: ee 
eer ee ch. ee nt oe meee . i Sie ee me en ae SO) fu 
ee eee ld a eee re ee no = led ei on eae es ee eT gs Ae Set ee ee 

7 7 eae “a Shae ‘ =) Dl posit =. a pica Liat REN NN i Fee ag Rg gy oe el a re Bede. opel vere ae ep an sal MG Pre MiP ae ol in Qn 
oo, gc LE FP oe eet Se tae, ee. re » ; eer ye * a S " as Pee. yen BY. Base Se eerig 3 on ita Sel . aren : sl a 
Sas eee eo Sy ie Ss eae ak... Cea ep ck ee ee oad SPOR KE a tales ke hc Pe eee * ce ee. a aa Re cate Os Space pre stae “i 
iin AR Se gaoge 3 been i Bag ese. of 2 | Ne a Ps | eer aes eg Rg GE | a ee MCI | ” Sot ae =m eo ee eee ee aes ee : ee 
aiaoae << ee pias, pane He ce a oa a” eee ee ater: ‘a ce PE ss rag ee ee ay : eye gh < Te Bes 5 ae re ets a Pee i aig Rear at oe: ae 
DR i a eS a ae Te ae ca ee ie rg ee 

etc ane hae ec co eee ae. Bh NN eich) 2 a eames ee Mage ae, ae sai, Se Se fe ak ae Mie el pe ile ago ageneais ier ae Ne ee ee he 
earn ree meee : (eee. = ey ee ene eS Te Ps es oe é : So ae eg ee eee ds eee eee ee 
he oe een ere, eee ee ee alee Per biog oa ee ee a, Ae ke sae +: ; Be aig es De eo eta cas aie De AP et, es ee ee EL Seema t YS 
a hg ee oe ; ret) Oe ' we ; boas fice 3/4 lca ioe > eee (rte bee eas deg = na ll a ve ae ies ee ite aoe ere De 2 ere pa ae es 
os Saag a : ee as Rig ie ae! Pata Ee aban Perey ae a aad ts ; ee : See, a Aid : ~ > z : oa. s 

Se: e : ; . ‘4 ; ; ‘ is eae 
a ce 

t . 

: 

o Se nS . 

= Beery ree Pec: + 
ah |. i mie Sain has ae ° 
ex — " raed ¥ 
i, Rie “ . Pee >, sb i 
= Bong a4 . 2 4 rn he SA aes 
oe ai fy ae ‘eS tel 

o q inant : aes 

fi a y oe 

mx 2 cae a . [Sig 
‘ acne oa ae 
. eo “4 ‘ ‘ 

: _ (ie 
a oe ee * b y ee 

Fin a" P ’ a F va 
‘fi is Pe 3) Peg aN oe 
i Pe — ae in ri? 
‘ 3 : ~ | : 

_ 7 E r " 
- e ai aay 
iy e. 4 ~ cai 
: - : ¥ a P Hm 
ee * a at 
ae i . i 
Th ’ ae ee i” ~ 

al - i t ¢ 
S2 4 a * _— 3 : 

5 3 . a ia * 

. ee = ve : 
- | ‘ Dict “i . " i : 
A > am ; ss ; 
, aN St. iJ i 
: —— ’ = ee * ee, 

a ae a , er = 
ae } : em ate ae iin < me Ty : nie 

ee 1 Pe Nera Pega: ae i ie eee : ‘% “iy rea a ee 

: f é elim. m5 nee See BM gt: ae to et ke “4 igo eae: er a se 
i ee a gta os re . ee ‘ ‘a - Nee ek aa ae 
Se “Seep iy erent, Sas i 2 pe . 4 
" tees Pope oe Was Gee aie ie rae eee a Beis Re. 2 Bh ie” aa... 
“eu es Sieg a ee rine {2 eee eyo eS | P a oe “s : : 
ei ee a fae a ee ae Re : , 4 . oe : 
aie : i a. ee i . — 

7 : MIE Se Rl ue 3" os Rete as Psy car dy | , igs — ee - a m 7 ite 
Bag f , : MY or ee bse ae FE MRE Te es OAD th rc | G J = ee oie 
ay | RN eee me te or: eee ae a eo . eee ” eas 
om f a eee te se Pe wes eS ‘he . ‘ Sei ‘ 

} Oi, va 7 al 2 ‘ a on " ee + 7 * edits r si 
‘ ee : ss 2 ae oe he ee ee on 
&”, eh SS OW is ee ig 7 vi ze | é 
a: oe ate a e ‘ 
a7 ~~ @* “_% a satiate - : 
. o> %, > ey " ‘ oda 2 oa 
7 }& eo” é Ey E Gh die a x 4 ’ P : 

Ai iZ " . 4 soa i . 
oe ¢ & @qe® eee te aac i a sitet nit Bh ee i ial i. ~ o ee & on 
one. e% ane y re Babe i oe ea asi ea emda : ae ae et - 2 . vrei . -_ 
ae | © a \y — eae a Fn ee a ee Be a pnd pee =. he en Nii i " 

eS ek ee ek SEs we Sate oe 78 ogi ihe : st — “ af) ; f y ‘ cig 
: Ae PE ae ce Bo as ei a RM sak Peas re 2 - cae os in 

a e* ee eo ee a ° oS c ee a Pees 

zs { ’ — wee a > i ey _ . a ce ile sa ae 
rar ae 1) “ ‘ - ee) Se e q bi ion tree . agit F ‘Ely . 

: f & * RE xed, og Re — un s. ac pr Re we i 
“— st" 28 ee s ‘s,s: a 
J f % 3% ae og oe ee Pe Pe : _ a “ <= i Be ; 
Ms a® a4 [a care i on Ris = A = ie ec ee & é 
nd { } % ¢ 5 2 il so eae ST Gaerne joe ees ie pag 2 7 od ‘ t, oe a one . 
“fe ve = ps ahah ? i ac rere ieee eas im 5 Peas Hy) La ea ty fe : ‘ ‘ 

of ) > . ¥ i a Se eee ; Pee Es cies See eae Bre a “—_ PI! a ; : ae ees Ga S , 

— * oh ee tee BE oe en E te feo a ee "Ss ee ee ; 
ae : ee® a a aa , i io a Sg eas 5 etre Dare ata ing. 2 Ae gaa eee 
ei a ‘. RM Seer iam i. ooo Z isk pet Soest oes + a vases We Aki Sid oY erie ee ee! “ee a a ee } 

tet jaan % , — =< Sad See eae BR bap atin ih Nac ; eee ee. ph ae ‘ eee , ee Mg - Sa ° 
Dy, # & «ai slot asap sp ap aaa ae Seine. «Sica ieee ae amp Ae eo See give meee cr Br eet Seas = 
oT v & ao nn De ae cu onet hia. aaa bat ie Samara et: ce Ree SEE Sc ta Bo Sn a are ee: ioe ae oe a. Las pb ie se aad 
P<. a GATES ae ees eee ag eel aye «! Se aia. Se nies hee eats NRE i Ces ile a ge. kee i, ye a ea =a Ser 

: & bad ef hoe me Ho (Renae Bis Sava ee Pee ernie aie entry ee ee : : ie 1 ia, Te eee = A Perey « 
wa . ; Bh ey iy a ao ME RR 2p ia a en ces Rage eager ey een Fee) 7 eae ae ia “ae > eee Gre iat <P ur. 5 anes 
chen ™ 26 ¢ ae kon yee ee ee = a Ne ee Si 7 oes ee 1 ee em oe = <5 Se cGhigs <> SIU 

Sa —~ PRIM Pooh caso eT tod ae a : a I 2 aS a OT aa ReMi Be ek a” 6) i a a “he . 

Peck ; im pk GOR ideas Sy IA Pee cs pe ade i nok net Sy ile a ci mR Ee i oe a eo a ie dba | ee Reerere Emr eR tg AO Seti “IN ‘igs . ‘ 

sei ; ~~? =e ae ee Weer ee gS ee ae) re is , es bi 85 so peels re gee , f feu. 

: See # ~ Wieme geeeae us Sana es Hat shy hie RR ana ase > pe ee 2 ae esa ky a Co |. eee fl ge ee aa d ce a 
: a A 5 « ae 2 3 oa ra (oor feed Se sa as ae =) ee Sg 2 aul eee ae we - ee 5 i ae % ee pe. | ee P £ St — Sei oe ee — 
rs i a Re ee ren a ee ae ee ! “-— suas tie, Kee oie et Ae 2s BS 4 esis) ier be nd - o 2 
: oh ® ee ; 2 ls guess yk tel a. : pect t wt, Sms = inn z : : : le 5a as * 
sip : Pe ee” eke) nn : ass 
. : j go") Ge goge patente et gneaabEy oe ; ae Se +6 ay Cpe te oe mie —— lc (kl aoe es Si RRR iy ac oe ne 
ral ae a cy pein cee cael a ee ee ee Riper EAS YS ae er baa ey |, ea Biss ee 

fou i : os Ba er GR RM ORCS: Cine SEN 6 Ae eA aa Marg Eee Se es: kes Swe e- . - Pidedlens Fede 

ft ec Gae il i » ee See ye sl +o ava bared Ss Reece", ee ‘2 ms cea ah - a eee ome ae Sea Ro He aa ait Ate i Mf oh 
es ¢ 7 y — "aa RM o, Vibe Bs a) a eat ‘s Ta Ty ae oa a = raha hen cet’ eas Ve OE. “SRR ee oe 4 iets. a es Oe jee. 
Cs ats al i ie De * ‘eee oii iad artis eee aa ee nn? hn ee i a ih hee Eto 8 ~ tog ce a a eS oy aa SE be ve 
€ y _ . . a r 
Z ‘ : ‘ $y 
oe ee 

a aa 
Sa a 
BP i 
» ole oN, 
: ht Mie 
pair Ag 

Fig rant ie 
<— Bact 
ae sa 
gf this 
ee 

oo By 
* i 7) 

Fo-5 on 

+3 tor 
3 ; NSO: 2 ba 
rie i Se eee pan 4 - ee 

5 ae Mah ht A, ila Miele: a 
sala ! re a oF 
— es eG cea st 

zy Ce Sl ma 

ee a ii 4 a 

# pea : st 7 Mint 

Bhs x 3 ea iat. . ae “es ay ae Py 
a A SCS OS eae ee ats 

= be ~ ; Zee : a ee 
eet. i eb j ¢ yay A ha? 
: a a ; { ap ey ae 

pe { ‘a a » j + 0 SR ie ae he aks 

ed ay ‘ Abs pee y ; = 

‘ Le ar " = — ’ 7 Lyte 3 =) re oe ie ; ea 
“ey Gr : cna he. eae > - fale 

r ve i : ; . a wa ae She = a nsiitl , 7 cd 
es ac i Fan 4 - : 

: 4 be 4 a = _s if ie * 

: yr ew - vta ee ssa . = 
a ee ete { ae ae, : md pe - 4, Ey 
< vs . : 
_— yp rea Ps Ts 
$ : » . Pn ‘ a . Ke 

} oe | hae ee or 

me Ai, a5 sh a r ~~ is si 

' s © an” : 

Fig ae ce: oe Oe” Toe : : a ree Le 
un eee ake eA — ha sae % % 4 Sih ae iy 4 omg ry = WY i = p _ ied 6 alla 
Des ste! sss Cie E89 gical II Boel ie cles A Share ted 4 xn Eve cel Me te Ay leak laa coterie be aa ea ie oui on tat | Se Fae he Se Severe aig Pit acuerh sf Rae paca Ti lee a SSR oS — tnt leur A ack Sy late ie Se ama 
So eee Pe ee ee ag oe eee ch i as Cy fied 9 6 Spr wei 
Cie eine a gt Ud ee aig eas 20g OS eee aeaaae bier ws eeienOey Mer Csee Gera var aya wheats ey ia ae es AES ein Se ape Saas a ee es or ies hea : Ss 
ee ee a ncaa rene ee = Ren ret ie eee ety aie ae te a eee MO EN Be ied A a ny OA nice IE Arm ce ee alee rol alata a OO en 2 eee % es,” S pee Mane ee en Ns " 
ee es peti a Cee Pi ee a eo er ee waa ao ee Pree yr ik eg 

COURS & oe RR Ree ra Ny SI Sigel Nat el ig pee SOME ree No ante a 2 Stn en ie eRe MRR Fo PN ape ne eo go ee ene sc eh en eee ee ae et eS Sag ee ST Na ae A ae pee dea lacie SOE St ae 


OTOGRAPHIC 
REVIEW 


Carter Howe Fogwell Tishler 


IN THE ACT—Company and agency executives get the feel of their 
work as they present the spring advertising program for William 
Carter Co. in Chicago. Shown are William L. Carter, vp and ad 
manager, and Bruce P. Fogwell, assistant ad manager, Carter; Rich- 
ard O. Howe, vp, and Mark Tishler (seated), account supervisor, 


Advertising Age, November 18, 1957 


McNiven Foland Foland 
AT HOME—Executives of Pacific National Advertising 
Agency are pictured at the doorway of the agency’s 
new offices—a three story building at 829 N. W. 19th 
Ave., Portland. They are Milton A. Foland, vp and 


Toitt Syring 
manager; Ruth Foland, creative director; Donald 
McNiven, account executive; Shirley Taitt, media 
director; John Semple, art director, and Richard H. 
Syring, pr director. 


Hughes Dilcher Swift 
NEW RADIO & TY GROUP—Officers of the newly-organ- 
ized Radio & Television Representatives Assn. of 
Atlanta are Charles Dilcher, John Blair & Co., pres- 
ident; Richard Hughes, Edward Petry & Co., vp, and 
Charles Coleman (not shown), Avery-Knodel. Oth- 


McDonald 


Ayers Savage Rice 

ers here are directors James S. Ayers, James S. 
Ayers Co.; Art Savage, Katz Agency, and Frank 
Rice, Harrington, Righter & Parsons; and association 
guests Lamar Swift, exec vp, S.S.S. Co., and Robert 
McDonald, account executive, McCann-Erickson. 


Batten, Barton, Durstine & Osborn, New York. 


Kaiser 
ENTREPRENEURS—Henry J. Kaiser, Michael Todd and 
Sylvester (Pat) Weaver are pioneering in the devel- 
opment of “the theater-auditorium of a new age— 
the entertainment center of tomorrow.” Shown here 


Todd Weaver 
against a background of the prototype aluminum 
dome structure, built by Kaiser Aluminum & Chem- 
ical Corp. at Waikiki Beach, the trio study an illus- 
tration of the structure, which they plan to promote. 


THREE M WINNERS—In the highway display competition conducted annually by Minnesota 
Mining & Mfg. Co., St. Paul, for outdoor signs on which Scotchlite has been used, 
designers of these four displays were the top winners of $300 each. They are Bill G. 
Moomey, Adolph Coors Co., Golden, Colo., open division; Milo Reppe, American Ad- 


SPRING WATER 


Dunagan Hufthines Clarke Purdy 

WELL-TAUGHT—Former students of one-time teacher William Purdy 
now have Mr. Purdy as a client of their agency, Clarke, Dunagan 
& Huffhines, Dallas. The agency principals—Bill Dunagan, C. C. 
Huffhines and Devane Clarke—were students seven years ago when 
Mr. Purdy was a special lecturer in the marketing department at 
the University of Texas. Mr. Purdy is now general sales manager of 
Tire Service Inc., a new organization making a device for warning 

truck operators when a tire becomes under-inflated. 


vertising Co., Sioux Falls, for King Motor Co., Sioux Falls, automotive division; Ted 
Brook, Cline Advertising Service, Boise, for Idaho Mutual Benefit Assn., Boise, fi- 
nancial division, and Jack W. Strong, Strong Advertising Co., Austin, Minn., for Miller 
Hotel, Austin, motel-hotel division. 
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Master Planned Home No. 9588 by Rudolph A. Matern, A.l.A) Practical 
Builder's Supervising Architect (to appear in February, 1956 issue) 
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MORE BUILDERS 


Who are America’s biggest consumers of building products 


MORE BUILDER BUYING POWER 


The “‘Bosses’”’ who make the buying decisions 


MORE VALUE FOR YOUR ADVERTISING DOLLAR 


86.4¢ of every dollar buys builder audience 


LOWEST RATES AND “COST PER THOUSAND” 


You get much more...at less cost 


MOST DYNAMIC EDITORIAL FORCE IN BUILDING 


Produced by the largest, most experienced editorial staff 


Practical Builder 


5 South Wabash Avenue, Chicago 3, Illinois 


Published by Industrial Publications, Inc., with the famed DSF —builder’s Data & Specifica- 
tions File, Building Supply News and other outstanding building industry publications. 
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Falstaff Buys Broadcast 
Rights to S. F. Giants Games 


Falstaff Brewing Corp. has pur- 
chased for three years the exclu- 
sive rights to breadcast home and 
road games of the new San Fran- 
cisco Giants. Agency for Falstaff 
is Dancer-Fitzgerald-Sample, San 
Francisco. The Giant games will 
be broadcast live in northern Cal- 
ifornia over KSFO, San Francisco 
radio station. Total cost of the 


Ichabod 
does 


it! 
See page 118 


package purchase, including rights 
'and air time, has been estimated 
lat $2,500,000. 

There will be no free tv show- 
ing of Giants games, inasmuch as 
Skiatron has an exclusive con- 
tract with the Giants for tv rights 
and, according to Horace Stone- 
ham, Giants president, there will 
be no other televising of the 
games. Falstaff, which has its 
headquarters in St. Louis, first be- 
gan sponsoring sports events 
| with regional network programs 
lin broadcasting games of the St. 
Louis Cardinals 15 years ago. 


WRAL-TV Names Bennett 
WRAL-TV, Raleigh, N.C., has 
appointed Bennett Advertising, Ra- 
leigh, to handle its advertising. The 
previous agency was Walter J. 
Klein Advertising, Charlotte, N.C. 


Neall Joins ‘American Home’ 

Robert W. Neall Jr., formerly 
with Batten, Barton, Durstine & 
Osborn, has been appointed to the 
sales staff of American Home, New 
York. 


“This, dear hearts. . 


shows a series of 60-second tv com- | 


entertainment capsules,’’ using 


Aiming ai the Rich 


Southwest .. . 


Don't Miss the COLORFUL 
MAGIC EMPIRE! 


A BILLION DOLLAR 


MARKET 


This is the billion-dollar 


Magic Empire, oil-rich, 


water-rich, and loaded with buying power. You 
just can’t cover the Southwest without it— 
and at the heart of this Magic Empire you'll 


find the richest pay zone of all: 


Metropolitan 


Tulsa. Here *323,500 people share an effective 
buying income of *$610,033,000. 


Are you getting your share of this billion-dollar 
market? You can, when you tell your story 
in the Tulsa World and the Tulsa Tribune— 
preferred reading of +171,897 residents of the 


fabulous Magic Empire. 


*1957 Sales 


Survey of Buying Pewer. 


+March 31, 1957, ABC Publisher’s Statement 5 


une... & 
colors. ~- 


COLOR ADVERTISING 


Ask a Branham man for copies of color ads in the World 
rib r in black and one. 
Also process and Sunday letter press magazine color 


two or three 


WORLD .Cribune 


mercials which it calls “one-minute | 


“They are done!” 


‘If Zasu or Billie Can Do It, Anybody Can’ 
Is Theme of Pillsbury’s TV Drop-in Capsules 


MINNEAPOLIS, Nov. 12—Pillsbury | such personalities as Edward Ever- 
Mills is inserting in its sponsored | ett Horton, Billie Burke and Zasu 


| Pitts. 

The three capsule series are be- 
ing used on three Pillsbury-spon- 
sored CBS-TV shows, “The Big 
Record”; “Edge of Night”; and “‘As 
the World Turns,” beginning Nov. 
14. 

Aiming to promote the Pillsbury 
fresh dough products, the company, 
and its agency, Campbell-Mithun, 
reasoned that these products are 
“convenience, easy to make, items 
for the home, so why not use well- 


appear bumbling, inept, amiable 
and fluttery when in character.” 
The purpose: To emphasize that 
Mrs. Housewife can easily prepare 
any of these fresh dough products 
if these “impractical” people can 
successfully prepare them. 


s So the agency created commer- 
cials to fit the personalities of Mr. 
Horton and Misses Burke and Pitts. 
The agency then sold these vet- 
eran Hollywoodians on doing the 
commercials, not entirely an easy 
feat, according to Campbell-Mith- 
un, since this was a new kind of 
film business for them. 
Metro-Goldwyn-Mayer was 
signed to produce the commercials, 
and turned over its biggest sound 
stage for the job, plus a full crew 
picked from its feature film staff. 
John Waters, fresh from “Don’t Go 
Near the Water,” was assigned as 
director and Merrill Pye, M-G-M 
set designer, moved in to develop 
elaborate sets. 
Customarily, 


when stars like 


known, beloved entertainers who} 


.. wonderful flavors. . 


Horton, Burke and Pitts perform 
in feature length films, they shoot 
about eight pages of dialog a 
day. For Pillsbury, it was one page 
a day. And the stars are used to 
shooting four or five-minute film 
sequences. For Pillsbury, in con- 
trast, four or five-second sequences 
were the order of the day. 

The agency also reports that 
daily rushes of the shooting were 
screened the next morning, just as 
they would have been for feature 
film productions, and everybody 
concerned—except the three prin- 
cipals—saw the rushes. 

Three commercials were com- 
pleted, covering Pillsbury’s two 
fresh dough rolls and cookies. 


s Campbell-Mithun personne! pro- 
viding creative and production 
direction included Bill Munsell, re- 
frigerated products account super- 
visor; Bob Donnelly, copy group 
supervisor; Don Blackburn, copy- 
writer; Don Grawert, tv copy su- 
pervisor; George Zimbleman, art 
director; Ernie Andrews, radio-tv 
production manager in the agency’s 
Hollywood office, and Jane Baker, 
assistant radio-tv department man- 
ager in the Hollywood office. 
And its latest appliances were 
furnished by General Electric. + 


‘Time’ Boosts DeClerque 


E. Stevens DeClerque has been 
promoted to U.S. advertising man- 
ager for the four overseas editions 
of Time. He has been with Time 
Inc. since 1949. William T. Kirk 
Jr., of the Chicago sales staff, has 
been appointed to succeed Mr. De- 
Clerque as western advertising 
manager of Time’s international 
editions. 


We call ours spotnik 


That's because with a spot cam- 
paign WBNS Radio can nick top 
sales off the $3,034,624,000.00 of 
spendable income in the rich Cen- 
tral Ohio Market. Out-of-this-world 
programming causes Pulse to give 
WBNS top rating in 315 out of 
360 quarter hours, Monday 
through Friday, 6 a.m. to midnight. 
What better way for your sales 
missile to come through! 

Ask John Blair. 


WBNS RADIO 


COLUMBUS, OHIO 
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Oft-List Selling 
of Books—Even the 
Bible—Is Spreading 


New York, Nov. 12—There’s 
one kind of discount selling that 
so far hasn’t posed much of a 
threat to regular retailers. That’s 
the mail order house that offers 
books at 25% off list price. 

It’s a difficult type of book sell- 
ing to be in, and the companies 
admit they are only a “negligible” 
segment of the book business. 

A number of companies have 
come and gone since this type of 
book discounting started about 
five years ago. Today there are 
only seven or eight in business. 
Very few stay in it fulltime, be- 
cause it’s too costly to keep up 
with the inquiries and orders. 

About five of the companies ad- 
vertise regularly in the New York 
Times, with an occasional sally 
into a few other markets across 
the country, including Chicago and 
San Francisco. One company also 
advertises from time to time in 
college publications. The ads all of- 
fer 25% off list price on all books 
“with few exceptions.” 


@ These “exceptions” include 
books sold directly by the compa- 
ny (like the “Encyclopaedia Bri- 
tannica”’), certain law books and 
books published by non-profit or- 
ganizations. “Text and scholarly 
books” are offered at 10% off. 

The ads also indicate the com- 
petition that exists. One ad offers 
“free genuine leather bookmarks 
with every purchase.” Another 
says “gift wrapping at no extra 
charge,” while a third even offers 
a “free book with every sixth 
book purchased.” 

One deterrent to buying a book 
this way, is that 20% per book is 
charged for postage and handling 
—which takes a bit of the bargain 
off the discount. 

Customers of these 25% dis- 
count houses seem to fall into two 
main groups. One small newly 
organized company reports that 
most of its orders are for “one or 
two books” and come from “out- 
of-the-way, provincial places,” 
with few coming from the big cit- 
ies.” 


s One of the oldest companies in 
the business says that most of its 
orders are for books not found in 
the average store. Their customers 
are attracted by the service of 
having the company order an un- 
usual book for them, and price is 
a secondary consideration. 

Other customers of this compa- 
ny are libraries of advertising 
agencies and corporations, which 
often buy a large number of books 
at one time. Rather than write out 
100 orders and 100 checks, they 
place one order with a mail-order 
house and let it do the rest. 

Little or no trouble with pub- 
lishers is reported. Most publish- 
ers do not object to the 25% dis- 
count—but if one does object, the 
book seller bows to his wishes. 

For the past two years, regular 
discount houses have operated 
small book departments, but their 
volume is reportedly small. 


= New York’s two big discount 
house chains—Korvette and Mas- 
ters—both carry books these days, 
at prices ranging from 25% to 
30% off list. The stores display 
only a handful of books—mainly 
best sellers and basic reference 
volumes—but they will order any 
title a customer wants, promising 
delivery within a week. 

At the Korvette store on 48th St., 
$2.95 Modern Library books are 
offered for $2.25. Best-selling nov- 
els which list for $4 can be had 
for $2.80. Children’s books are 
marked down from 60¢ to 45¢. 
Even the Bible is being discount- 
ed. 
A sign at the book counter 
warns: “No refunds or exchanges 
allowed on books.” # 
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Chambers, Wiswell Sets 
Contest to Counter Reds 


Chambers, Wiswell, Shattuck, 
Clifford & McMillan, Boston, has 
announced it will conduct an 
“American Million Ruble Sweep- 
stakes” radio contest which it says 
will be beamed toward Russia. 
The agency said the contest is de- 
signed to counteract a recent Rus- 
sian radio quiz which offered 
prizes to Americans answering 
questions on Russian history. 

Chambers, Wiswell said persons 
in Communist-dominated countries 
who correctly answer questions on 
contemporary American life will 
be awarded prizes. The agency 
said the awards will consist of 
thousands of gifts, including ma- 
jor prizes of washing machines, 
portable tv _ sets, refrigerators, 
stoves, radios and sports equip- 
ment. WRUL, short wave station 
that beams the “Voice of America” 
to Russia, has offered its facilities 
to broadcast the quiz, the agency 
says, and a panel of professors 
from Boston area universities will 
prepare the questions. 


Published by ° 


THE METHODIST PUBLISHING HOUSE 
740 RUSH STREET « CHICAGO 11, ILL. 


CONTAINER CORPORATION'S 


SHOWS AND SELLS! 


In an age of expansive claim and counter claim, 
seeing is still the most convincing inducer of 
believing. A properly displayed product of quality, 
therefore, is its own best salesman. 


Such products as textiles, meats, bakery goods, 
crackers, cookies, candies, fruits, produce and 
dairy specialties are a few of the categories 
superbly packaged to display their natural visual 
qualities, by the Flexible Packaging Division of 
Container Corporation of America. 


From its exciting variety of films, foils, and plastics, 
Container Corporation can meet your product's 
special requirements for protection and promotion. 
The real difference comes in the addition of 
Container's superior design and printing to the 
brilliant luster of flexible materials. This 
combination brings you the packaging that most 
effectively shows and se//s your product. 


FLEXIBLE PACKAGING DIVISION 
Container Corporation of America 

358 West Ontario Street, Chicago, Iliinois 
99 Park Avenue, New York, N.Y. 
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Alan McGinnis 


Heading the 125-man—and 
woman—team that comprises 
Klau-Van Pietersom-Dunlap, Mil- 
waukee, an agency which has just 
marked its 50th birthday (AA, 
Nov. 11), are two veterans of the 
advertising business, Alan R. (Pat) 
McGinnis and George J. Callos. 

Mr. McGinnis, the senior of the 
two at 60, is chairman of the 
board of Wisconsin’s largest agen- 
cy. Mr. Callos, 48, is president. 

Together they have played a big 
part in the growth of KVPD to an 
agency which is approaching the 
$10,000,000 level in billing and 
ranks No. 76 among the nation’s 
advertising agencies. 

They provide the agency, which 
in 1907 was a tiny, two-man art 
studio, with a broad business 
background characterized by em- 
phasis on two fields—agriculture 
and industry. 


® Pat McGinnis was born in 
Evansville, Ind., the son of a print- 
er who eventually became co- 
publisher of the Evansville Jour- 
nal. The son worked as a printer’s 
devil, at one time—for $3.60 per 


week. Then he swung into sports 


| editing, then general reporting. 


| Next he was “graduated” to the 


| advertising office of the Evans- 


ville Courier. 

Following his completion of 
journalism studies at Indiana 
University, he spent five years 
jin the business operations of 
| Scripps-Howard, first in Evans- 


more insight into the business side 
of publishing. That decided him 
on a career in advertising. 

Pat McGinnis entered the agen- 
cy business with the old Gribben 
& Harris shop, in St. Joseph, Mo., 
where he became copy chief. 
Later he worked for printing com- 
panies in St. Joseph and in St. 
Paul. 


® Inevitably, it seemed, Pat Mc- 
Ginnis opened his own agency. 
Started in collaboration with Fred 
Harman, an artist who was later 
to create the “Red Ryder” comics 
strip, Harman-McGinnis was es- 
tablished in St. Paul in 1929. 

The crash came a month after 
its founding, but the fledgling 
agency weathered the storm and 
went on to build a successful cli- 
entele and to amass a considerable 
volume of know-how in the agri- 
cultural advertising field. 


® In 1936, Mr. McGinnis was in- 
troduced to the late Walter F. 
Dunlap, a founder of KVPD and 
the partner principally responsi- 
ble for converting it—back in 1908 
—from an art studio to an adver- 
tising agency. A short time later 
Harman-McGinnis was merged 


with KVPD, and Mr. McGinnis 


ville, then in Cincinnati, and got| 


went about becoming a fixture in 
the Milwaukee shop. One account 
which KVPD acquired as a result 
of the merger—Standard Convey- 
or Co.—is still with KVPD. 

With his knowledge of farm ad- 
vertising, Mr. McGinnis helped 
build KVPD in that area, staffing 
the agency with men versed in 
farm writing and selling. Many of 
them were farm-born and reared, 
and some were still parttime 
farmers, who could speak from 
experience with the personnel of 
farm accounts and with their 
farmer customers. 


® Pat McGinnis became vp of the 
agency in 1941, exec vp in 1951 
and president and treasurer in 
1955. This year he became board 
chairman, succeeding Frank V. 
Birch. At the same time Mr. Cal- 
los stepped up to the presidency 
from his previous post as exec vp 
and general manager. 

Among Pat McGinnis’ contribu- 
tions to the growth of the agency 
was the adoption of the practice 
of making use of the editorial as 
well as the advertising columns of 
farm publications. 

Aware that the content of a cli- 
ent’s ad might constitute essential 
news for the publications, he es- 
tablished the practice of running 
press conferences for clients when 
this pr function seemed justified. 

For example, in 1937 he set up 
a press conference with farm edi- 
tors for Briggs & Stratton at which 
the client pointed out that al- 
though the growing availability of 
electricity to farmers might even- 
tually make the gasoline-powered 


washing machine motor obsolete, 


3 7.5 700, ALL RETAIL SALES 


... in Mississippi are made in the area where the 
CLARION LEDGER and... JACKSON DAILY NEWS 
reach from 10% to 90% of all homes” 


* 
22.5% of all sales were made where from 20% to 90% 


of homes are reached daily! 


» | A.R. (Pat) McGinnis . . You Ought toKuow « « George Callos| 


| the process of electrification had a 
long way to go, and farmers would 
do well to equip themselves with 
washing machines without wait- 
ing for electricity. 


s As sometimes happens in the 
advertising business—in which 
lsome of the outstanding accom- 
| plishments of an agency man on 
|behalf of a client have not been 
sufficient to prevent the loss of a 
client—not all of Pat McGinnis’ 
contributions have been accom- 
plished on behalf of clients still in 
the shop. In 1949, for example, he 
sold Miller Brewing Co. on the 
idea of using Lawrence Welk and 
his orchestra on a nationwide net- 
work radio show on American 
Broadcasting Co. This helped Mil- 
ler grow, but, as of January, 1950, 
the account moved to Mathisson 
& Associates. 

In another instance, Mr. McGin- 
nis developed a campaign to pro- 
mote the sale of Morton’s salt for 
farm animals. The campaign was 
built on the idea of free-choice 
feeding. It boosted sales for Mor- 
ton Salt Co., but Morton’s farm 
products have since joined the 
consumer products at Needham, 
Louis & Brorby. 


® About advertising, Pat McGin- 
nis has this to say: “Even though 
$1 in advertising might bring back 
$2, it remains a poor job if that 
same dollar could have been spent 
to bring back $3, $4 or $5.” 

He believes that an agency to- 
day must offer a well-rounded 
service to clients—top quality ad- 
vertising, creative talent, mer- 
chandising, public relations and 
research, plus a thorough under- 
standing of all phases of market- 
ing. 

While helping to build the agen- 
cy into a rounded advertising, mar- 
keting and public relations service 
has claimed a major portion of his 
time, Mr. McGinnis has shouldered 
civic duties, too. 

He has taken part in promotion 
of mental health and muscular 
dystrophy fund-raising campaigns 
and has been active in Boy Scouts 
and Rotary. He is a past governor 
of the central council of the Amer- 
ican Assn. of Advertising Agencies. 

For relaxation at home he plays 
a Hammond organ. That is a 
throwback to his college days 
when he was leader of a band 
(Hoagy Carmichael was the piano 
player). 

He and his wife live in suburban 
River Hills. 


s George Callos, a native Milwau- 
keean, attended the University of 
Wisconsin and joined Allis-Chal- 
mers Mfg. Co. in 1936 as a copy- 
writer in the ad department. 

It took him only two years to be- 
come, at 26, head of A-C’s adver- 
tising and public relations. 

Pr always played an important 
role in his thinking, and he started 
A-C’s first community and mass 
publication department. 


Mr. Callos felt very strongly 
about the fact that up to that time 
|Allis-Chalmers always had to be 
identified in stories as “a large 


” 


pany.” He saw a need for some 
program to bring enough national 
iprestige to the company name so 
that it would stand on its own 
| without a qualifying phrase. 
| 
i. One of the first things he did 
jafter being named to head the de- 
|}partment was to go to New York 
and engage the services of a 
inew agency—the old Stirling 
Getchell organization—whose 
| work for Plymouth he admired. 
He used the big headline tech- 
|nique for the first time in ads in 
ithe general machinery field and 
| also introduced concentration of 
| advertising—then new to that field 
|—in which A-C used the top mag- 
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azine in each field, cutting the list 
of publications from hundreds to 
some 30 key trade books, in which 
A-C ran 6, 8 and 10-page units. 
A-C also became one of the first 
advertisers in the general machin- 
ery field to use Life, Newsweek 
and The Saturday Evening Post. 


@ Seeking to build A-C’s prestige 
on a national basis, one of Mr. 
Callos’ contributions was to buy 
the Boston Symphony and Boston 
Pops Orchestras on national net- 
work time. 

The move proved to be so suc- 
cessful that the show was carried 
for four years. He convinced some 
of the more reluctant officials in 
the A-C farm machinery division 
that the show was a favorite with 
farm and urban dwellers alike. 

Also while he was at A-C, he 
pushed creation of the publication, 
“Electrical Review,” an external 
technical house organ, which still 
goes to the public utility industry. 


® In 1945, Mr. Callos turned down 
several offers from New York 
agencies to join KVPD, after sev- 
eral meetings with Pat McGinnis. 
Mr. McGinnis convinced Mr. Cal- 
los, then 36, that he had a great 
future with the agency—a predic- 
tion confirmed by their one-two 
positions in it now. 

Although his background at A-C 
was mainly industrial, Mr. Callos 
has personally handled many con- 
sumer accounts and, because the 
agency has much farm business, 
has also counseled on them. 

When he came to the agency he 
resolved that just because of its lo- 
cation, there was no reason why it 
could not build an operation that 
offered services equal to those of 
any New York or Chicago agency. 

As president, Mr. Callos heads 
a three-man creative board com- 
posed of Joseph Stodola, copy 
chief, and Spencer Franc, art di- 
rector. Through the hands of this 
board pass all creative policy mat- 
ters in connection with all of the 
55 accounts served by the agency. 


® A tendency to move toward an 
operation in which account men 
were writing copy, and other ex- 
amples of non-specialization were 
cutting into efficiency of operation, 
had been arrested in the agricul- 
tural work of the agency by Mr. 
McGinnis. 

Largely under the leadership of 
Mr. Callos, the same degree of 
specialization has been adopted 


Milwaukee manufacturing com- | 


throughout the operations of the 
agency. A vp now heads each of its 
divisions, and a 19-man copy de- 
partment serves all divisions. 

The specialization extends to the 
heads of the agency, with Mr. Mc- 
Ginnis concentrating on finance 
and organization, Mr. Callos on 
creativity and client contact. 


# George Callos is a devotee of 
symphonic music and hi-fi and 
also a sports fan (the Braves, of 
course, and also the University 
Wisconsin in football season). 

He was active in efforts to cre- 
ate Milwaukee’s War Memorial 
Center, part of which has opened. 

He has just completed a new 
|home, where he can relax from 
|his advertising pressures. He lives 
| with his wife and daughter, Steph- 
anie, in suburban Mequon. # 


al 


ees: 


WR 


meee Na 


* “tee © lot" Sabet i 7 ts) Se ee. Ne Pia > 
ee a hee ee = cea 2 ene ‘ ie eer Re ea ee Sys ie nie a i | SNe ge Pe” age ec a | Ve raat 
eg eee aka. geen a a. IE ec Re a a oak | hh aarp Rye ee Scars Sh oe ce Se arene fens” Sa Rid ee 
ociat 5 eee 8 eae. eae Wai gs DORR TRS 5c ane Pree a Sse ese; a. eitcgiogs eee eee! ree eh 5 eee olan Sa 

Bai oy polis or ra a = a: ne Pe = phe So hy oie i ae ue St, eT nt le aes oS eee | oF aie a ea flee ea F = | ia at Peas as Se es 
ce Ge ey mS 2 (REN eae Res hai oie aa a Me ee i dS RM A Os ae Be mee go eee ges 
tee ee SN ee =. lbesinteails ican=. Ss at ee yy ae else scrinst— : : pes Sr ie aie Gains oe er eye ies Sto ty. eae ae a . 

pip Sone Fo Ae eee jen. | <2 eae ae SE a ai jy Ae (oo) 0 2 a a ER > << SAM Rie Bert cae ‘ mae ae aia Bee RS re 

* — ee ar. ae agai Bo as $ CUS Oe se Ga mee ke i. oe aia ree “ee ier eS | ae Bice oa Be Ae ae oe Sli eae 

Ce a eae ae e eer Cl ee ee : : i eda 2 a ek eee Pieter 2.) SNR Ne Sal sega gi ne a eit t 0k a alameda 

gee ; Yee #5. ¥- tye Fieuas 4 glee es “ sa A tae ae Sc ais ne fn ta. ge ft eae A og > ll bitin i ce ee ee ee tan iba a oa a 
ee eae a ‘ge pat faa CB doe ee ei ny eter Shag eal eer Oe Serre ne eg Paes sc Terres ie af Sam sil = i let oar 
ae : " - 3 on zk i . 5 = ie eens = 

pe ih, : BA ai ee ‘ : 

; es eS ee Re a 
: ae : ee Sie Beis. . 

. ae eee ae : 
‘ a ao ite So is ei 2 
: a beg i oe eo 
: Sa oan” - ee, 
- = re - nae San fi a oe Ss > as . 
i ; oie 3 peo ae ee 
: oT ome sh os ae é 
‘ POS Net Meas ar se pie ? 
a : . . : es " ‘ el ae 
sf + -_ wn s * é An 
Ne 2 = “eg? ee : i me ae ~*~ ie 
: ¥ fe = ee Se a, % ase 
> ; z a = Ea r oy @ . — 
4 Pe Ee on ae ¥ as @ ae 
i a a open Peete 3 7 es 
3 Sages es 4 Oo eat a Poy 
=e . - a ee a4 
= —_ 
« 

‘ rie, 
oe : "a 
i “A 

. : 
on ae 
- x: 
ES eae 
Bis = ed 
ssf oe 
a — 
a. ae 
J et 
ran Sante 
“ é, a.) 
2) 64S es 
= < es 
a 4a 

ae 
2 ieee 
; ee 
0 a 
Lee ae 
re : 
erat aie 
ron gee 

ie 1-49 

7 a 

~ Ree 
veep oS 
ns fee 
Ee ea 

4 ye 

¥ eee as pe 
Se see: 

i ea 
ee ae 
Shia ics 
Si : we 

. ies: 

ee 
ass 
ae ae 
a ae 
Rd ee 
ao se 
ms : 
A AERA RE I ES RN GRO SS Rn Ren RG AE AT A RRS SA NR en Se —o.. ‘4 
ead 
c= 
ce Gi 
Pc Aa a 
Ie od 
ea an 
a es 
" pea as 
ey < 
eg ay 
en Aa 
ae +8 
oe ore 
aoe oe 
he ee 
ita oe 
Zee 5: _ 
=e) = oa 
oe, eC 
ANS ae! 
Tie oy 
ae aa ae 
ae og 
ees ome 
hoe ne: 
iinet ae. 
oat ae 
oe, PO | ( 
2 a Ere 

WE oad 
oe - 
ee i 

: oe 
‘ ee 
: ‘ ; : a : . : ee set : . on . 
Pee ies a i = ice * 3 
aan BE ee Oe: en Dae ere le eae a ck See name fee oe mee Be en 
oie Ea Cah sabre ty. Sate Oy, oe Rae I ™ ie ee ree Rice mie dy oe yee 
utes mae F d RIO ahs * ‘ Zs aa ; 
oer: > ft ae ce oe 
a Pee, —* i 5 ae a 
eee oo an 7 een ae ee a ee 7s pa . = ee 
a eM a adhe sy FER Mae Ge on ate ie eee pas Lie Ta ne eet Se aed —. 
ee pales ea ial Fe NR ORE OD | <a t fet ee ny f Noga vo Saree mer aes tee cs x | be hal a . 
ca Mee ee ee “ ete? edhe fer ee oe iio = ree pe cli 7 eh on ia q . 
el FES UEM ies gash Behe Cr nae ft Ey ‘ eee eee ee eee a eS 
ibe ee eee ree ae Oa ihe RW RU a a et he ae aaa tes 

‘ eine ee * nial aes iain eee ® ee ee er cate,” 4 eel ee tease 2A ied ae af 
| Sa ree OG! ee A at Mtns ee em ws Meee A RG TE p 
abe é adc ee tee) Prints Prise iguanas oe hy ‘oe yng re oe . ae ere. dete ke ek a te, Petal — ola = . 4 “ 

j Rie = ‘ > Be ea ORE: = eat eee : 
ae y e : * se ik Aone ne é aut 
iy Dear as . & oe f tag Doel ya oi a a a 
ee ee re P R eae : a aii wise hte a Le 
Bie Bs + See é 4 bas eae ap Pia ae ' 
Sa bias Ghee lew afl Z 4a eet tics ; ee ee Soe ee : Boe a 
ae a i er en eer ena ere omen rN gr 
oul Te: agate: 5 dS be) he I eee eh Meat ae gh eee Ane ee mie le eae eg ms Pure Se ; 
a ae eae ; Bee Ce le ake eae ela dah St a I ee eter * : 2 ie coal , i 
a oe, eee eee a ae pick Bea er dd pias + are. elas as ae ee ear as ese 
a Ses oo WOES EaNST NCW Paha " 
ie je = As, a ae en ee tpp eet Pe See @ 
a A Brees. te “ pe ae te Mag ; 2 ‘ eh SS ae ois ee 2 es ; oe 
oo ha a ees Sn cee oF odaead a Co at . Site Oe Sk i ge ee Og Og eae - 
a aes a es as Pal, > eS ee eae, peas ty ; 5 es eS ie ope Te a 
a Hea oe ram | : : an 4 : ea D if BT SRS ead osama ae so ae 
= ay eae ae : by the Katz . | 
Be Ss or, a ee me en eee 3 ‘ J ‘ saceorn? 0, a ye ee, ‘toms . oe. 
: ee ao ae pane ke eta ogee Be oe + Rae Poe <a Oy ogre eye : —_ 
? ee ao eee eT a so ae = 2 Om Cg ES oe ela Fast 2 
33 i a ae. i pays a4 cre a Bee. oe leila: 4 9 : var Se Braet ia ri 
aa t * . aed Lenton a ¥ ss ee bn Ss 4 ieee oy ie ‘i 
ap oornn» 2*rene aya r ee One : 
0 Ouners WITV CIV) WSL (Radio) 
ok Bere gs ‘ . . = F - 

+ yah AArallas ” ae a ha ra Mcgee” Mert ont, Nl ti 2 ihe aa oe a ee ae 2a eee Pr i eo a ee ee ae rf - ie i. iit uae eee ees so 
ee Se reg ce 7 ae 2 ee nee 2 pres , ; : - eer: e Co ap ie ee a ie Sea os as pa eh iis F et! Me —agpeagaaey n eiee ae 
Bete a ot edu ee Pro e  Ft PN 4 ne er Pore Sri e iaat Sens Me oe ee eee ae er eo pe eee Tey aie SY ot See 

re oP ne So se ere i a as tia eR us Eye sa >. « Sic ame tes) %, Se eee) eee 2 ees =. a aie oS he cos ge - gS ede ai oe 
aE eh, Wee, ibs eee a eee ee eee ae ee ge a ee ee et ee ee po as eee ce et eee et eas z oe et ge 
pie fe fel * = ae i. ER ce ee a a 


\ 
\ 
—— 


%, 


x 


PY 


Ad Age 
tops the totem 


NN 


\ 
ATE 
\\N\ 


NN 
\y 
WY 


S. 
\ 


Wherever the decisions are being made in the dynamic world of advertising 
... wherever you find the decision-makers . . . there you'll find the readers 


of Advertising Age. 


The National Newspaper of Marketing continues to keep pace . . . growing 
with the industry, reaching and influencing more Chiefs and more of 


the important Indians than any other publication in the field. 


Now ...Over 145,000* Readers For 
Each Issue of Advertising Age 


These are the men... and women... whose minutes are measured in 
dollar signs. Visitors see them only briefly and most of their mail gets 


only a glance. But they spend hours at home and in the office 


with Advertising Age! 


These decision-makers in advertising and marketing depend on Advertising 


Age each week for news of trends and developments in the field. They 


look to it as a guide in the selection of markets, media and suppliers. 


If this tribe is in your market, your message will reach more, mean more 


in Advertising Age. 


\\ * asc statement of June 30, 1957 shows average total paid circulation of 39,430 


Projection is based on multiple readership established in recent publisher's survey 


—— one 


200 EAST ILLINOIS STREET * CHICAGO 11 480 LEXINGTON AVENUE + NEW YORK 17): 


1 Year (52 issues) $2 
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November Pages and Linage in Consumer Magazines 


Current and Year-to-Date Figures for U. S., Canadian and Foreign Publications Reporting to Advertising Age 


Pages — — Lines — 
Oct. Oct. dan.-Oct. Jan.-Oct. Oct. Oct. Jan.-Oct. dan.-Oct. 
1957 1956 1957 1956 1957 1956 1957 1956 | 
Weeklies, Bi-Weeklies, Semi-Monthlies (October) 

Commonweal .............. 25.9 232 1706 150.5 10,878 9,744 71,652 63,210 
ere. aes 75.2 79.7 7088 781.3 32,246 34,176 304,083 335,181 
es. cs eeeens 65.3 56.9 4196 373.4 27,412 23,926 176,218 156,842 
a cn cvs ccsourees 258 278 2512 289.5 25,827 27,774 251,211 289,508 
Ee... idee 384.6 529.4 3,504.6 3,820.0 261,526 359,961 2,383,127 2,597,632 

Ol 227.0 212.3 1,445.3 1,306.7 154,380 144,344 982.831 888,5: 
| i ea TS 288.1 348.0 2,764.8 2,681.3 121,002 146,160 1,161,216 1,126,146 
Wew Yorker ..........0005: 574.7 533.0 3,736.1 3,743.6 246,539 228,661 1,602,805 1,606,025 
Presbyterian Life ........... 10.0 193 99.1 129.1 4,190 8,113 41,602 54,249 
The Reporter ............... 25.1 244 £1255 1512 10519 10,259 52,708 63,481 
Saturday Evening Post ....... 256.9 343.2 2,746.3 2,915.1 174,664 233,388 1,867,462 1,982,272 
Saturday Review ............ 93.0 90.0 749.2 680.6 39,071 37,813 315,366 286,333 
Sporting News ............. 469 40.0 311.7 2665 50,879 43,425 338,170 289,197 
tSports Illustrated .......... 1745 1395 13548 9281 74,788 ; 580,994 419,720 
ge 4 eR 305.3 366.6 2,763.4 2,872.7 128,225 153,972 1,160,611 1,206,514 
2 | erase 7ll 54.0 467.0 344.7 12,950 9,833 85,004 62,740 
U. S. News & World Report .. 283.5 305.5 2,588.4 2,619.7 119,078 128,327 1,087,130 1,100,280 
Tote) Group .............. Z95z9 Fi928 24,2064 24,0241 1,494,354 1,659,780 12,462,190 12,527,859 


§ Classified directory omitted, effective Sept. 22, 1956. ¢ Four 


issues in October 1957; five issues in October 1956 


——— — Pages — \r Lines ‘ 
Nov. Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. dan.-Nov. Jan.-Nov. 
1957 1956 1957 1956 1957 1956 1957 1956 
Women’s 
§Bride’s Magazine .......... — ot 677.1 595.6 427,864 376,419 
Everywoman’s Magazine ...... 24.5 58.4 237.6 379.5 10,495 25,033 101,968 162,838 
a 54.2 68.7 498.1 622.8 23,252 29,472 213,686 267,181 
Good Housekeeping .......... 146.0 149.1 1,3943 1,414.7 62,639 63,970 598,181 606,901 
Ladies’ Home Journal ....... 106.4 1325 1,152.5 1,150.3 73,694 90,079 783,671 782,228 
RR Se ee 94.8 94.3 947.6 859.2 64,435 64,132 644,357 584,245 
§Modern Bride ............. — — 574.2 526.3 362,294 331,621 
tParents’ Magazine .......... 76.2 72.8 743.7 661.3 32,962 31,448 320,392 284,738 
Es Sunps dnd octeworce 101.9 117.0 1,273.2 1,322.3 69,265 79,580 865,716 899,243 
Western Family ............ 23.6 23.9 225.1 236.9 10,128 10,288 96,573 111,924 
Woman's Day ............05- 46.3 46.5 408.0 532.8 19,871 20,812 175.052 228,589 
The Workbasket ............ 53.2 47.1 386.6 339.0 10,439 9,238 75,777 66,457 
OO Pare 729.1 812.3 8,518.0 8,640.7 377,177 424,052 4,665,531 4,702,384 
§ Published quarterly in January, April, July and October. ¢ Includes Shopping Scout Section linage. 
General 
American Artist ............ 30.1 29.1 280.1 276.1 12,641 12,213 117,511 115,939 
American Forests ........... 16.8 12.5 206.8 194.5 7,070 5,250 86,870 81,704 
American Legion ............ 15.1 22.0 166.5 213.2 6,361 9,240 69,895 89,539 | 
DE Cavecsciparenctcrs 66.0 68.0 681.4 668.3 19,404 19,992 200,250 196,354 
ME Puc ics otcucewaerse 24.4 20.5 228.2 214.3 10,460 8,797 97,904 91,948 
ET + ¢ct;estegs chats 89.3 45.5 416.7 360.0 37,475 19,110 175,014 151,218 
Christian Herald ............ 85.6 84.5 470.1 436.5 36,738 36,263 201,723 187,284 
ase cade p¥ hares dh 40 16.2 13.9 88.8 80.9 6,810 5,860 37,309 34,012 | 
EEE hdc cbds ovbadeeseds 43.0 31.0 410.0 288.0 7,740 5,580 73,800 51,840 
Cosmopolitan ...........005: 31.4 27.3 269.5 233.4 13,467 11,701 115,634 100,121 
Eagle Magazine ............. 98 8.9 85.2 91.3 4,111 3,731 35,795 38,336 
DD eked) a6cdnbwowenesys 79.0 71.9 727.4 693.3 53,780 48,910 494,684 471,471 
PED vesccevsvasees 26.4 26.0 160.8 169.1 11,359 11,189 69,037 72,593 
DE 6 bdkG.66 0 cbdneevsers 97.2 86.8 713.1 718.0 66,061 59,003 484,486 487,739 
ED Wekew ceatiod esses 29.4 27.7 198.3 203.4 20,272 19,085 136,488 139,981 
DE “CsaGroipaccesseces 615 56.6 347.5 319.0 26,386 24,268 149,063 136,849 
Grade Teacher ............. 45.5 39.2 369.2 330.9 20,071 17,273 162,826 145,924 
Warper’s Magazine .......... 38.0 48.7 364.9 372.2 15,940 20,443 153,260 156,334 
High Fidelity .............. 105.2 104.6 873.2 819.5 44,184 43,932 366,744 344,190 
BCA on ree 104.3 115.2 978.5 843.6 70,941 78,324 665,396 573,651 
Improvement Era ............ 49.3 38.6 290.6 306.2 20,685 16,230 122,035 128,584 
EE ee oe 5.4 48 329.7 308.2 37,094 32,785 225,555 210,822 
Motor Boating .............. 93.6 948 14196 1,371.6 54,037 55,738 833,408 806,530 
National Geographic ......... 50.0 55.8 480.3 456.6 11,900 13,269 114,300 108,677 
EE RSs chee shewses 17.3 12.8 128.4 40.9 7,286 5,390 53,958 17,220 
Popular Photography ........ 95.1 83.2 922.1 895.5 39,942 34,944 387,282 376,110 
DEE bd ncovecsccccces 35.6 35.3 251.4 251.3 15,270 15,128 107,855 107,842 
Reader's Digest ............ 59.0 49.0 508.0 362.0 10,738 8,198 92,174 65,164 
MN GLGRGHESS Gs ceessyses 14.8 1L5 141.2 96.8 6,355 4,918 60,614 41,537 
DE. Tidebieeresdesncers 37.0 30.9 341.2 285.3 15,874 13,236 146,384 122,408 
TP TTTeT TT 11.7 10.9 101.3 87.3 4,948 4,581 42,625 36,741 
ice wih sdeeesseedess 13.5 13.6 78.7 72.6 5,808 5,849 33,787 45,524 
DE chesbbvdiseocececs 15.7 21.0 110.0 aa 6,739 8,490 43,118 
Town & Country ............ 95.6 95.7 731.3 753.1 60,452 60,577 462,254 476,049 
DTS Gh badsses d¥eent aces 41.9 38.7 344.0 309.4 17,974 16,621 147,587 132,761 
SA nis a cGniddde¢eesoce< 93.8 949 1,220.9 1,203.2 55,154 55,801 717,889 707,720 
Ere 1,743.5 1,631.4 15,4349 143255 861,527 811,919 7,484,514 7,050,716 
§ Published bi-monthly; figures shown are for November-December issue. + Formerly Christian Advocate (weekly); changed 
to Together (Monthly) in October, 1956. Changed from a 414-line page to a 429-line page in May 1957. 
Home 
American Home ............ 75.2 89.8 715.3 858.8 47,526 56,733 452,080 $42,739 
Better Homes & Gardens .... 137.0 148.0 1,380.0 1,549.0 86,279 93,666 871,825 979,035 
Flower Grower ............. 24.3 23.7 499.7 526.3 10,214 9,973 208,049 219,066 
House & Garden ............ 144.7 150.5 881.6 945.1 91,486 95,146 557,219 597,312 
House Beautiful ............. 203.55 214.7 1,231.5 1,301.8 128,619 135,665 778,305 $22,751 
DEED bb 6gedevccecgsece 28.0 44.1 369.1 450.9 13,415 18,901 168,746 193,449 
Living for Young Homemakers . 109.0 117.0 820.2 873.3 68,884 73,958 518,364 551,983 
Popular Gardening .......... 31.1 21.3 463.6 451.4 13,049 8,941 194,718 189,597 
Sunset Magazine ............ 150.0 139.9 1,374.5 1,589.1 63,022 58,764 581,528 668,218 
GEE Nod vcodsvacce 902.8 949.0 7,735.5 8,545.7 522,494 551,747 4,330,834 4,764,150 
Fashion 
Meu ddnbbabesccccces 80.4 976 1,052.9 1,118.7 34,498 41,857 451,746 479,898 
cdc Gade even eeess 115.1 113.6 1,036.0 1,070.2 49,400 48,859 444,462 459,116 
Harper's Bazaar ...... 108.6 119.0 1,115.5 1,154.0 68,679 75,247 705,028 729,344 
Mademoiselle ........... 79.1 119.1 10713 1,173.0 33,916 39,804 459,536 503,253 
ac tenaesees 194.9 189.6 1,742.5 1,685.2 123,233 119,874 1,101,321 1,065,094 
Total Group ...........+.. 578.1 639.1 6,018.2 6,201.1 309.726 325,641 3,162,093 3,236,705 
Movie-Romance-Radio 
Dell Modern Group: 
Modern Romances ......... 35.1 32.7 347.8 338.1 15,057 14,029 149,199 145,076 
Modern Screen ....... 29.6 31.3 284.5 330.6 12,713 13,447 122,061 141,820 
Screen Stories .......... 23.7 25.3 223.6 257.8 10,157 10,851 95,989 110,628 
Fawcett Women’s Group: 
Motion Picture ......... 13.7 15.7 191.8 181.8 5,864 6,753 82,301 78,013 
True Confessions .......... 24.9 25.2 280.3 242.9 10,679 10,791 120,260 104,203 
Hillman Romance Grow ...... 25.0 26.3 228.8 193.6 10.7% 11,293 98,355 83,221 
Hillman Women's Group .... 2.7 346 18.7 20.3 1,183 1,553 8,188 8,870 
Ideal Women's Group: 
Intimate Story ........... 20.2 21.9 183.0 182.8 8.646 9,378 78,441 78,419 
Movie Life .........5.. 26.9 23.4 235.0 207.5 11,522 10,046 100,771 89,041 
Movie Star Parade ....... 26.9 23.2 232.5 207.5 11,536 9,960 99,782 89,045 
Personal Romances ........ 20.2 21.6 182.1 181.8 8,674 9,258 78,172 77,953 
TV Star Parade ........... 21.7 19.3 180.1 158.9 9,327 8,272 77,311 68,175 
2.....tCOM eee 15.6 16.3 83.0 75.2 6,675 6.990 35,622 32,288 
Secrets Romance Group 
Revealing Romances 218 21.8 197.4 181.8 9,355 9,355 84.683 78,010 
—pDaring Romances ..... 6 ee 21.6 22.7 104.0 103.1 9,292 - 9,726 44,740 ~ 44,551 
Secrets oa 22.7 21.3 202.3 187.3 9,735 9,421 86,775 80,370 
True Story Women’ 5 Group: 
Re 41.5 48.7 435.1 460.5 17,815 . 183,139 197,565 
True Experience ...... 16.9 26.2 181.7 267.8 7,254 11,257 77,957 114,875 
True Love Stories .... 16.7 25.8 180.9 264.1 7,176 11,045 77,592 113,282 


Pages r Lines ‘ 

Nov. Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. dan.-Nov. Jan.-Nov. 

1957 1956 1957 1956 1957 1956 1957 1956 

TED” Kviovde's séace 16.3 26.5 178.7 266.0 6,988 11,358 76,654 114,105 
cs 9 ere 72.2 79.2 714.4 682.6 30,962 33,993 306,475 292,821 
TV-Radio Mirror .......... 14.5 23.7 153.2 252.6 6,222 10,175 65,728 108,376 
PD, cor ccvarcizace 530.4 581.7 5,018.9 5,244.6 227,568 249,857 2,150,195 2,250,707 


NOTE; Figures for each publication in the Dell, 


Fawcett, Ideal and True Story groups include all advertising carried hy 


the group as a whole PLUS additional advertising carried by each individual publication. ¢ Published bi-monthly; alternates 
with Silver Screen. Figures shown are for November-December issue. ¢ Published bi-monthly; alternates with Confidential 
Confessions. Figures shown are for November-December issue. 


SBusiness (November) 


(Continued on Page 100) 


tDun's Review & Modern Industry 82.5 87.6 902.1 831.1 34,639 36,808 378,862 494,769 
PT Bades axed > 60560000 207.8 202.8 2,048.0 1,855.5 131,298 128,138 1,294,336 1,172,676 
Nation's Business ........... 63.6 55.7 598.2 511.6 27,297 23,921 257,031 219,891 
TP: shcnthasee ds ace 353.9 346.1 3,548.3 3,198.2 193,234 188,867 ~ 1,930,229 1,887,336 
§ Because current month linage figures for several publications are not yet available, this group is broken into a November 
section and an October section. + Changed from a 616-line page to a 420-line page in November 1956. 
Pages — Lines ~ 
Oct. Oct. dan.-Oct. Jan.-Oct. Oct. Oct. Jan.-Oct. Jan. -Oct. 
1957 1956 1957 1956 1957 1956 1957 1956 
EE as Gade ooo 0056siee 61.1 71.2 770.5 767.5 40,114 46,748 505,477 503,481 
Business Week .............. 531.0 526.1 5,064.3 4,876.7 223,016 220,958 2,126,998 2,048,201 
Financial World ............. 105.8 94.5 619.5 570.2 44,452 39,703 260,210 239,497 
a WoTtt 67.8 55.5 672.8 599.9 28,474 23,323 282,471 251,923 
fae 765.7 747.3 7,127.1 6814.3 336,056 320,732 3,175,156 3,043,102 
@ Four issues in October 1957; five issues in October 1956. 
: . . 
Magazine Linage Trend __ Fisres in thousanas 
WEEKLIES GENERAL 
1957 1957 
oct. | 1,494 } NOV.| 862 a 
sept. [1,368 al oct. | 761 a 
1956 
=r 
WOMEN’S BUSINESS FASHION 
1957 1957 1957 
Nov. ocr.[336_] v.[310_] 
586 SEPT. oct.[324 | 
1956 1956 
321 NOV. Bty¥Z-) 
r Pages —“ Lines — 
Nov. Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. dan. -Nov dan.-Nov. 
1957 1956 1957 1956 1957 1956 1957 1956 
Youth 
EE UE: oe ias ssGbbuens 30.6 25.4 318.9 291.1 13,120 10,889 136,822 124,882 
Ge covsedesedworece 27.2 30.3 308.7 313.0 19,509 20,605 210,871 212,859 
DOMED 6 nosedaesceeewees 43 76 15.9 23.0 1,842 3,271 6,819 9,860 
Scholastic Magazines ........ 43.2 42.4 358.5 344.6 18,160 17,817 150,554 144,740 
Scholastic Roto ............% 9.3 69 54.9 47.3 8,123 6,028 48,143 41,445 
PE, MD < wonsvcunveead 146 1126 1,056.9 1,019.0 60,754 58,610 553,209 533,786 
Mechanics & Science 
Mechanix Illustrated ........ 79.5 78.1 755.0 745.0 17,802 17,496 169,112 166,883 
Popular Electronics ......... 75.3 55.9 676.6 521.4 16,867 12,521 151,558 116,793 
Popular Mechanics .......... 133.5 145.0 1,301.2 1,452.6 29,894 32,480 291,474 325,374 
Popular Science ............. 121.6 135.0 1,206.9 1,368.2 27,235 30,243 270,347 306,481 
t Science & Mechanics ....... 90.6 92.3 522.4 550.9 20,300 20,884 117,029 123,408 
5 ae ere 500.5 507.2 4,462.1 "4,638.1 ~ 109,098 ~ 113,624 ~ 999,520 ~ 1,038,939 
+ Figures shown are for November-December issue. 
Outdoor & Sport 
American Rifleman .......... 59.7 65.2 593.9 640.3 25,600 27,975 254,790 274,682 
Field & Stream .......... 77.4 717 797.6 796.3 33,223 30,765 342,158 341,596 
Fur-Fish-Game ............ 24.2 20.1 212.7 208.3 10,374 8,642 91,197 89,397 
SE Bitabwabo0'606 debs epers 30.3 33.9 295.4 323.1 12,999 14,543 126,727 138,619 
Outdoor Life ........... 72.0 78.3 790.5 803.7 30,884 33,598 339,111 344,789 
Sports Afield .............. 63.7 57.3 675.7 677.7 27,345 24,598 289,891 290,727 
Fee BED coccevaiccces 327.3 326.5 3,365.8 3,449.4 140,425 140,124 §=1,243,874 1,479,801 
Detective & Fiction 
A rer 12.5 15.3 135.1 145.6 5,376 6,557 57,974 62,443 
Dell Men's Group ........... 10.9 14.6 107.0 130.6 4,660 6,251 45,893 55,978 
Thrilling Fiction Group ....... 10.4 5.8 98.1 69.6 2,326 1,292 21,984 15,772 
ee eee 33.8 35.7 3402 3458 12,362 14,100 ~ 125,851 ~ 134,193 
Newspaper Sections (I) 
(Nationally distributed with Sunday Newspapers.) 
The American Weekly ........ 65.4 51.7 674.4 615.0 55,617 43,994 573,206 522,744 
Family Weekly ........ A 51.7 35.5 511.8 334.4 43,940 30,180 435,224 284,222 
Lr Cr Aces toss 0 ad vee 77.0 84.0 687.0 656.0 65,329 71,108 583,963 557,846 
This Week Magazine ......... 89.8 87.7 944.7 910.6 76,293 74,531 802,962 773,983 
Total Group ............. 206.9 174.9 2,130.9 1,860.0 175,850 148,705 ~ 1,811,392 1,580,949 
# Not included in totals; figures shown are for October issues, as November linage was not available as this issue 
went to press. 
Pages “~r Lines — 
Oct. Oct. Jan.-Oct. Jan.-Oct. Oct. Oct. dan.-Oct. dan. -Oct. 
1957 1956 1957 1956 1957 1956 1957 1956 
Newspaper Sections (Il) October 
(All other newspaper sections and comics) 
2 Chicago Tribune Magazine .. 160.6 145.2 1,379.0 1,267.8 136,491 123,415 1,172,127 1,077,608 
First 3 Markets Group ....... 45.5 55.3 463.1 483.2 38,675 47,005 393,593 410,678 
New York Times Magazine .... 247.4 204.5 2,355.9 2,310.4 210,315 173,793 2,002,483 1,963,876 
Total Group ..........005- 292.9 259.6 2,819.0 2,793.6 "248,990 “220,798 “2,396,076 2,374,554 
# Not included in totals as it also is a member of the First 3 Markets Group. 
a Rages — Lines — 
Nov. Nov. Jan.-Nov. Jan. “Nov. Nov. Nov. Jan.-Nov dan.-Nov. 
1957 1956 1957 1956 1957 1956 1957 1956 
Comics Magazines a 
American Comics Group ...... 7.0 7.0 77.0 77.0 2.646 2.646 29,106 29,106 2 
+ Archie Comic Group ....... 6.0 68 43.3 35.6 2.268 2,567 16,360 13,602 
National Comics Group: 
SP EE wu dddechoa.sbs be 5.0 63 73.1 75.3 1,890 2,362 27,662 28,381 
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A man’s guide to women: No. 16 


: Where does their 
money go? 


Men and women are different. 
And one reason our economic system is 
difficult for many people to grasp is that there 
are actually two economic systems: Male 
and Female. The following table shows that 
U.S. currency may be off the Gold Standard, 
‘ but it is still on the Double Standard: 


HOW SPENT BY 
WOMEN 


HOW SPENT BY AMT. 
MEN 


HOW SPENT BY 
MEN 


AMT. HOW SPENT BY 


WOMEN 


@) 


<= 
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% 4000 
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You may have noticed, too, that for 35¢—a bit more 
than a man pays to put a sparkle on his shoes 


for a day—millions of women buy copies of and a magazine of their own... 
Ladies’ Home Journal—a magazine that makes 


their eyes sparkle with new ideas for a whole month. ge 
Because the Journal is edited for them alone, more women 
buy and read the Journal than any other magazine on earth. Home 
The Journal’s relationship with women must work for 


advertisers, too. Because advertisers invest more money » eaiodent uinAiadiieniads 
in the Journal than in any other women’s magazine. 


Women have a world of their own... 


THE NO. 1 MAGAZINE FOR WOMEN: 
NO. 1 IN CIRCULATION * NO.1 IN NEWSSTAND SALES * NO.1 IN ADVERTISING REVENUE 
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¢ Pages “rc Lines r Pages \¢ Lines ~ 
Nov. Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. Jan.-Nov. Jan.-Nov Nov. Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. dan.-Nev. Jan.-Nov 
1957 1956 1957 1956 1957 1956 1957 1957 1956 1957 1956 1957 1957 1956 
Ce rere te 4.0 7.3 67.1 73.3 1,512 2,740 25,524 27,624 joan OIE TREN Oe 74 — ne Fos 600s — 12.902, a 
AE BR “ROS RIF ESE WSS SE ETS | iret LL «asso eS ous Sak 2327S zeae? | (80879337 
$ Figeres chow are for Hovemter-Socember lous. French-Swiss ............. 355 27.0 2540 2615 62124725 4A.MAT 45,793 
Ra 144.0 118.0 980.0 1,079.0 26,208 21,476 \ . 
Canadian National Weekend Newspapers (Rotogravure Linage) German-Swiss 0... 35 340 «2935 «2985 = 7,007,188 S3,417— 84,777 
CD ig ccthass veo 67.3 713 698.1 7615 67,316 71,308 698,138 761,454 a app 5400 «68 S)S763S «= 600S)—s«S.288 12246738. 104,203 
t ba Presse -.-.-.. 0. .e00 810 669.0 8657.2 = 687.7 = 80,727 = 69,113 = 657,230 GB7L791 | indian 2... kee 59.0 60.0 600.0 458.0 10,738 10,920 106,652 83,356 
$ Star Weekly ........---+. 1126 908 857.1 739.7 96,596 86,287 748,466 701,288 | italian 22... 116.0 110.0 923.0 859.0 19,952 18,920 159,206 146,038 
t Weekend Magazine ......... 117.2 1116 1,144.3 1,096.7 114,263 108,818 1,115,669 1,069,318 | jasanese 45 380 4325 4140 7812 6.384 72.660 69.552 
0 re 376.1 ~ 342.7 ~ 3,356.7 "3,285.6 360,902 335,526 3,219,503 3.219.851 I vs vhCWsko se atties 735 78.5 557.0 673.0 13,377 15,741 103,740 122,556 
+ Five issues in November 1957; four issues in November 1956. { Figures shown are for October; changed from a 950-line *Military Overseas ......... 56.0 a 413.0 ae 10,192 77,532 — 
page to an 875-line page in November 1956. New Zealand ............. 42.0 345 355.0 317.8 7,644 6,279 71,710 57,831 
“ea 490 555 4225 4545 8,330 9,435 71,825 75,265 
Canadian SIN a <cccxphaknes en 9.5 1055 8445 9715 16,712 18,462 pend seme 
Canad: Journal ...... 28.9 39.6 383.2 427.3 19,674 26,939 260,534 290,572 South African ............ 106.0 128.0 936.5 1,061.0 18,974 22,912 ’ s 
Canadien ion & Gardens 493 518 475.7 5152 33,504 35,253 323,498 350,340 Southern Hemisphere ...... 395 S00 354.0 4245 7,189 9,100 64,428 La 4 
a SE 36.0 47.0 4538 483.7 24,459 31,987 308,609 328,900 Swedish .........s0022005 40 540 4020 4985 11,904 10,044 81,872 : 
STM noes ctyce thee 358 410 3343 353.0 15,358 17,589 143,415 150,437 Le ara 1,854.2 17423 15,080.11 14,7469 S31,3511 “Sia Bis 2,722,523 2,645,972 
gee 143 1096 1,039.5 1,054.3 77,690 74,500 706,853 716,903 | §Because current month linage figures for several publications are not yet available this group is broken into a November 
ESET 50.0 46.5 407.8 457.9 34,036 31,632 273,302 311,437 | section and an October section. #Not included in totals; cumulative totals are for June through November in 1956. 
Reader's Digest: {Commenced publication with the October 1957 issue. {Cumulative totals shown for 1956 are for the six months; Paris and 
English Edition ........... 95.5 96.5 923.0 932.0 17,381 17,563 166,119 169,614 Provincial editions merged in June 1956 to become the French edition. *1957 pages and lines for Military Overseas edition 
French Edition ........... 103.3 1105 939.3 987.8 18,791 20,111 172,807 179,950 | do not include 78 pages of advertising in the Japanese troop edition, which was replaced by the Military Overseas edition in 
Revue Moderne ............. 206 308 2564 2594 13,996 20,566 174,340 176,403 | March 1957. 
Revue Populaire ............ 19.0 274 212.7 284.1 13,318 19,094 148,916 198,734 tel 
EE eR 33.7 38.8 2979 4010 23,595 27,182 208,533 280,796 r Pages — + —- 
#Saturday Wight ........... 28.1 43.2 270.7 390.4 11,775 18,170 113,859 164,231 Oct. Oct.  Jan.-Oct. Jan.- Oct. Oct. Jan.-Oct. Jan. 
HtTime-Canadian ........... 217.1 2819 1,652.4 2.0604 91,490 118,335 693,980 865,340 1957 1956 1957 1956 1957 1956 1957 1956 
MR 5 kins nce shai “Seed “6305 “5.7256 “6155.7 ~ 291,802 ~ 322,416 2,886,926 ~ 3,154,086 Foreign (October) 
6Five issues in November 1957; four issues in November 1956. Z¢Not included in totals; figures shown are for October and | Life International: 
January-through-October issues. tFour iSsues in October 1957; five issues in October 1956. English Edition ........... 8.7 1124 7112 7232 58,395 76,500 483,650 491,810 
- Spanish Edition .......... 67.4 63.4 650.4 660.1 45,900 43,180 442,340 448,885 
ese age (Hovember) $tPacific Edition ......... 71.5 748 675.7 5099 30,030 31,430 283,780 214,165 
Mecanica Popular (Spanish) 25.6 212 3066 266.8 5,753 4,771 688 59,768 {European Edition ......... 7ll 867630 ©=©=— 643.8 «= 575.9 29,855 32,025 270,410 241,885 
Mecanique Populaire (French) 31.8 343 2917 2610 7,112 7,672 65,352 58,467 | tSemama .................. 445 1110 454.0 6065 18,690 620 190,680 254,730 
#Populaer Mekanik (Danish) $0 0=— 13.9 83.7 68.5 1,792 3,114 18,767 15,344 | Time International: 
H#Popular Mekanik (Swedish) 170 120 1013 59.8 3,808 2,688 22, 13,384 $Time-Atiantic ........... 128.0 1208 11026 978.1 53,760 50,680 463,050 410,795 
Reader’s Digest: tTime-Latin American ..... 121.2 1161 1,098.5 1,002.1 50,890 49,105 461,345 421,225 
cs ccadedh y=: aces 40.0 48.0 380.0 5515 6,560 7,824 62,220 90,837 tTime-Pacifie ............ 1012 97.1 869.1 857.1 42,490 40,810 365,330 359,975 
Se aa 79.0 725 577.0 S685 14,378 13,195 105,014 103,467 | Vision: 
ED ekusrVesserks bua 65.0 68.0 604.0 595.0 11,830 12,376 109,831 109,610 ||[Visao (Portuguese) ..... 164.2 127.0 1,213.0 1,0185 68,950 53,340 509,460 427,770 
Australian ... 76.5 803 5543 7118 13,923 14,605 100,775 129,538 Vision (Mexican) ......... 16.3 17.3 156.0 1328 6,860 7,280 65,520 55,740 
Te ee cad 57.0 52.0 420.0 4485 9,975 9,100 77,001 79,382 Vision (Spanish) .......... 86.9 678 6749 590.1 36,505 28,490 283,325 247,800 
EES ree 9.5 103.5 777.0 894.0 18,507 19,251 144,429 166,184 Total Grow ............. “58.0 “984.0 “82402 “J.e54. 442,325 450460 “3818800 3.574.780 
Ean 84.5 1010 796.0 880.0 15,379 18,383 144,872 159,568 | {Four issues in October 1957; five issues in October 1956. tCumulative totals are for March through October in 1956. |||Be- 
re 53.3 53.5 508.0 453.0 9,052 9,095 359 77,181 | came a weekly with July 5, 1957 issue; four issues in October 1957, two issues in October 1956. 
Benicasa Leaves D-F-S ‘Mademoiselle’ Taps McGlynn | Ehlers Uses Print be advertised. ‘La Patrie’ Suspends Daily, 
Louis Benicasa has left Dancer-| Edward M. McGlynn, eastern After the New York introductory | Continues Sunday Edition 
Fitzgerald-Sample, New York, |advertising manager of Mademoi- Push to Introduce period, distribution will be extend-| [4 Patrie, Montreal French lan- 
where he was merchandising ac-|selle, has been named to the new 3 ed gradually throughout the East.| guage newspaper, has announced 
count executive. Before joining the | post of director of sales develop- Demi-Tasse Espresso When its instant espresso was|it will suspend its daily edition 
agency in 1956, Mr. Benicasa was|ment. He has been with Street & first introduced, Ehlers felt it|Noy. 15 The Sunday edition—La 
assistant sales training manager|Smith Publications the last 19| BRooKLyN, Nov. 12—Albert Eh-/| would be marketing a specialty. It|patrie du Dimanche—will contin- 
for General Foods Corp. years. lers Inc., coffee, tea and spice mar-|has now found that the market is 


Carlisle, spokeswoman 


is MUrray Hill 8-5800. 
is Jack Cairns. 


You'a never guess it to look at her slim figure, 
but Ellen Grotto swings a lot of weight in the 
world of product publicity. As a group head on 
Anderson & Cairns’ Publicity staff, Ellen antici- 
pates the needs of the editors and outmaneuvers 
the competition to score homefurnishings beats 
for our clients. To radio and TV audiences across 
the country, Ellen is sometimes known as Betty 


carpets—that is, when she is not barnstorming as 
Ellen Hunter on behalf of Dow Corning silicones. 
To the editors, however, Ellen’s group is a friendly 
source for product news and picture service for 
these clients, as well as Lurex metallic yarns, 
American Enka rayons and Union Carbide’s 
Dynel. Imagine how much further your promo- 
tional dollar can go with publicity and merchan- 
dising follow-ups like this. Better still, don’t try 
to imagine it; come see some of the success stories 
in the Anderson & Cairns case book. The number 


for Masland rugs and 


And the man to talk to 


130 East 59th Street 


ANDERSON & CAIRNS, INC. 
ADVERTISING 


* New York 22,N.Y. 


keter, is introducing Demi-Tasse 
by Ehlers, an instant espresso, in 
the greater New York area this 
month. 

Ehlers is the second company to 
enter the instant espresso market. 
In mid-October, Martinson’s Cof- 
fee Inc. brought out Jomar instant 
espresso in the New York metro- 
politan area (AA, Oct. 7). 

Ehlers’ advertising for its new 
product consists of weekly inser- 
tions (b&w one-third page) in 
The New Yorker, New York Times 
Magazine and the Herald Tribune’s 
Today’s Living. 

The ad pictures an ornate es- 
presso machine and a large jar of 
Ehlers Demi-Tasse, with the head- 
line, “There’s a new way to make 
espresso.” The brief copy reads: 
“Put Ehlers instant espresso into 
your cup, then add boiling water, 
lemon peel for atmosphere. Sip 
rich, authentic espresso, in sec- 
onds.” 


® A special introductory package 
will offer a free demi-tasse spoon, 
with a 2-oz. jar of the espresso, to 
be sold at the jar’s regular price of 
around 60¢. This offer, which will 


run for about a month, will not 


broader than anticipated and re- 
ports that “surprising” distribution 
has been achieved, with all New 
York chains ordering it. 

It is believed that people will 
not only buy the espresso to drink 
as a demi-tasse, but also to mix 
with regular instant coffee to 
achieve a more robust brew. 

Dowd, Redfield & Johnstone, 
New York, is the agency. # 


Magazine for Young 
New Yorkers to Bow 

A monthly magazine called 1957 
for Young New Yorkers will start 
publication in New York on Nov. 
20. Designed to give elementary 
school children an adult interpre- 
tation of current affairs, the mag- 
azine will be published by Mrs. 
Anne Tobias, daughter of the late 
Walter Ansel Strong, onetime 
publisher of the Chicago Daily 
News, who has called her compa- 
ny Strong Publication Inc. 

The first issue (with 50,000 
copies distributed free by mail to 
children in the 8 to 14 age group) 
will carry no advertising but space 
will be available thereafter for 
about $760 a b&w page and $1,050 
for a four-color page. 


ue, distributed on Saturdays. The 
daily La Patrie’s suspension is the 
second in Montreal within a month, 
the third in Canada in five months. 
The Montreal Herald sang its swan 
song on Oct. 18. The Vancouver 
Herald, a morning paper, threw 
in the towel June 15. La Patrie’s 
radio station—CHLP—will come 
up shop, leaving seven radio sta- 
tions in Montreal. The La Patrie 
properties are controlled by La 
Presse, largest French-language 
newspaper in North America. 

Established 79 years ago, La 
Patrie daily has been a tabloid 
since 1935 and has had a circula- 
tion of 17,000 versus 200,000 for the 
Sunday edition. La Patrie’s pass- 
ing will reduce the number of 
dailies in Montreal to five—three 
French-language and two English- 
language. 


Ahrensdort Names Two 

Donald E. Kerwin has been 
named manager of the new San 
Francisco branch office of Robert 
E. Ahrensdorf Co., publishers’ rep- 
resentative. The office is at 260 
Kearny St. Ahrensdorf also has 
named Stanley I. Ehrenclou to its 
Los Angeles headquarters. He for- 
merly was with Western Aviation. 


to over 43,000 men 


Austin 


The Magazine of the Registered Professional Engineer 


American Engineer delivers your message 


methods, equipment and materials 


The American Engineer delivers over 43,000 Professional Regist- 
ered Engineers. These men control the purchase of your products 
and services. These are the men who control your sales. 

Reach your market through the one magazine that delivers over 
43,000 Professional Engineers with each issue. 


NEW YORK, N. Y. 


Leswangp 
420 Lexington Avenue 
Murray Hill 5-3277 


who control processes, 


" 


g, 


*Official Publication of the National Society of Professsionol 
Engineers. Membership requires registration a: o professional 


2029 K STREET, N.W. ° 

Get full market and media in 
CHICAGO, ILL. 

Company, Inc. 


Dearborn 2-0248 


LeStrange Company, inc. 
185 North Wabash Avenue 


WASHINGTON 6, D. C. 


formation from 

BEVERLY HILLS, CALIF. 
Houston & Walsh 

111 N. Cienega Bivd. 
Oleander 5-8326 
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ON TARGET 


... and another advertiser hits his mark! Or should 
we say market? Alpo Dog Food—eight years old 
and still growing like a pup—calls its shots for 
increased sales by advertising in 6 of TV GUIDE’s 
50 regional editions. But those 6 editions parallel 
Alpo’s best distribution on the east coast. No wasted 
circulation here! Instead, advertising skillfully 


directed to spur the greatest sales. Most marketing 


programs have varying regional problems. 


TV GUIDE can help you solve yours. 


Today’s most flexible magazine 
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Hvery week |Parade| calls on 
RR a 


more than half the homes 
et: ~~ Eee 


in fifty-nine important population 


Fo ee 


Chk Lae ae 


centers with the local 
ee | 


Sunday paper. No other magazine, 


either weekday or monthly, 
Bo at... a ae 
fives advertisers as large an 
PROT oS aac — GMM ear aaaaiage 
audience in these vital markets 


i eS ae Sey es ee ee ee eect ay 


The Sunday Picture Magazine 


Parade |=. 


V1) 


Parade...The Sunday magazine 
section of 59 fine newspapers 
covering some 2800 markets...with 
16 million readers every week. 
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Subliminal Advertising—Fact or Fantasy? 


Whether subliminal advertising, which has created so much public ex- 
citement lately, is a valid concept or a ridiculous hoax is discussed here by 
Dr. Britt, who received his Ph.D. in psychology at Yale and is the author 
and editor of a number of books on advertising and psychology. Before re- 
turning to academic circles this year, Dr. Britt spent many years in execu- 
tive capacities with a number of advertising agencies. 


By Steuart Henderson Britt 
Professor of Marketing, School of 
Business, Northwestern University, and 
Managing Editor, Journal of Marketing 

Is subliminal advertising possible or 
not? Some say yes, and some say no. 

In September James M. Vicary and 
Francis S. Thayer announced the results 
of a six-week test of “subliminal projec- 
tion” in a New Jersey motion-picture 
house. While the members of the movie 
audience were viewing the regular movie 
films, a second projector was flashing an 
advertising message on the movie screen 
but so fast that it was “below the thresh- 
old of awareness.” The message was pro- 
jected at five-second intervals, at a 
1/3,000th of a second speed—much too 
fast for any viewer to perceive conscious- 
ly. 

In one test, the phrase projected was, 
“Eat popcorn.” In another test, the words 
used were “Coca-Cola.” In each situation, 
it is reported that sales of popcorn and 
of Coca-Cola rose considerably in the 
theater’s refreshment stand in the lobby, 
as compared with the times when the 
subliminal messages were not projected. 

Many advertising people are now scoff- 
ing at the whole idea. “Absurd,” they say. 
Some actually claim the whole thing is a 
hoax. Louis Cheskin, Chicago advertising 
researcher, scornfully compares it to the 
case of Bridey Murphy, and says that “it 
is physically, optically, and psychological- 
ly impossible to see something you do not 
see.” He is quoted as asking: “Psychol- 
ogists know we can have sensation with- 
out perception, but how can we have vis- 
ual perception without visual sensations?” 


Subliminal Stimulation 

The answer is that the stimuli that pro- 
duce the results are subliminal—that is, 
they are below (sub) the threshold (li- 
men) of consciousness. 

You and I are constantly bombarded 
by sensory stimuli of which we are not 
conscious, but which nevertheless affect 
our attitudes and behavior. There are vis- 
ual, auditory, taste, smell, touch, kines- 
thetic, and other types of stimuli which 
affect you many times a day of which you 
may not be at all aware. There are always 
a host of stimuli which may be so faint 
in intensity that you could not attend to 
them if you wished, but which may affect 
your behavior and attitudes. 


= Perhaps in some instances you might 
respond to a total pattern of several sub- 
liminal stimuli together, although one or 
two alone might be ineffectual for you. 
Over two hundred years ago the German 
philosopher and mathematician Leibnitz 
wrote of “petit perception”... which 
might be compared to grains of sand along 
the seashore, not having much influence 
singly, but having a cumulative effect 
taken together. 

Haven't you ever, on meeting someone 
for the first time, had the unexpressed 


feeling, “I don’t like you?” Yet you may 
not be able to explain to yourself why. 
You sometimes have a “hunch” that some 
person is not to be trusted. Asked to give 
a logical explanation, you cannot. Yet in 
such cases your judgments may be ex- 
plained in part at least by subliminal 
stimulation. 


Proof of Subliminal Stimulation 

“Well,” you probably say at this point, 
“prove it!” 

The answer is that subliminal stimula- 
tion has actually been demonstrated over 
and over again in the psychological lab- 
oratory. It is not a new phenomenon. 

The classic experiment is the one re- 
ported by Prof. Boris Sidis back in 1898, 
with various people. A series of cards with 
printed numbers or letters were held in 
view of a person at a distance far enough 
away so that the individual was just un- 
able to read them. However, upon asking 
the person to guess, Professor Sidis found 
a smaller percentage of error than could 
be explained on the basis of chance. Ap- 
parently the individuals were responding 
to subliminal stimuli. 


s The late Prof. H. L. Hollingworth of 
Columbia University told in his 1913 
book, “Advertising and Selling,” how a 
student of his worked with the famous 
optical illusion: 
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The two horizontal lines are actually of 
the same length, but the upper one ap- 
pears longer than the lower one. Holling- 
worth’s student used cards with this il- 
lusion on them, and with the horizontal 
lines perfectly visible to the persons test- 
ed; but the arrows were drawn in so 
faintly and the people to be tested were 
placed at such a distance from the cards 
that the arrows were imperceptible. With 
50 trials apiece, each of 20 people was 
then instructed to indicate which of the 
two lines appeared longer. The responses 
of 17 of the 20 indicated that the imper- 
ceptible arrows were effective in creat-~- 
ing the illusion. Apparently subliminal 
stimulation was effective. 


# In 1937 Dr. Lynn E. Baker reported the 
results of an ingenious experiment. He 
presented each person with a card on 
which was a pair of crossed lines, and re- 
quired the individual to judge the position 
of the crossed lines with respect to each 
other. By varying the intensity of the il- 
lumination from trial to trial in such a 
way that on many occasions the people 
were unable actually to see the lines at all, 
Dr. Baker forced them to guess in every 
situation. The percentages of error in 
judgment when the stimuli were sublim- 
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inal were found to be less than chance ex- 
pectation. Similar results were obtained 
with subliminal sounds. In other words, it 
was demonstrated that conscious verbal 
behavior could be influenced by stimuli 
below the conscious judgment threshold. 

Another experimenter had an apparatus 
consisting of a ground-glass screen upon 
which three figures could be projected 
from the rear—a circle, a triangle, and a 
square. By varying the brightness of the 
figures, the stimuli could be projected at 
a subliminal level. Eleven people of both 
sexes, 22 to 50 years old, were used as 
subjects. Three types of evidence indicat- 
ed that the stimuli were definitely sub- 
liminal—(1) many of the figures were 
named incorrectly, indicating that the 
subjects could not see them; (2) during 
part of the study, the subjects “protested 
about the fact that they couldn’t see any 
figures and that it was just pure guess- 
work on their part, and that it was fool- 
ish to continue”; (3) from time to time 
blanks were introduced unknown to the 
person tested; yet these did not change 
the speed of the individual’s reactions or 
his tone of voice, and apparently were 
unnoticed. 

The subliminal stimuli elicited correct 
responses more frequently than would 
have been possible on a chance basis. Al- 
so, when no subliminal stimuli were pres- 
ent, the frequency of correct responses 
was just what would be expected accord- 
ing to chance. 


Other Experiments 

Discrimination and learning without 
awareness have also been demonstrated 
by other experimenters. For example, Drs. 
Carney Landis and Joseph Zubin pub- 
lished results in the Journal of Experi- 
mental Psychology some years ago which 
showed that auditory stimuli considerably 
below the determined minimal threshold 
could be recognized more often than 
chance would allow. They also demon- 
strated that individuals could guess cor- 
rectly more often than would be expected 
by chance which of three forms was being 
projected upon a ground-glass screen 
when visibility was obscured by a flood 
of higher illumination. 

Another investigator used color as well 
as form stimuli below the thresholds, and 
found that judgments concerning them 
were more accurate than chance. His re- 
sults were published in the Archives of 
Psychology in 1942. 


= In still another experiment: “The sub- 
ject was asked to lift his hand from the 
telegraph key the moment that a light 
was shown. With practice he reduced his 


reaction time to 200 one-thousandths of a 
second. But the experimenter inserted in 
the external ear a tiny cylinder contain- 
ing a wire which could be made to hum 
as soon as the switch was thrown. The 
experimenter made sure in all cases that 
the humming was truly subliminal. No 
subject could tell when it started or 
stopped. In the next series of reaction- 
time experiments the switch was thrown 
a small fraction of a second before the 
stimulus was flashed. The result, after 
practice with the method, was a reduction 
of the apparent reaction time in some 
cases to less than 100 one-thousandths of 
a second. The subject had been condi- 
tioned to the subliminal sound of the 
humming of the cylinder.” 

At New York University Drs. Sheldon 
Bach and George S. Klein had a group of 
young women look at faces flashed briefly 
on a projection screen. Superimposed over 
the faces were either the word “happy” 
or the word “angry” flashed so briefly 
that they could not be consciously seen. 
To most of the girls the faces appeared 
more pleasant when viewed with the in- 
visible “happy” than when paired with 
the invisible “angry.” 

Subliminal stimuli also occur in sense 
departments other than vision and hear- 
ing. For example, there are many sub- 
liminal stimuli in the spheres of smell and 
touch. Twenty-five years ago Dr. Donald 
Laird published in the Journal of Applied 
Psychology the results of a consumer sur- 
vey, involving four identical new pairs of 
women’s silk hose. Housewives chose that 
pair to be of better quality which had 
been treated to overcome the mildly 
rancid scent left in the hose at the factory 
...@ven though the odor as such was not 
noticeable. 


Subliminal Advertising Is Possible 

In other words, subliminal ad- 
vertising is an old phenomenon. It 
is new now, only in the sense that 
Messrs. Vicary and Thayer have ap- 
plied the idea to the field of adver- 
tising; and, since they are truthful 
men, we can assume that the results 
reported by them are true. 

That subliminal advertising is 
possible is fact... not just fantasy. 

It is small wonder that the de- 
velopers of subliminal advertising 
have themselves suggested govern- 
ment control. After all, this could 
become a potent, and in the wrong 
hands, even a dangerous technique. 
This truly is “hidden persuasion”! 

If subliminal advertising can 
work in the field of vision, why not 
in the field of hearing? And, if it 
works on a movie screen, then why 
not on the tv set in your home. . . 
and by subliminal words on your 
radio? 

If children and adults can be per- 
suaded to ingest soft drinks and 
blown up grains of heated corn 
without even knowing that they are 
being persuaded, why not hard 
drinks and sleeping pills (by some- 
one other than Messrs. Vicary and 
Thayer)? 

Or, in the field of politics, why 
not be cajoled by subliminal mes- 
sages into voting for candidate 
Bloop and for bond issue Blooper? 
Shades of George Orwell’s novel 
“1984”! 

This could become a serious prob- 
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lem for the Federal Communica- 
tions Commission. Imagine for a 
moment that subliminal messages 
were used in behalf of an unscrupu- 
lous politician by an unscrupulous 
owner of an independent radio sta- 
tion. How could listeners, NOT 


Direct Mail and Mail Order... 


knowing that subliminal messages 
were being employed, or anyone 
else ever prove that such a tech- 
nique was used? How could the 
personnel of the FCC or anyone else 
effectively and realistically “po- 
lice” subliminal advertising? 


Research, Promotion Group Must 
Get Behind M.0. Industry 


By Elon G. Borton 

Continuing my column of last week 
about the weakness of direct mail as an 
industry: 

The trouble with the direct mail field 
is that there are too few individuals 
and companies who are 
sellers in the mail or- 
der business and vital- 
ly interested in its suc- 
cess or failure. Even 
those few are usually 
small in size. 

Of the millions of 
firms using or selling 
direct mail even large- 
ly, the majority use it 
or are concerned with 
it only as a side line. The only firms 
which would consider themselves in the 
direct mail business are the letter shops, 
a few agencies specializing in direct mail, 
and some printers specializing also in di- 
rect mail. Few, if any, of the envelope and 
paper houses, printers, the printing ma- 
chine manufacturers, and the big retail 
stores depend much on direct mail busi- 
ness. Even the big mail order houses (like 
Sears and Ward) now get the major part 
of their sales through stores. 


Elon G. Borton 


= In the newspaper field, on the other 
hand, there are 1,800 dailies and thou- 
sands of weeklies which depend on ad- 
vertising. So likewise with the maga- 
zines, the business publications, outdoor, 
and the other media. Each other medium 
has a great number of sellers whose life 
blood is that medium’s advertising. Be- 
cause of this they are willing to spend 
money on promotion of the efficiency and 
volume of such advertising. Any commu- 
nications industry must depend mainly 
on the sellers—not on the users or buyers 
who have only an indirect interest in its 
well being as a medium. 

Most of the major media now have 
promotion organizations devoted entirely 
to the medium and financed by the media 
owners. These do research studies, coach 
and assist the advertising salesmen, and 
make presentations to potential advertis- 
ers. Among these are the Bureau of Ad- 
vertising for newspapers, the Magazine 
Advertising Bureau for magazines, Out- 


door Advertising Inc. for outdoor, Radio 
Advertising Bureau, Television Bureau 
of Advertising, etc.—-all financed by the 
sellers and mostly financed well. 


= The direct mail industry has no such 
arm. Like Topsy, it has “just growed.” 
But it will never reach its greatest effi- 
ciency or acceptance until it has some 
such promotion organization or until 
DMAA is given adequate organization 
and finances to do research and promo- 
tion. It now has a budget of about one 
hundredth of 1% of the money spent on 
direct mail advertising! 

Direct mail research, for instance, has 
had to depend largely on volunteer com- 
pany or individual studies and tests. 
There is hope in the new Foundation for 
the Advancement of Direct Mail Adver- 
tising as initiated by Dave Harrington, and 
I—along with many others—am watching 
it hopefully. 

But that will not take care of the other 
need—the promotion to the advertising 
fraternity and to business executives of 
the place and value of direct mail adver- 
tising. That calls for a special sales or- 
ganization which at the start may be only 
a special division of DMAA but later 
probably should be separate. 


= Somewhere in this picture must come 
some arrangement for a commission or 
systematic fee to advertising agencies for 
planning and production of direct mail. 
Preparation and handling of direct mail 
pieces and campaigns are not easy. They 
call for expensive skill and experience. 
Somehow this kind of work must be 
made financially attractive to the agency 
either by the producer or the advertiser 
or both. Until that is generally done, di- 
rect mail is likely to remain an orphan 
in most agencies. 

A campaign to explain direct mail ad- 
vertising to the public might help elimi- 
nate some of the senseless objection to it 
and get more of it read at least objec- 
tively if not eagerly. 

All this calls for a more aggressive, 
compact organization of DMAA and much 
more support by the sellers in the field. 
There are too many Indians and not 
enough real chiefs now. # 


Looking at Radio and Television... 


Free Loaders Bloom in the Garden 


By the Eye and Ear Man 

Once upon a time, when orgies were 
rightfully recognized as one of the rights 
of man, a Roman emperor invited an 
arena full of his intimate friends to come 
to a gala and then promptly set fire to 
the village. In 1957 a modern day Nero 
named Mike Todd invited 18,000 of his 
intimate friends to the Madison Square 
Garden for a soiree to celebrate the first 
anniversary of his highly successful mo- 


tion picture, “Around the World in 80 
Days.” 

Lots of important people came. A high 
representative of a neutral country from 
the UN was there, Krishna Menon; Gin- 
ger Rogers came; so did Hedda Hopper; 
the president of CBS was there with his 
top executive echelon; a senator who was 
formerly considered to be a candidate for 
the Presidency made a speech about his 
“chums” Mike and Liz; acts came from 


Advertising Age, November 18, 1957 


The Creative Man’s Corner... 
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preparations. 


and what it has to offer. 


Not so long ago we commented on a Williams shave cream ad, announcing a 
golden colored shaving soap. In our opinion, the color had been added chiefly 
to arrive at some point of difference between Williams and other shaving 


The faceless creatures in this Blue Bell ad and the knight in armor sniffing, 
sipping and savoring Heublein’s creme de menthe are employed largely for the 
same reason: to arrive at some point of difference between these and other 
ads in the same issue of the particular magazine in which they all appear. 

We cannot bring ourselves to be too critical. We feel, rather, an understand- 
able (we hope) sadness and regret. We are sad because the creative imagina- 
tion set to the necessary task of differentiation wasn’t sufficiently deep and 
broad and resourceful to do other than put the left shoe on the right foot and 
the right shoe on the left foot; we regret this because we feel both these ads 
might have made much more sense (and sales) if their fabricators had forgot- 
ten about competition from other ads, had forgotten about the man with the 
eyepatch and the man with the tattoo, and just concentrated on the product 


These are self-conscious ads, ads written with a feeling of inferiority; these 
are ads written to sell themselves rather than the products featured in them. # 


all over to salute the emperor. It was 
true that the emperor had a reputation 
for riding roughshod over people and as- 
sociating with unsavory companions, and 
that he and his consort had been thrice 
married, but after all, he had a hit and 
money cures all ills past. 


s Now it is not unusual for a group of 
publicity-seeking, curious people to gath- 
er at a circus to see a spectacle which 
they hope will end in a brawl. This group 
was not disappointed. The postscript in- 
cluded waiters throwing handfuls of hot 
dogs and cold cuts to the outstretched 
hands of the blacktie-clad crowd and sell- 
ing the “free” champagne for $10 a bot- 
tle. The final brawl included gentlemen 
fighting over the merchandise that was 
being given away, and even included a 
fellow who tried to carry off a dishwash- 
er on his back. 

By any civilized standards this dis- 
graceful episode resembled nothing so 
much as a decadent civilization that was 
ready to meet its final fate and fall of 
its own iniquities. But this mud hole of 
modern-day living was dignified by the 
mighty CBS network carrying 90 minutes 
of the latter day lower depths under the 
guise of entertainment. And if this isn’t 
enough, the ratings seem to be twice that 
of the normal Playhouse 90 and more 
than twice that of a deserving drama, 


“Green Pastures,” carried on the opposite 
network. 


® The production on this miserable pot- 
pourri of inhumanity looked like the ear- 
liest days of television. The cameras were 
on the street when they should have been 
indoors, interviews were chopped up, 
commentators had nothing to say and 
couldn’t locate their aides on the floor, 
there were dead spots, Mike Todd 
sneered, Liz Todd said “dah,” everyone 
thought it was all “wonderful.” It was a 
mess. 

But the messiest mess of all happened 
backstage. The racketeers of television, 
cheered on by their darling Mike Todd 
and his press agent Bill Doll, generously 
offered the donor of free prizes oodles of 
air plugs, regardless of the fact that the 
Playhouse 90 is paid for by three spon- 
sors who, by the rules, are entitled to the 
only commercial messages on the show. 
This free air time offer got an airplane, 
boat, cars, refrigerators, dishwashers, ap- 
pliances of all kinds, flowers, a huge 
cake, etc, etc. 

As if to atone for its grisly mistake in 
taste, CBS, bless its sponsor-loving heart, 
cut every parasite plug out of the script 
and avoided any camera shots that could 
possibly identify the makers of the gifts 
that were on display and which were 
going to be distributed days after the 
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The Bulletin goes home...delivers more copies to more families 


every seven days in Greater Philadelphia than any other newspaper 


For drugs, health aids and toiletries, the people of Greater 
Philadelphia spend $168,037,000 each year. Why do they prefer 
certain products? Largely because of the advertising they read 
in their home newspaper—The Evening and Sunday Bulletin. And 
advertisers get a big selling plus in this newspaper with R. O. P. 
spot and full COLOR—available both evening and Sunday— 


seven days a week! 


The Bulletin exerts a powerful influence on the buying habits 
of its readers. Philadelphians like The Bulletin. They buy it, 
read it, trust it and respond to the advertising in it. The Bulletin 
is Philadelphia’s home newspaper. 

Advertising Offices: Philadelphia, 30th and Market Streets * 


342 Madison Ave. * Chicago, 520 N. Michigan Ave. 
Ferguson Walker Co., Detroit + Atlanta * Los Angeles * San Francisco * Seattle 


New York, 
Representatives: Sawyer 


In Philadelphia nearly everybody reads The Bulletin 
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show, after the winning tickets were 
drawn by “honest ’Liz.” 

The aftermath was that the donors of 
the little old airplane and the little old 
boat and the appliances screamed “Rob- 
bery!” and withdrew their prizes and 
threatened to sue “honest Liz” and the 
emperor and old blabbermouth, the press 
agent. Ho, ho, and hah, hah. Foremost 
among the screamers was one of the 
most distinguished blue chip food com- 
panies in the world. This holier-than- 
thou corporation, which is noted for boot- 
ing off the free loaders on all of its 
programs, was conned into spending 
$10,000 on a cake, with prominent men- 
tions of the product written all over the 
side, on the promise that it would be 
plugged and displayed on the camera 
with full commercial identification. 

The upshot was that the double stand- 
ard corporation got no identifiable shot 
on camera, no on-air mention, and blew 
$10,000 to learn that you can’t have two 
rules—one for you and one for the other 
fellow. Indeed, justice triumphed. 


On the Merchandising Front... 


The moral of this sad story of dis- 
sipation is manyfeld. After continuing to 
allow the airlines to avoid paying any 
time charges by letting them merchan- 
dise their plugs on any old quiz show, 
perfume plugs (which seem to be the 
mode today) and miscellaneous payolas, 
the graft got too much for the innocent 
advertisers who pay their money and ex- 
pect to get full and exclusive commercial 
value for their ante. They rose in right- 
eous indignation and blotted out the fat- 
uous parasites, regardless of the unscru- 
pulous generosity of the bad emperor 
and his wicked prime minister. 


® Sponsors of the world, arise! Turn 
your wrath on the free loaders who ride 
on your backs. Insist on entertainment 
and resist brushoff. Refuse to pay for 
programs which drag your brand names 
through the unswept corrals. If the hon- 
est citizens of the world don’t stand up 
for their hard earned rights, we may in- 
deed be witnessing the end of the civili- 
zation we know and love. 


What Is Merchandising? 


By E. B. Weiss 

What is merchandising? 

I’ve heard it defined this way: Ad- 
vertising moves the shopper to the mer- 
chandise—merchandising moves mer- 
chandise to the shopper. That defini- 
tion trips off the 
tongue right smartly. 
But, really, it doesn’t 
stand up under analy- 
sis; a premium offer, 
for example, will move 
the shopper to the 
merchandise (some- 
times sans any adver- 
tising) and the devel- 
opment of a premium 
program is generally 
considered to be a basic merchandising 
function. 

For myself, I’ve confessed with mo- 
notonous regularity that I simply don’t 
know how to define merchandising. I 
note, in this connection, that the func- 
tions of the merchandising service of- 
fered by advertising agencies are almost 
totally unstandardized. And, in manu- 
facturing organizations, I find that the 
functions of the merchandising depart- 
ment are at least equally unstandard- 
ized. 

So, while in theory, it may be possible 
to contrive a glib answer to “what is 
merchandising?” in practice I think it is 
correct to say that nobody has succeeded 
in formulating a workable definition. 


E. B. Weiss 


s Actually, I am not certain that a def- 
inition of the merchandising function is 
important. Definitions, like rules, are 
made to be broken. 

But it strikes me that some who are 
engaged in merchandising work might 
find of some practical assistance a pre- 
liminary listing of merchandising func- 
tions. And I propose to include such a 
list with this column. 

However, first permit me to emphasize 
that this is simply a start toward listing 
the merchandising functions. It makes no 
pretense at being anywhere near com- 
plete. Moreover, even this preliminary 
list unquestionably contains some dis- 
putable subjects. (In this connection it 
is pertinent to point out that nobody has 
as yet succeeded in developing a uniform 
list of all of the items that are properly 
chargeabie to “the ~ advertising “budgei— 
so, obviously, merchandising is not alone 
in its lack of precise definition!) 

Perhaps all that I am doing, with the 


following list, is saying in effect: Here is 
at least a part of the area in which many, 
if not most, merchandising men in man- 
ufacturing and in advertising agencies 
roam. 


® As you scan the list (which is arranged 
in no particular order at all) you'll agree 
it is a big enough area to keep anyone 
stepping pretty lively: 
Premiums 
Deals—Consumer and Trade 
Contests of various types 
Pricing 
Discounts and terms 
Store fixtures 
Demonstrations and demonstrators 
Presenting advertising to salesmen— 
to the trade 
Merchandise display units and cartons 
Styling and color developments 
Equipping salesmen with merchandis- 
ing facts 
Testing new products 
Promotional numbers 
Packaging in all its aspects 
Demonstrating the net profit contribu- 
tion 


s Changes in distribution 

Interior display 

Window display 

Merchandising concept for promotions 
for special occasions 

Seasonal developments 

Self-service and _ self-selection fix- 
tures-packages-etc. 

Vending machines 

Diversification by category 

Full-line trend 

Changing the unit of sale 

Merchandising needs of specific terri- 
tories 

Disposing of old models, packages, etc. 

Trade-in plans 

Getting the trade to stock more of the 
line 

Out-of-stock problem 

Development of new uses 

Merchandising analysis of sales figures 

Related product promotions 


® Cooperative advertising 

Servicing products 

Private brands 

New models 

Fair Trade 

Shopping centers—downtown retailing 

Department “store ‘branch operations 

Window and interior display contests 

Development of secondary or “fight- 
ing” brands 


Chain store trends 

Paying for shelf space 

Cutting retail handling costs 

In-the-home selling 

Catalog selling 

Saturation merchandising campaigns 

Building up weak territories 

Retailing bulky items 

Jobbers and jobber salesmen 

Pre-ticketing 

Model stock plans-Basic stocks 

Automatic re-order plans 

Hang tags 

Retail price lining developments 

Trading down—trading up 

Changing the unit of sale—sizes—mul- 
ti-packs 


® Promotional kits 
Catalog pages 
Sample kits 
Credit plans 
Retail allowances 
Tie-in sales 
Sampling 
Exclusive agents—exclusive franchises 
Retail mats 
Trade paper advertising 
Super-luxurious models 
Impulse shopping 
Drive-in retailing 


Advertising Age, November 18, 1957 


Vending machines 

Special Christmas plan 
Development of fads 

Creating obsolescence 

Adding trim 

Loss leaders 

Trade shows 

Needs of an “older” population 
Meeting competitive price action 
Give-aways 


® Introducing new items 

The peak hour problem in retailir 

Concentration of retail volume 

Training retail sales people 

Accepting returns from the trade 

The guarantee 

Handling the price cut—the price 
crease 

Pre-ticketing—price marking 

Explaining the volume and profit co. 
tribution 

Proportional shelf representation 

New retailing hours 

New sizes for shipping cases 

Demonstrations 

Warehouse selling 

The problem of returns 

Open stock plans 

Special offers 

Minimum order requirements. # 


From an Art Director's Viewpoint... 


Why Catch the 20th Century? 


(The 14th is leaving on Track 1) 
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By Andy Armstrong 

You might take too fast a look at 
Equitable and say, “Just another Big 
Head ad.” Something really deep is going 
on here. There’s similarity between the 
photography of today’s Coarse Pores 
school and the painting 
of the Italian Renais- 
sance. 

Late in the 14th cen- 
tury, the bystander 
started to get pulled 
into the artwork. The 
schools of Giotto and 
Simone Martini (an 
improbable name but 
true, and somehow apt 

Andy Armstrong in this discussion) 
might have diverged on other ideas, but 
they agreed on bringing the onlooker in. 
“They invited him to imagine himself with 


the 


Insurance Family Style 


00 0 ees ye ~ 
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those painted people inside the frames. 

The Renaissance painter said to h’ 
dience: “This is real, and you have a pari 
in it.” 

Photography in ads didn’t talk like ”” 
until recently. Before Marlboro—ar 
deluge of close-ups imitating Marlb. 
readers were “left out” of pictures, 
no chance to take part. The people i. 
ads were too far away. 

But we've hit our Renaissance. J'~ 
instead of looking through the w 
we enter the room. We walk right 
the gent with the cigaret. We get 
him. 

Looking at Equitable’s spread, » 
allowed close enough to smell the Tavium 
on baby’s chin. 

Such intimacy we have, in this modern 
Renaissance—breathing at strangers nose 
to nose. Like chickens in a crate. # 
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NEW DAY-GLO® 
PRINTING INKS 
MAKE ANY 
PACKAGE 
STAND OUT! 


Now you can add extra impact to any package with new Day-Gio printing inks. These clean, eye-catching fluorescent 
colors stop more shoppers because they're far brighter than the brightest ordinary printing inks. They also add extra 
impact to point-of-purchase displays, labels and short-term posters. 


Genuine Day-Gio printing inks are easy to use, too. Even on long, high-speed production runs they print just as 
easily as ordinary inks. So for best results and highest quality, always insist on genuine, tested Day-Gvo printing 
inks. Available in six brilliant colors for either letterpress, litho, flexo- SWITZER BROTHERS, INC. 
graphic or gravure. Write today for name of your nearest distributor. 4732 st. CLAIR AVENUE + CLEVELAND 3, OHIO 

Dealer inquiries invited! 
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Salesense in Advertising ... 


What Joe America Wants to Know 


By James D. Woolf 
Advertising Consultant 

George N. Scheid, in a recent conven- 
ion speech, said this: “I say to the auto- 
mobile manufacturer: Tell them the price. 
4nd while you’re at it, the greatest job of 
cushioning in the world is to advertise the 
terms. What Joe Amer- 
ica wants to know is 
what he has to pay per 
month. He'll buy it 
when he sees that it 
can meet his budget.” 
Mr. Scheid is advertis- 
ing director of the Val- 
ley Daily News, Taren- 
tum, Pa., and it’s a 
safe assumption that he 
knows what is going on 
at the buying level. 

In the case of old, established cars it 
may be argued that the motoring public 
has a pretty fair idea about prices. May- 
be. But what about new entries into the 
field? Up to now I have noted at least a 
dozen Edsel ads in newspapers and mag- 
azines and on outdoor posters. Yet I don’t 
have the faintest notion about the prices 
of “1958’s most remarkable automobile.” 
If I were to guess, I’d probably be $500 
off, up or down. This withholding of price 
information is more than a disservice to 
the reader; it is poor salesmanship and 
bad public relations. 


James D. Woolf 


= In my files is a letter from the former 
advertising manager of one of America’s 
largest department stores which in part 
says this: “I have always held to the 
view that no advertisement is a proper 
advertisement unless it (1) defines the 
product, tells what it is; (2) tells what it 
does in terms of benefit; and (3) states 
the price, actual or approximate. Every 
now and then I see an advertisement so 


* vaguely written, purposely or otherwise, 


that the reader is left in a fog about what 
the product is or does...that’s bad 
enough, but what is worse—because it is a 
disservice to the reader—is failure to 
quote prices.” 

Advertisers object on several counts to 
quoting prices in national media. One is 
that the prospective purchaser should see 
the product, feel it, manipulate it and, 
most of all, be exposed to store salesman- 
ship, before the price is revealed. The 
philosophy here, in other words, is to 
withhold the “bad news” as long as pos- 
sible. I personally do not go along with 
this in most situations. It’s not a good 
will procedure, for one thing; for another 


Employe Communications ... 


thing, retail salesmanship is largely a 
myth. 

If there is an advantage in withholding 
prices until the retail clerk has exercised 
his wiles, department stores haven’t 
learned it yet. Only this week a depart- 
ment store advertising manager told me 
that his copy produces traceable sales on- 
ly when prices are quoted. Not once in a 
blue moon, he said, does an advertise- 
ment sans prices result in store traffic. 
(What a public outcry we’d hear, inci- 
dentally, if department stores, supermar- 
kets, and other large retail outlets were 
suddenly to abandon the policy of quoting 
prices in their daily newspaper advertis- 
ing!) 


s Another objection is the fact that often 
prices of nationally advertised goods are 
not uniform among retailers. A given 
product, depending on the pricing policy 
of the store, may vary in its selling price 
one way or another. I do not regard this 
objection as valid. Lack of uniformity is 
no reason for not stating an approximate 
price, as some advertisers are now doing. 
And why not approximate terms? In 
Life, issue of Nov. 4, a Hammond Organ 
page quotes terms this way: $135 down at 
most dealers and about $40 a month.” 
And Argus Camera does this: “Only 
$79.50. Most dealers offer budget terms 
...as little as $7.95 down. Other Argus 
projectors from $39.50.” 

I once participated in a consumer sur- 
vey on this matter of prices not being 
quoted in so much national advertising. A 
typical reaction to such advertising was 
this one: “When the price isn’t given I 
assume it is so high that the advertiser is 
afraid to state it. Omission of prices al- 
ways arouses in me a feeling of annoy- 
ance and a suspicion that the advertiser 
is playing tricks on me. I am equally an- 
noyed with the merchant who displays 
his merchandise without price tags in his 
windows.” 


= It is my belief that Joe America today 
is more worried about his dollars—and 
how far he can stretch them—than about 
Sputnik or anything else. He is beginning 
to take a sharper look at his money than 
he did in the Saturnian Age that appears 
to be going into an eclipse. There are 
plentiful signs that he is becoming more 
and more acutely price-conscious. Today 
his first question, when he debates with 
himself over the purchase of an article, 
is, “How many dollars will it cost me and 
does it represent the most value I can get 
for my money?” # 


Daily Management Newsletter Is Effective 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

In its zeal to firm up communications 
with employes, the typical company is 
often inclined to overlook its communica- 
tions within management. The uninformed 
are not always to be found out in the 
shop, trying to sift fact from rumor. Often 
at the manufacturing and engineering 
level, among those of the “management 
team,” one finds people groping for the 
answers. 

You can lay the blame for a lot of this 
at the door of oral communication. There 
is a curious belief at high management 
levels that all a president needs to do is 
to tell something to an assistant, and by 
some miraculous method of conveyance 


it will find itself all the way to the super- 
visory level. This is accomplished, the 
president feels, simply by one man’s re- 
peating to another precisely the same 
message he has heard himself. 

Ora] communication doesn’t work that 
way, and it isn’t that good. Oral commun- 
ication involves too much faith in each 
auditor hearing the same message in ex- 
actly the same way and in putting the 
same construction upon it. 


® International Business Machines Corp. 
is one of the few organizations which 
apparently feel that tne oral must be 
backstopped by the written, both capably 
and frequently. And it sees to it that its 
more important messages get into the 
hands of the key group neglected by so 
many other concerns—the manufacturing 


and engineering management group. 

This is dome by means of a daily news- 
letter, prepared by IBM’s news services 
department. It is distributed every morn- 
ing to 850 members of these two groups 
at the Poughkeepsie, N. Y., operation. It 
is a single sheet of facts, quotes and com- 
ment attractively reproduced (by IBM 
equipment, of course). It is a highlight of 
what’s going on, not only at IBM, but in 
those areas of business in which IBM 
management personnel are—or should be 
—interested. 


= Much of the material represents culls 
from the responsible daily press, relating 
to subjects close to manufacturing and 
engineering interests. When the company 
has something important to say on a 
topic of company interest, the medium 
for saying it already exists. It has read- 
ership and it has acceptance. The man- 
agement is not obliged to whip out some 


109 


form of extra-special bulletin to catch 
the employe eye—the management al- 
ready has the employe eye. 


= The daily newsletter is not a common 
device in employe communications, be- 
cause managements usually feel that (a) 
there isn’t enough news to justify a daily 
bulletin, even a single-paper, and (b) the 
job takes too much time. There may be 
some validity in the first contention— 
certainly no one outside a company could 
chalienge it without testing the news 
sources first. So far as the job taking 
time is concerned, anything good in com- 
munication takes time and such a bul- 
letin should not take too much. 

With a certain amount of retrenchment 
in communications being considered, it 
might be well for communications people 
to look into the daily newsletter device; 
it’s timely, it’s easy to prepare, and its 
cost is negligible. + 


DRAWTHINKS, 


The COPYWRITER'S Ar 


Seven keys to chaos 


1, Indicate to the artist that you “must 
have this by noon but I’ll be gone all 
morning. Sorry I can’t be sure about 
size. Better do several, some in full 
color, but they probably won't go for 
=” 

2. Indicate your corrections in red 
grease pencil right on the layout 
which must be fixed up and returned 
to you immediately because you want 
to leave early and take it with you. 

3. Indicate to the artist that you want 
authentic late 18th century decor, 
when you really mean late 1800s, or 
want an “outdoorsy” atmosphere, 
then complain, “Where is the moun- 
tain?” Your mental picture, u’.2ss 
specified, may not conform to ‘ihe 
artist’s. 

4. Mention casually that, because of 
income tax, you “don’t think you can 
afford another $1,000 raise.” This 
kind of information will get around, 
may upset schedules in the art de- 
partment all day, whether or not 
their sympathies are with you. 

5. Repeat as often as possible: “Yours 
not to reason why, yours but to do or 
die.” 

6. Repeat as often as possible: “Who 
did this, your apprentice?” 

7. Repeat as often as possible: “No 
hurry about this. I don’t care if it 
takes all night.” 


How to drive the art department crazy 
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Next Lesson: “How to Be the Art Director’s Delight” 
Coming: “How to Draw Basic Expressions” 
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225 Dailies Boost 
Their Price: ANPA 

New York, Nov. 12—Circulation 
|price boosts have been announced 
| by 225 newspapers in 42 states 
|during the last ten months, ac- 
cording to the American Newspa- 
| per Publishers Assn. The increases 
cover single copy prices, home de- 
livery, mail subscriptions and 
wholesale rates. 

The ANPA said that between 
April, 1955, and Nov. 1, 1957, the 
number of newspapers selling for 
more than 5¢ advanced from 230 to 
449. In 1955, there were 1,743 dai- 
lies in the U.S. # 


‘Columbus Dispatch’ Appoints 
The Columbus Dispatch has ap- 
pointed Byer & Bowman Adver- 
tising Agency, Columbus, to handle 
its advertising and collateral 
promotion material. A schedule of 
large space ads will appear in the 
Wall Street Journal, Food Field 
Reporter and marketing media. 


SEPRTTENTED RariomaitT oF # 
A. RARTWELEL CAMPBELL, 


ONE BILLION 
ONE HUNDRED 
SIXTY-NINE 
MILLION 


HITCH our SalesWagon 


to AKRON “AREA * 
with yust ONE medium 


*BIGGEST ONE-NEWSPAPER CITY IN THE U.S.A. 
There’s more than tires rolling out of Akron, the world’s 

trucking capital. Chrysler, G.M. Euclid Div’n., Firestone, Goodrich, 
Goodyear, General, Seiberling, Mohawk are among the big 

names here in Ohio’s most concentrated area of great industrial 
names. Diamond Match and Quaker Oats, the world’s largest 

fishing tackle factory and one of the largest producers of children’s 
books and of rubber toys are here, too, 


4 Pe atl 


o THE BOOM 1s ON IN AKRON 
- = Be sure YOU get your share! 


~ ¥A.$1,169,000,000 Market with 
COMPLETE Coverage Daily and 
Sunday with ONE Complete 
Newspaper 


- Send for Your Copy 
TEN TOP BRANDS IN AKRON SURVEY 
A brand new Personal-Interview Survey 
by Dan E. Clark Il & Associates, Inc., 
reporting the 10 Top Brands in the 
home and on retailer's shelves; family 
and market statistics. It's yours — free. 


AKRON BEACON JOURNAL 


Ohio's Most Complete Newspaper 
STORY, BROOKS & FINLEY, Representatives 
JOHN S. KNIGHT, Publisher 


y 
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Boulton 

BON, BON, LEBON—Luke LeBon, Edward H. Weiss & 
Co., was winner of the first prize in the oils classifi- 
cation in the Art Directors Club of Chicago’s eighth 
annual fine arts show. Shown here with Mr. LeBon 
are Robert Dunn, Tatham-Laird; Fred Boulton, J. 


LeBon 


Walter Thompson Co.; Jack Amon, Needham, Louis 
& Brorby, and Earl Gross, Stevens-Gross Studios 
& Galleries, where the 43 entries were exhibited. 
Not shown here is John Breunig, Foote, Cone & 
Belding, winner in water colors. 


Caples’ New Book 
Tells How to 
‘Make Ads Pay’ 


New York, Nov. 12—“Do You 
Make These Mistakes in English?” 

“They laughed when I sat down 
at the piano—” 

These are two of the most fa- 
mous advertising headlines of our 
era. Very few people in the ad 
industry would fail to recognize 
them. 

John Caples, vp, Batten, Barton, 
Durstine & Osborn, wrote them 
years ago, and he has continued 
to write some outstanding adver- 
tisements. 

In his new book, “Making Ads 
Pay” (Harper & Bros., $4.50), Mr. 
Caples tries to brush off some of 
his ad writing magic on neophytes. 


= Mr. Caples uses no dry-as-dust 
exposition. Instead, with a slightly 
autobiographical note, he starts the 
reader off with his own first day 
as a copywriter under Ev Grady, 
and takes him step by step through 
the creation of a number of his 
most successful ads, including the 
two above. 

Some of Mr. Caples’ chapter 
headings indicate the practical na- 
ture of his book: “How to Write 
Story Copy,” “Some Principles 
Learned in Mail Order Advertis- 
ing,” “How to Think Up Ideas,” 
“How to Write Headlines,” “Ten 
Ways to Write the First Para- 
graph,” “How to Write Advertising 
Copy,” “Ten Ways to Make Ads 
Believable,” “Six Ways to Prove 
It’s a Bargain,” “Nine Ways to 
Make It Easy to Buy,” “Six Ways 
to Make People Buy Now,” and “A 
Check List for Making Ads Pay.” # 


Canadian Broadcast 
Laws Face Revisions 
in ‘58, Nowlan Says 


O1tTawa, Nov. 12—Revenue Min- 
ister Nowlan last week hinted that 
“substantial legislative changes” 
will be proposed next year to stat- 
utes governing the publicly-owned 
Canadian Broadcasting Corp. and 
Canadian broadcasting generally. 

He said in the Commons that 
Fowler Royal Commission report 
jon broadcasting is receiving very 
careful attention by the govern- 
ment. The report’s recommenda- 
tions would involve “very sub- 
stantial changes” that would 
require prolonged consideration in 


the House. In view of the possibil- 
ities of long debate in Parliament 


it was considered “inadvisable” to 
propose amendments to the radio 
and CBC acts this year, he said. 

Mr. Nowlan said that he took 
the question to mean the calendar 
year and hinted that, in view of 
the short time remaining, parlia- 
mentary action would be post- 
poned until next year. 

The report of the commission, 
headed by R. M. Fowler of Mon- 
treal, made sweeping recommen- 
dations on financing of the CBC 
and changes in broadcasting pol- 
icies generally. # 


WIJAS Boosts Shepard; 
Appoints Two Others, New Rep 

H. W. (Hank) Shepard, formerly 
director of special projects for the 
owned stations division of National 
Broadcasting Co., New York, has 
been named as general manager 
of the NBC-owned radio stations 
in Pittsburgh, WJAS and WJAS- 
FM. NBC bought these stations 
Nov. 1, from Pittsburgh Radio Sup- 
ply House. Martin Pollins has been 
named sales manager and Oscar 
Campbell business manager of 
WJAS and WJAS-FM. Mr. Pollins 
joined NBC in 1955, and Mr. 
Campbell joined the network in 
1951. 

The stations also have named 
NBC Spot Sales their national rep- 


resentative. H-R Representatives 
formerly handled the stations. 


Ward Plans K. C. Store 

Montgomery Ward & Co., Chi- 
cago, plans construction of a full- 
line department store in a second 
Kansas City, Mo., shopping cen- 
ter, bringing to four the number 
of Ward stores in the area. “We 
intend to make the Kansas City 
area a major Montgomery Ward 
center because of the rapid growth 
and excellent transportation facili- 
ties of the area,” according to John 
A. Barr, chairman and president 
of the company. 


ro. T TIP & 
CAN'T STICK 
CAN'T DRIP 


HABERULE 


Rubber Cement 


The world's most modern dispenser. Handy grip- 
top. Lorge bristle brush always reoches rubber 
cement—no adjustments necessary. At your ortist 


supply store or direct. Only $2.95 
THE HABERULE CO. 
BOX AG-245 + WILTON, CONN. 


SEALS TIGHT 
BY FINGER 
PRESSURE 


Just a darn minute, 


Smidley. 


The old gang at the frat'll have to 
wait till | see that Cascade order. 

Drat it, Smid, can't you shake those 
1925 buying habits? This Cascade's 
important—one of the nation's top 75 
markets. Think of it, exclusive 
television coverage in a market of over 


half o million with over a billion 


NATIONAL REP.: WEED TELEVISION 


to spend. We can't overlook that 


and, by George, we won't! 


CASCADE 


BROADCASTING COMPANY 
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Rubel Recommends 
Friden Device for 
Agency Automation 


Cuicaco, Nov. 12—Automatic 
typing-calculating machines de- 
signed to handle advertising agen- 
cy finances and paper work are 
now practical for medium-size 
agencies, according to Ira Rubel 
Inc., agency management consult- 
ant. 

Michael J. Rich, Rubel vp, is 
demonstrating the Model C Com- 
putyper introduced in 1956 by Fri- 
den Calculating Machine Co., San 
Leandro, Cal. The machine, which 
can semi-automatically produce 
media estimates and schedules, in- 
sertion orders, voucher checks to 
media and invoices to clients, rents 
for less than the salary of one typ- 
ist. 

Agencies in the $2,000,000-to- 
$20,000,000 class can make best 
use of the Computyper, Mr. Rich 
said. “Smaller agencies normally 
would find it too costly, and larger 
agencies should be thinking about | 
installing a computer,” he ex- | 
plained. 


# Until now, Mr. Rich said, only 
the largest agencies could afford | 
office automation, in the form of | 
punch-card calculators. The Com- | 
putyper rents for about $210 a} 
month on a five-year basis, with | 
an option to purchase the machine | 
then at partial cost. 

The machine operates’ with 
punch cards, which eliminates | 
many errors and speeds up repeti- | 
tive clerical functions. Cards con- | 
taining information on media 
(name and location of publication, 
line rate, etc.) are used in making 
up estimates. As these estimates | 
are computed, the information is | 
recorded on a “detail” punched | 
card. When the schedule is ap-| 
proved, the detail card becomes | 
the master card for future clerical | 
work, such as insertion orders, in- | 
voices and billings. The machine 
can be used for newspapers, mag- 
azines, outdoor, television and ra-| 
dio, as well as some types of pro- | 
duction and talent billings. 

Since the machine also punches | 
out a “common language” tape 
which can be read by the larger | 
computing machines, it is suited | 
for branch offices of large agen- | 


" | 
cies. | 


= Mr. Rich has engineered a pilot | 
media-accounting system for me- 
dium-size agencies, and is dem- 
onstrating it in Rubel’s Chicago | 
offices this month. Demonstrations | 
will be repeated in New York in| 
January. 

The Rubel organization is not | 
selling the machines, Mr. Rich ex- 
plained. His company found the | 
machine best suited for medium-| 
size agency clients, but demon- | 
strations are open to others. Rubel 
studied the possibilities of pooling | 
punch card tabulating equipment | 
for use of several] agencies, Mr. | 
Rich said, but because of the con- | 
fidential nature of some agency | 
business, the idea was dropped. | 

Rubel spent a year studying | 
moderately-priced equipment be- | 
fore it selected the Computyper 
for recommendation to its clients. 

Rubel’s services include setting 
up operations to help agencies | 
make best use of Computypers. + 


Motorola Expands Ad Plans 

Motorola Inc., Chicago, plans to 
expand advertising of its new line 
of fiber glass portable phono- | 
graphs and high fidelity, accord- | 
ing to Harold J. McCormick, di- | 
rector of advertising and sales 
promotion, because sales of the 
products “have exceeded esti-| 
mates.” In addition to the schedule 
planned in Life and The Saturday 
Evening Post for the Duraphonic | 
line, Motorola plans color pages 
in Esquire, Holiday, Look and 
Seventeen. 
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AGENCY AUTOMATION—Friden Compuiyper shown here, being dem- 
onstrated by an Ira Rubel Inc. office worker, is said to simplify and 
speed up the compiling of media estimates and schedules, insertion 
orders, checks and invoices for medium-size agencies. Lois Buhr- 
fiend shows how versatile cards can fill in voucher checks. 
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“Good Morning” Newspaper 


Denver Retailers point ) In the first 9? months of 1957 
Denver's Electrical Appliance 


Stores placed 551,511 lines, 
74% of their total linage in 
the Rocky Mountain News. 
for you. j Media Records 
Represented by General Adv. Dep't., SCRIPPS-HOWARD NEWSPAPERS 
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more effective » 
media selection 


MEMPHIS’ INDUSTRIAL PAYROLL J 


HAS GROWN-NOW OVER $171 MILLION’ 
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The top photograph shows the large International 
Harveste- plant. The bottom picture is of Kimberly- 
Clark, Ine. 


Memphis business firms know the weekly 
shopping trips conducted regularly into Mem- 
phis from the trading area. Families for miles 
around do business in Memphis—the hub of 
activity for expenditures. A big plus to the 


half-million Memphians represents Put it in CAPS 


YOUR 
MEMPHIS MID-SOUTH 


MARKET THE 


Two Dailies and The South's Greatest Sunday 
Newspaper Combined Daily Circulation 358,- 
479—Sunday Commercial Appeal 263,076— 
(ABC Publisher Statement 3-31-57) 


MEMPHIS 


SCRIPPS-HOWARD NEWSPAPERS 


Memphis Is More — Much More Than The 
Cotton and Hardwood Capital of the Country! 


Diversified industry has greatly expanded. Plans for the 
immediate future are attractive because of so many induce- 
ments. This holds true for both Memphis and the wide im- 
mediate trading area. 

MEMPHIS IS A UNIQUE MARKET! 

It is the hub of business activity for an approximate 140 
mile radius. A metropolitan city for buying action right smack 
in the middle of a trading area of 690,241 families with high 
steady income. 

An industrial payroll alone of $171,369,000 spells out basic 
BUYING POWER! 

No one can afford to overlook the prosperous MID- 
SOUTH MARKET in advertising promotion plans. It certainly 
takes more than the southeast or southwest to capitalize on 
the fruitful purchasing power of the South! 

In this market, newspapers have proven themselves as the 
popular dominating medium. Decide now to reap the bene- 
fits of the MEMPHIS-MID-SOUTH MARKET. 


*Chamber of Commerce Report 


OMMERCIAL 
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The Voice 


Sees a Serious Threat to Advertising Industry 
in Proposed Legislation to Bar Ads of Patent Agents 


To the Editor: The readers of 
your publication should be inter- 
ested to learn of another high- 
handed government action that 
not only invades new areas of 
free, private enterprise but is, in 
principle, so contrary to the con- 
cepts of democracy as to renounce 
the premise that ours is a govern- 
ment of laws—not of men. 

The fact that this proposed 
piece of legislation does harm to 
the advertising industry, as well 
as to other recognized groups, is 
not its only threat. It is a new 
salient of government into the 
arena of business, and its poten- 
tial for consuming ever more and 
more of the rights of doing busi- 


ness is quite real and ominous. 

I am referring to a proposed 
amendment to “The Rules of 
Practice in Patent Cases,” which 
says, in part, “The use of adver- 
tising, circulars, letters, cards and 
similar material to solicit patent 
business, directly or indirectly, is 
forbidden as unprofessional con- 
duct...” and then goes on, in es- 
sence, to refuse recognition to 
practice before the U. S. Patent 
Office to any patent agent or at- 
torney who so advertises. 

This is a most interesting new 
attack on the citadel of free enter- 
prise. It is a dangerous precedent. 
It gives to the federal government 
a precedent for deciding what is 


of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


“professional” and “unprofession- 
al.” In short, “who are the privi- 
leged?” The unremitting efforts of 
the American Bar Assn. to super- 
impose upon the just laws of the 
governed its own concepts of “eth- 
ics” and “professional conduct” 
are going to be rewarded through 
enactment of this amendment, un- 
less strong counter action is taken. 

The advertising industry has 
more to lose than just the adver- 
tising of patent agenis and patent 
attorneys. Who knows what the 
next loss may be, or when, unless 
a stand is taken here and now 
against government’s arbitrary 
classification of certain groups as 
being “unprofessional” if they ad- 
vertise? 

The apparent indifference of 
Commerce Secretary Weeks and 
the Commissioner of Patents to the 
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Through ACB services, you see with your own eyes what goes on in news- 
paper advertising of your brand and/or competitive brands in any or all of 
1,393 markets in the U.S. When you see the situation you can act to make your 
selling efforts bring greater returns. 


Below are 3 of 14 ACB services that come from reading every advertise- 
ment published in every daily and Sunday newspaper in the United States. 


RETAIL STORE REPORTS 


Provide accurate check-up of 
dealer tie-in advertising covering 
your own and/or competitive ac- 
counts. A widely-used service for 
determining sales policy and di- 
recting salesmen’s efforts. Reports 


BRAND MENTIONS 


ACB’s Research Service that serves 
the large group of manufacturers 
and others whose trade names are 
promoted to the consumer as part 
of the advertising of other con- 
cerns. Widely used by producers 
of ‘name brand”’ fabrics; publish- 


can show linage; cost of space; 
city; publications; sales territory; 
dealer name; product and _ price 
advertised; mats used; totals and 
percentages. ACB Reports are bet- 
ter than 95% accurate. 


ers; and many manufacturers in 
hard-goods lines. 

These ‘‘mentions”’ are usually 
hidden deep in the “‘body”’ copy, 
but ACB’s readers pick up better 
than 95 out of ib by careful 
checking of all newspapers. 


UNDUPLICATED COPY SERVICE 
Keeps you posted on new sales 


to see if, as, and when it a rs. 


ideas, copy themes, premiums, ACB will ‘‘spot’’ it and send you 
new advertisers, etc. You specify tear sheets. Covers all dailies in 
the kind of advertising you wish the U.S. 


ADDITIONAL 11 additional services are available. Described in ACB Catalog sent 
SERVICES: free on request, or contact nearest ACB office. 


The Advertising Checking Bureau, Inc. 
New York (16) 79 Madison Ave. * Chicago (3) 18S. Michigan Ave. * Columbes (15) 
B 20 South Third St. + Memphis (3) 161 Jefferson Ave. + Som Francisce (5) 51 First St. 


ACB READS EVERY ADVERTISEMENT IN EVERY DAILY NEWSPAPER 
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historical definition of the U. S. 
Patent Office is an appalling af- 
fair. More than a hundred years’ 
tradition of service to small in- 
ventors is to be discarded in favor 
of obeisance to the “chosen” group 
of privileged people who may now 
claim for themselves exclusively 
the right of practice before the 
Patent Office. For a century, pat- 
ent attorneys have used ethical 
advertising to reach a vast, wide- 
spread group of Americans who 
think they have an invention, a 
better way of doing something, 
can build a better mousetrap. But 
they are either unfamiliar with 
their rights to protection, or lack 
the knowledge as to how their in- 
vention could be properly patent- 
ed. Many of them are reluctant to 
consult other persons, until they 
notice through advertising that 
there are specialists in the field of 
helping them secure information to 
determine the patentability of 
their invention. Through these pat- 
ent attorneys and agents who ad- 
vertise, then, many thousands of 
inventions have been patented and, 
in turn, have added their bit to the 
enrichment of our society. 

As a matter of fact, the federal 
government itself established the 
precedent of recognizing patent 
agents who advertised their serv- 
ices. For scores of years these in- 
dividuals were accorded recogni- 
tion by the Patent Office without 
question. It has been only in re- 
cent years that the “organization 
forces” of certain pressure groups 
have been brought to bear against 
this segment of patent agents. 
Now, we have the sad spectacle of 
“government of the people” be- 
coming a “government of groups” 
who exercise the strongest pres- 
sure against that government. 

We are all too familiar with the 
dangers of “creeping socialism,” 
which has been the object of so 
much concern over the past gen- 
eration. Now, there appears to be 
burgeoning another equally disas- 
trous “monster.” This might well 
be called “creeping privilege.” 

The advertising industry has its 
entire future at stake in such ac- 
tions as the proposed amendment 
to the Rules of Practice in Patent 
Cases which proscribes advertis- 
ing as being “unprofessional.” To 
sit by supinely and watch this 
new “grab” by the forces of priv- 
ilege is to express disinterest in 
advertising’s future. 

I hope that all advertising men 
—be they advertisers, agency or 
media men—rise up with a single 


voice and hurl a challenge at this 
new and unwelcome type of bu- 
reaucracy. I hope that all who be- 
lieve in the industry will let their 
opposition be known and felt. I 
hope they will take the opportuni- 
ty while such opportunity still re- 
mains to express their sentiments 
in no uncertain terms to Secretary 
of Commerce Weeks and to their 
elected representatives in Con- 
gress. 

The time is growing short. 
Within less than a month this 
proposed amendment could be ap- 
proved by the Commerce Secre- 
tary and the Commissioner of Pat- 
ents and approved for enactment 
by the Congress. 

There is a grave danger in 
such enactment—a danger that 
free enterprise may suffer a ser- 
ious setback by allowing govern- 
mental edict to replace ethics, 
decency and common sense in busi- 
ness. 

Let every advertising man be 
forewarned. 

M. Belmont Ver Standig, 

M. Belmont Ver Standig Inc., 

Washington, D.C. 


AA agrees completely with Mr. 
Ver Standig. See editorial on this 
subject, “Banning Ads by Fiat,” 
Oct, 21, 1957. 


Equanimity Is Restored 

To the Editor: “They can’t do 
that to our client, the Fiat Motor 
Car Co.” was our first reaction to 
the headline, “Banning Ads by 
Fiat,” over an editorial in the Oct. 
21 ApverTIstInc Ace! Our equa- 
nimity was restored by realizing 
the editorial dealt with the propos- 
al by the U. S. Patent Office to 
ban all advertising by agents who 
handle patent applications. 

We're glad there’s no thought of 
banning “Fiat” ads! 


James J. Freeman, 
Vice-President, St. Georges & 
Keyes, New York. 


Cites Some Mail He 
Can Do Without 


To the Editor: If my memory 
serves me correctly I read in one 
of your recent issues an article 
entitled “Third class mail that we 
could do without.” As a regular 
subscriber to ADVERTISING AGE 
and your sister publications In- 
dustrial Marketing and Adver- 
tising Requirements, I would like 
to make my contribution to this 


THE MODERN ART. 


. OF PHOTO-ENGRAVING !S AT ITS FINEST 


WHEN EXECUTED 


BY DOT. BEAUTIFUL COLOR, 


OUTSTANDING BLACK AND WHITE. 
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campaign. 

I’m sorry I haven’t the same 
type of solicitation from the 
other two publications, but I have 
instructed my secretary to throw 
the “damn” things out every time 
they come in but she must have 
had a hectic weekend because this 
one was placed on my desk last 
Monday morning. 

Wm. B. Sheehan, 

Advertising Manager, Stand- 

ard Tool Co., Cleveland. 


Regular subscribers who get 
mail urging them to subscribe 
have every right to be as an- 
noyed as Reader Sheehan. The 
trouble really is, we guess, that 
individual names crop up on lists 
in diverse ways, making it almost 
impossible to check them. 


‘Happiness’—but Security? 

To the Editor: The illustration 
on the attached ad may represent 
happiness, but it surely does not 
indicate security. 

This home, or at least the door 
to this home, would be quite easily 
opened. The latch bolt is in back- 
wards, so one would need only to 
pull on the doorknob and the door 
would open. Closing it, however, 
would be somewhat more difficult, 
since the knob would necessarily 
require turning. 

Furthermore, 


if the bolt was 


correctly installed, one would need 
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only to remove the two screws on 
the plate and remove the entire 
knob mechanism. Then a simple 
flip of the finger would release the 
bolt. 

And, if all of this were not 
enough, the door shown is an in- 
side door, rather than an outside 
door, and would be easily shat- 
tered. 

In addition, the knob mechanism 
shown would not work at all on 
the type of bolt mechanism shown. 

Admittedly, it is the prerogative 
in this honored profession to take 
license with accuracy for the sake 
of expedience, but sometimes a lit- 
tle photo retouching would add to 
believability. 

Gordon C. Anderson, 

Knox Reeves Advertising Inc., 

Minneapolis. 


Finds Ad Objectionable 

To the Editor: Talk about ob- 
jectionable ads—I think this one 
strikes a new low!! 

“I know her name is Kitty, but 
I said ‘Strip City’...” (AA, Oct. 
21). 

This approach is far below re- 
spectable copy standards and it is 
regrettable that KTVT, KSL-TV 
and KUTV feel that they must 
stoop so low. 

Too bad this ad (?) had to ap- 
pear on the same page with the 
interesting article “Objectionable 
Ads Are Decreasing, 4A’s Group 
Finds.” 

Don’t you agree? 

Jim Nichols, 

Copywriter, Remington Rand 

UNIVAC, New York. 

In this imstance, we fail to see 
what it is that raises Mr. Nichols’ 
blood pressure. 


Brainstorming Sessions Work 
for This Outtit 


To the Editor: It looks like our 
friend, Paul Field, of Allen & Rich- 
ards, New York, is refusing to play 
ball because all of us other kids 
can run faster, hit further and 
catch better (Voice, Sept. 30). 
Come now, Paul, just because 
brainstorming doesn’t work for 
you doesn’t mean that it won’t 
work for anyone else. Here, at 
Sales Letters Inc., we’ve come up 
with some of our most successful 
promotion ideas using the brain- 
storming technique. You can ask 
our clients about the results! 

Walter Bentley, 
Creative Supervisor, Sales 
Letters Inc., New York. 

> * e 

Intercontinental Marketing 
Speaks Up for Mexican Spot 
To the Editor: The article by 
Bob Benjamin published in your 
Sept. 9 edition was both timely 
and informative and I think that 
Bob caught the new bustling spirit 


of Mexican merchandising. 
However, he did miss a bet 
when he overlooked the estab- 
lishment of Intercontinental Mar- 
keting Services in Mexico this 
January. IMS was established in 
Mexico precisely as a result of the 
Mexican awareness of advertising 
and of the need for specialization. 
This agency, the only one of its 
kind in Mexico, specializes in 
pharmaceutical promotion and in 
its brief time in Mexico is already 
servicing several local branches of 
U.S. pharmaceutical houses. 
Intercontinental Marketing Ser- 
vices, S.A. De C.V. is a subsidiary 
of L. W. Frohlich & Co. Inc. of 
New York. 
A. L. Olsen, 
Account Executive, Intercon- 
tinental Marketing Services, 
Mexico City. 


s . . 
Marsteller Amplities Report 
on Chicago t.f. Club Talk 


To the Editor: It is possible that 
inadvertently there might be a 


wrong impression created by your 
report of the talk that Bill Weimer 
and I made before the t.f. Club of 
Chicago (AA, Oct. 28). 

We made the point that we were 
always glad to see an editor when 
he had an opportunity to accom- 
pany a space salesman on a call. 
The reason is that the editor, in 
our experience, is usually best 
qualified to interpret the interests 
of the reader and he is of great 
help to us in planning our adver- 
tising approach. 

We did not intend to imply that 
we were interested in obtaining 
editorial mention through adver- 


tising pressure. Neither the Rock- |. 


well Mfg. Co. or our agency has 
ever been guilty of that and we 
strongly oppose it. 

We like to see the editors from 
time to time because they add to 
our understanding of their mar- 
kets and their readers’ interests. 
It is as simple as that. 

Wm. A. Marsteller, 

Marsteller, Rickard, Gebhardt 

& Reed, Chicago. 
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“Think...” 
DON’T THINK! JUST ADVERTISE IN 


” 


WORLD'S LARGEST SELLING GOLF MAGAZINE 
611 Davis St. «© Evanston, ili. 


(ABC) WRITE FOR MARKET DATA 


assures stability.* 


industrial market. 


of this Control, you can plan 

and guide your Sales efforts in 
the booming Baltimore Market 
with complete confidence. 
Baltimore has grown—not with a 
mushroom-like expansion, but with 
a solid, substantial growth which 
makes it the East’s outstanding 


What's more, Baltimore 


possesses a diversification which 


You cannot do justice to your plans for the Baltimore Market 
without consulting this Manual. To see it, simply call your 
Hearst Advertising Service representative. 


*During @ recent strike of the Building Trades Union in 
Baltimore, which lasted over 7 weeks, Department 
Store figures actually showed a 29% increase. 


REPRESENTED NATIONALLY BY 
HEARST ADVERTISING SERVICE INC. 
OFFICES IN 15 PRINCIPAL CITIES 


Now... At Your Service... 


A Clear, Concise, Complete 


Sales Operating Toot 


for the Buy, Boomung 
Baltimore Market! 


Seated at your desk,through use 
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B. D. Adams Joins ARF 

Burke Dowling Adams Inc., New 
York, has become a member of the 
Advertising Research Foundation. 
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PHOTO BLMiGe 


59 &. Illinois St., Chicago 11, Hl. 
Whitehall 4-2930 


Fellows Ahigren Slavick 


DOUBLE OCCASION—The third regional conference of the National 
Assn. of Radio & Television Broadcasters was an occasion laden 
with kudos for the Memphis Commercial Appeal and its stations, 
WMC, WMCT and WMCF. Frank Ahlgren, editor of the daily, was 
a featured speaker, and the Commercial Appeal used space on Page 
1 to announce that a new $750,000 plant for its stations will be built 
starting next spring. H. W. Slavick, general manager of WMC, holds 
the newspaper as Harold Fellows, NARTB president, smiles en- 
thusiastically. 


Counties in Kansas, Missouri and Arkansas are a 
bonus to this rich Oklahoma Market. 


you get the fabulous 45.°° to, 


the fabulous 


TV-Tulsa covers 45 counties where... 


INDUSTRIAL PAYROLLS 
TOTAL $940,000,000.00* 


Within the “fabulous 45” are 31 Oklahoma coun- 
ties in which the industrial payroll equals almost 
three-fourths of Oklahoma's total . . . 
fourths you can’t reach without TV-Tulsa. 


Manufacturers Can 
Retuse to Sell to 
Discounters: Judge 


WasuHINncTon, Nov. 12—A federal! 
district court judge here ruled last 
week that a manufacturer can re- 
fuse to deal with a price-cutter so 
long as there is no proof that his 
decision was part of a conspiracy. 

The decision, by federal Judge 
Edward A. Tamm, stopped in its 
\tracks an effort by the anti-trust 


~ 


f ; a \ 
| Au) 
\ 


tice to prosecute manufacturers 
who try to enforce resale prices in 


ists. 

The government’s action was di- 
rected against Parke, Davis & Co., 
|which was accused of refusing to 
sell its products to drug stores in 
ithe District of Columbia if they 
|refused to respect the suggested 
| resale price. 


r Cut-rate druggists who testified 
|in support of the complaint had 


\them off unless the price-cutting 
|ended 

In dismissing the complaint 
| Judge Tamm said Parke, Davis is 


| : 
ucts to any store which sells them 


at prices lower than it recom- 
mends, or to wholesalers who fail 
to comply with its request not to 
deal with cut rate stores. He noted 
jthat no evidence had been sub- 
|mitted to show that Parke, Davis 


salers or retailers to establish a 
price. = 


| Tele-Sell to Be Presented 
\in 62 U. S., Canadian Cities 
The 1958 Tele-Sell, international 
live closed-circuit tv sales training 
telecast, will be presented in 62 cit- 
ies in the U.S. and Canada March 
4 and 5, augmented by a spe- 
cial management supervision clin- 
lic March 6, Arthur H. (Red) Mot- 


three- 


ley and Morris I. 
| creator of the Tele-Sell, have an- 
|nounced. Mr: Motley is president 
| of Parade Publications; Mr. Pickus 
jis founder of Personnel Institute. 

The 1958 Tele-Sell will be twice 
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Figures from State Employment 
Security Offices. 
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as big as the 1957 event, which 


ple in 34 cities for a two-night 
| show keynoted by Vice-President 


cording to the chairmen. Tech- 
| nical equipment will again be pro- 
| vided by Teleprompter Inc. 


| division of the Department of Jus- | 


|areas where no fair trade law ex- | 


told the court that representatives | 
|of the company threatened to cut | 


lentitled to refuse to sell its prod- | 


|acted in conspiracy with whole- | 


(Doc) Pickus, | 


drew more than 40,000 sales peo- | 


° | " | 
6 Richard M. Nixon and Secretary 
° of Commerce Sinclair Weeks, ac- | 
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Along the Media Path 


This month Temas, Spanish- 
language magazine for Puerto Ri- 
cans living in New York, is ded- 
icating its issue to Puerto Rico in 
honor of the discovery of the island 
jin 1493. 


| 

e Braille program schedules are 
|now being mailed by Radio Station | § 
_WBT, Charlotte, N. C., to blind |{ 
|pecple in its coverage area. ia 


e With its Dec. 15 issue, Grit will 
celebrate its 75th anniversary. 


THEE seth 


Tea aay 


e The Montreal Star has begun | , fii 
i 
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construction of a new building. It 
will be seven stories high, stretch- 
ing 252’ along Craig St. and 109’ 
along St. George St., and will be 
completed in 1959. 


e Pennsylvania and North Caro- 
lina are using special all-advertis- 
ing sections in the New York 
Times to attract new industries. 
“Pennsylvania, Industry’s Key- 
stone State,” a 32-page colorgra- 
vure magazine section, was issued 
with the Sunday, Nov. 3 edition. A 
20-page section on North Carolina 


ADDITION—This is what the New 
York News building will look like 
when the new 18-story addition has 
been built. The addition will in- 
crease the building’s space 50%. 


appears with the Sunday, Nov. i7 
issue. 


e The 1958 edition of the Hi-Fi 
| Annual & Audio Handbook is now 
len sale at newsstands. It is com- 
| piled by the editors of Radio & TV 
News, a Ziff-Davis publication. 


e Department of New Laurels: 

Bride & Home’s first anniversary 
issue of Spring, 1958, on the 
stands about Jan. 1, will show an 
advertising linage gain of at least 
|40%, based on orders already re- 
|ceived. + 


‘Life’ Gets LaBelle Award 


Life has received the annual 
LaBelle Award for outstanding 
contributions to color photogra- 
phy. The award was made at the 
Photographic Society of America 
jannual convention. The award is 
te |donated each year by LaBelle In- 
NEW-—This is the front cover of the |dustries Inc., Oconomowoc, Wis., 
new Chilton publication, “Aircraft| maker of slide projectors and oth- 

& Missiles Manufacturing.” er photographic equipment. 


93% COVERAGE 
* in the city 
86% COVERAGE 
in the county 


ABC FIGURES PROVE 
metropolitan popers can’t 
possibly do a selling job for 
your product in RACINE. 
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PAPER COVERAGE 
Chicago Trib. 8.0% 
Mil. Sentinal 8.7% 
Mil, Journal § 11.5% 
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Kops Welcome 


Brooker 


ON ITS WAY—Interim officers and directors of the 
newly-organized Advertising Club of Great Falls, 
Mont., are shown here. They are Tom Messelt, Mail- 
ing Shop, chairman of the board; 
Buttreys Department Store, president; W. S. Oliver, 
Wendt Advertising Agency, vp; Josephine Brooker, 
Buttreys, women’s vp; Shirley Vukasin, Mailing 


Owen 


Arthur 
Oliver 
Shop, 


Callihan 


Forrest Arthur, 


OF PR ey 


A 
cab 
i 
f 
- 
0 | ae 
Messelt Coverdell Warner 
Vukasin 
secretary-treasurer, aud Directors Frank 


Kops, Kops Piano House; Shan Welcome, KUDI; 
Jess Qwen, The Corral: Joe Callihan, Rainbow Ho- 
tel; Don Coverdell, Paris Department Store, and 
Bob Warner, KMON. Directors not shown are W. C. 
Blanchette, KFBB and KFBB-TV; Beecher Cush- 
man, Great Falls Tribune, and Jim Kovich, jeweler. 


Reasonable Rates 
Make Network Radio 
Best Buy: Labunski 


PROVIDENCE, Nov. 12—Sponsors 
should get in network radio now at 
today’s attractive prices and estab- 
lish a franchise in this growing 
industry. 

This advice was handed out last 
week by Stephen B. Labunski, 
programming vp of ABC Radio, 
in an address before the Adver- 
tising Club of Providence. 

He said it is impossible to make 


a “bad buy” in network radio cur- 
rently because of the attractive 
prices. But he predicted that the 
prices will begin to go up when 
the existing values are combined 
with more imaginative program- 
ming, better exploitation and ag- 
gressive salesmanship. # 


Conley Heads NADA PR 


John E. Conley, formerly direc- 
tor of public relations and assist- 
ant to the president of McCormick 
& Co., Baltimore, has been ap- 
pointed director of public relations 
of the National Automobile Deal- 
ers Assn., Washington. 


Cochran Foil Plans Merger 
with Anaconda Co. 

Cochran Foil Co., Louisville, will 
be acquired by the Anaconda Co., 
New York, subject to the approval 
of Cochran stockholders. Under a 
proposed plan of reorganization, 
Anaconda would acquire all of the 
assets of Cochran and assume all 
of the liabilities of Cochran in ex- 
change for Anaconda capital stock, 
on the basis of one share of Ana- 
conda for two and one-half shares 
of Cochran stock. Cochran manu- 
factures aluminum foil. Anaconda 
is a large producer of copper, zinc 
and other metals. 


Have you made this important discovery 


Is your Company attracting its share of support from the 
ever-increasing number of Americans who are investing in 
business? Through Barron’s you get right to the men who are 
the key influences in this tremendous flow of investment 
dollars. Barron’s readers form the backbone of the financial 
community. Through them, you shake hands with and be- 
come better known to thousands of other individuals. Your 
quest for a broader stockholder base is greatly expedited 
when you gain their favorable awareness. 


Barron’s, the only weekly affiliated with the vast Dow- 
Jones news service, is the preferred financial publication.* 
Its circulation is at a new high: 85,973 attained, as of June 
24, 1957. For wider recognition, advertise in Barron’s— 
preferred by the recognized financial leaders. 


Get to the Financial Community 


tort BARRO 


--. where advertising, too, is 


* Ask for the latest 
study among Security Analysts 


and Investment Bankers! 
NEW YORK CHICAGO BOSTON LOS ANGELES 
50 Broodwoy 711 W. Monroe St. 2999 W. 6th St. 


388 Newbury St. 


%& PACOTYPES are solid copper duplicates of original engravings—precision made from the molding stage 
through finishing. One of the most important and exacting operations in the production of PACOTYPES 
is the milling process whereby the excess copper is milled off, reducing the plate to the desired 16 gauge 
thickness. This is accomplished by the employment of the special precision equipment illustrated above. 
This milling equipment handles all sizes of plates up to and including facing page spreads. 


PARTRIDGE & ANDERSON COMPANY « 712 Federal Street, Chicago 5—Phone HArrison 7-3732 


for Electrotypes, Mats, Plastic Plates, and R. 0. P. Color Mats 


PACOTYPES (solid copper duplicates of originals) 
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Herbert, Watson Join Weiss 

Edward H. Weiss & Co., Chicago, 
has named two executives to its 
account staff. They are Ira C. Her- 
bert, formerly an account execu- 
tive with MacFarland, Aveyard & 
Co., who will work on the King’s 
Men part of the Helene Curtis In- 
dustries account, and Art D. Wat- 
son, formerly of Cunningham & 
Walsh and Needham, Louis & Bror- 
by, who will work on the Stag 
beer (Carling Brewing Co.) ac- 
count. 
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‘Next Month int: 4 a 


Watch for these informative 
features in the big 


te 2 = 


of Advertising Requirements 
Should You Run Your Own Lettershop? 


Here are a few factors to take into consideration 
before you make the final decision on setting up 
lettershop operations within your own organization. 
Based on a speech by Francis S. Andrews before 
the 1957 DMAA convention in Washington. 


Making Line Art from Photographs 
In this ingenious combination of photography and 
artwork, many advertisers have found quality and 
economy combined. This article tells how it is done 
and the effects that can be obtained with it, based 
on the experience of Warwick Typographers, St. 
Louis. 


The Best in Animated Motion Pictures 
A selection of the prize winners in the competition 
sponsored by the Screen Cartoonists Guild. Held for 
the fifth time this year, 25 producers have entered 
sequences taken from both tv commercials and spon- 
sored business films. Six foreign studios were also 
represented. 


ing,” 


' Designing for Outdoor Posters 

j In this article, adapted from the book “Art Direct- 
an expert gives some of the elements that 
must be considered if you want an outdoor poster 
with impact. He takes up the elements one at a 
time, and ends with eight key check-points. 


' A Report on a Report 

i The president and the chairman of the board of 
Ruder & Finn, public relations counsel, give the 
thinking behind one of the few detailed annual re- 
ports to issue from a p.r. firm, and one of the most 
handsome to be released by anybody. 


Time and Money Saving Twists in a New 
_ Building 

: When the Rumrill Co., Rochester, N.Y. advertising 
agency, planned a new building, it made sure that 
the architects included features that promoted effi- 
ciency. Here is an exclusive tour through the build- 
ing, with an eye peeled for useful ideas. 


by Train . 
Plus . 


My Nome__ 


Course in Production . 


Advertising Requirements 

200 E. Illinois St., Chicago 11, Il. 

Please enter my year’s trial (12 issues) for only $3, starting with 
ay the December issue. I must be satisfied or my money back. 


Plus .. . One for the Road .. . an institutional campaign that is now 

traditional with Martison’s Coffee in the New York area . .. A Short 
. . one ad agency sees that its staff members 
know enough about production to avoid costly errors . 
Film for Internal Use . . . Standard Oil’s safety division made its own 
sound color film and is rarin’ to go on its next ... When Santa Comes 
.. a Fort Wayne department store has developed an un- 
usual Christmas promotion that covers the community .. . 
.. all the regular monthly departments that make AR almost 
indispensable to any adman concerned with advertising production, 
promotion or merchandising. 


Mail Today For Trial Order 


r------------- 
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Nature of firm's 
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PERCENT: CHANGE, 1950 TO 1956, IN THE TOTAL POPULATION OF STATES 


PERCENT CHANGE 
GH «17.0 ano over 
GASB +ti.0 To +169 
EXXR3 + 3.0 To +10.9 
E===j - 3.0 To +2.9 
C__]} oss asove 3.0 
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UNITED STATES AVERAGE 
11.0% 


REAU OF THE CENSUS 


Coming 
Conventions 


“Indicates first listing in this column. 

Nov. 19-20. American Assn. of Adver- 
tising Agencies, eastern region, Roosevelt 
Hotel, New York. 

Nov. 22. American Assn. of Advertising 
Agencies, East Central Region, Detroit. 

Jan. 17-19, 1958. Advertising Assn. of 
the West, midwinter conference, Hotel del 
Coronado, San Diego. 

Jan. 20-22, 1958. Newspaper Advertising 
Executives Assn., Edgewater Beach Ho- 
tel, Chicago. 

Feb. 19-21, 1958. Continental Advertis- 
ing Agency Network, annual convention, 
Hotel Warwick, Philadelphia. 

Feb. 23-25, 1958. Inland Daily Press 
Assn., winter meeting, Drake Hotel, Chi- 
cago. 

April 16-18, 1958. Point-of-Purchase Ad- 
vertising Institute, Hotel Sheraton-Astor, 
New York. 

April 17, 1958. University of Michigan, 
5th annual advertising conference, spon- 
sored by the departments of journalism 
and art and the school of business ad- 
ministration, in Ann Arbor. 

April 22-24, 1958. American Newspaper 
Publishers Assn., annual meeting, Wal- 
dorf-Astoria, New York. 

April 24-26, 1958. Advertising Federa- 
tion of America, 4th District, The Florid- 
ian, Tampa. 

April 24-26, 1958. American Assn. of 
Advertising Agencies, annual meeting, The 
Greenbrier, White Sulphur Springs, W. Va. 

*May 5-7, 1958. Assn. of Canadian Ad- 
vertisers, annual meeting, Royal York 
Hotel, Toronto. 

May 25-29, 1958. National Business Pub- 
lications, annual spring meeting, Grove 
Park Inn, Asheville, N. C. 

June 3-6, 1958. National Industrial Ad- 
vertisers Assn., annual convention, Chase- 
Park Plaza Hotel, St. Louis. 

June 8-11, 1958. Advertising Federation 
of America, 54th annual convention, Hil- 
ton-Statler Hotel, Dallas. 

June 9-11, 1958. Assn. of National Ad- 
vertisers, spring meeting, Drake Hotel, 
Chicago. 

June 22-26, 1958. Advertising Assn. of 
the West, 55th annual convention, Van- 
couver, B. C. 

June 24-26, 1958. American Marketing 
Assn., annual convention, Harvard School 
of Business Administration, Boston. 

June 29-July 2, 1958. Newspaper Ad- 
vertising Executives Assn., summer meet- 
ing, The Broadmoor, Colorado Springs, 
Colo. 

Oct. 23-24, 1958. Audit Bureau of Cir- 
culations, 44th annual meeting, Drake Ho- 
tel, Chicago. 


Polio Shot Reminders 
May Flood Mails Soon 

The American Medical Assn. is 
distributing to every practicing 
physician in the country samples of 
post cards to remind their patients 
to get polio shots. AMA recom- 
| maou that they be sent to all per- 
sons under 40—orange cards to 
| those who haven’t had any shots 
jyet and blue ones for those who 
haven’t completed the series of 
three. 

AMA estimates that 44,000,000 
Americans haven’t completed the 
series and another 37,000,000 
haven’t started. AMA has sent sam- 
| ple cards to the physicians so they 
can order from AMA according to 
their needs. 


West Gained 4,516,000 (23%) in ‘50-56; 
Midwest Gain: 4,972,000 (11%), Census Says 


WASHINGTON, Nov. 12—Nearly 
5,000,000° of the 16,561,000 in- 
crease in the U. S. population be- 
tween mid-1950 and mid-1956 took 
place in the 12 states of the north 
central region, according to a 
study released last week by the 
Census Bureau. 

The rate of increase for the 
north central states was only 
11.2%, compared with 23.1% for 
the 11 states of the western re- 
gion, but the increase in the north 
central states amounted to 4,972,- 
000 compared with 4,516,000 in 
the West. 

The study, covering the period 
April 1, 1950, to July 1, 1956, 
showed an 11% increase for the 
U. S. as a whole. Results for the 
four major regions showed the 
South with 51,724,000, a 9.8% in- 
crease; the north central region 
with 49,433,000, an 11.2% gain; 
the Northeast with 42,024,000, up 
6.4%, and the West with 24,078,- 
000, a 23.1% gain. 


= Five states, paced by California, 
had increases of more than 1,000,- 
000 persons each, and four others 
had boosts of 500,000 to 1,000,000. 
Four states, led by Arkansas 


with a loss of 149,000, registered 
a drop in population. 

The five states with the largest 
numerical increases were Califor- 
nia, 2,885,000; Texas, 1,233,000; 
Michigan, 1,208,000; Ohio, 1,125,- 
000; and Florida, 1,114,000. Others 
which lost population, in addition 
to Arkansas, were West Virginia, 
down 42,000; Mississippi down 24,- 
000, and Vermont, off 7,000. 

States with the greatest rela- 
tive gains between 1950 and 1956 
were scattered through all four re- 
gions. Arizona and Nevada, in the 
West, and Florida, in the South, 
had estimated increases of 40% or 
more. Other states with percent- 
age increases well above aver- 
age included California (27%), 
Colorado (23%), New Mexico 
(19%) and Utah (20%) 
West; Delaware (31%) and Mary- 
land (21%) in the South; and 
Michigan (19%) among the north 
central states. 


= Separate estimates are also pro- 
vided covering only the civilian 
population. Most of the material 
is based on projections of the 
1950 census to allow for births, 
deaths and migrations. # 


ADVERTISE IN 


ROANOKE? 


No. 12 of a Series 
Roanoke is an IDEAL TEST MARKET 


®@ Half-billion dollar market 
@ Population ... “Golden Mean” cross 


section of the nation 
@ Employment... diversified 


and growing 


@ Market Area... self- 
contained, surrounded 


by mountains 


Newspapers... give 
unduplicated coverage, 
with combined readership 
of over 350,000. 


Result: Perfectly gauged, accurate tests of your campaigns. 


16 counties... ~- 
a completely ~s« 
independent market 


Roanoke—Y our key market in western Virginia 
is covered exclusively by the 


ROANOKE 


in the * 
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Advertising Age, November 18, 1957 


Top 100 Spot TV Advertisers 


Third Quarter, 1957 


Source: N. C. Rorabaugh estimates for Television Bureau of Advertising. 
Figures in parentheses indicate company’s rank in third quarter, 1956. 


1. Procter & Gamble Co. (1) $7,306,600 


2. Brown & Williamson 

Tobacco Co. (2) scccesseeseevee 2,982,500 
3. Continental Baking Co. (9) 2,439,400 
4. Colgate-Palmolive Co. (6) 1,985,300 
5. Carter Products (8) ............ 1,776,000 
6. General Foods Corp. (3) .... 1,718,000 
7. Miles Laboratories (12) ...... 1,617,000 
8. Sterling Drug (5) ......-.0-+-- 1,479,300 
9. Lever Bros. Co. (7) nr-ceesee 1,290,600 
10. Warner-Lambert Pharma- 

ceutical Co. (16) .....ccccceceee 1,079,500 
11. Adell Chemical Co. (70) .... 1,076,800 
12. Philip Morris (4) ......-c00 1,045,500 


13. Bulova Watch Co. (13) ...... 
14. National Biscuit Co. (10) .. 
15. International Latex Corp. (30) 992,500 


16. Bristol-Myers Co. (170) .... 941,300 
17. Robert Hall Clothes (14) .. 936,900 
18. Anheuser-Busch (39) .......... 856,900 
19. Ford Motor Co. (38) ........ 853,100 
20. Nehi Corp. & bottlers (21) 834,700 
21. Liggett & Myers Tobacco 

Ce. CBT) sccccsecescsccccccsccsccsosees 819,000 


22. Charles Antell Inc. (32) .... 809,900 
23. Coca-Cola Co. & bot- 


"| eee 771,200 
24. Gillette Co. (46)... 762,600 
25. Shell Oil Co. (24) 0.000000 740,800 
26. Jos. E. Schlitz Brewing 

Ga WI Soitctenncteterricnintins 707,300 
27. Food Manufacturers (81) 654,500 


28. American Home Products (43) 648,900 
29. Pepsi-Cola Co. & bot- 

tlers (26) 
30. Falstaff Brewing Corp. (76) 600,106 
31. Esso Standard Oil Co. (34) 591,900 
32. Nestle Co. (29) 


3rd Quarter TV 
Spot Spending Up 
13%, TvB Reports 


(Continued from Page 2) 
evision promotion were household 
cleaners and waxes, household 
laundry products, cosmetics and 
toiletries, automotive, gasoline and 
lubricants and ale, beer and wine. 


= The regular TvB reports on spot 
spending are based on N. C. Rora- 


Spot TV 
Expenditures 
Third Quarter, 1957 


By Time of Day and Type 
of Spot Activity 
The following table shows the 
amount of money broken down by 
the types of spots used and day 
parts (000 omitted): 


DOD.» sd nas 6 oe $26,360 28.3% 
As cos +43 57,290 61.5 
Late Night 9,444 10.2 
$93,094 100.0% 
Announcements $41,891 45.0% 
rl a saseeaa ts 9,602 10.3 
Participations 21,371 23.0 
Programs 20,230 21.7 
$93,094 106.0% 


baugh Ce. data covering 320 of 
the country’s approximately 437 
commercial stations. The third 
quarter marks a switchover to a 
new reporting procedure, with re- 
porting now covering a full 13- 
week period. Formerly these es- 
‘timates were projections based 
on sample week figures. # 


Capper Names Constant VP 
Capper Publications, Topeka, 


has appointed Kenneth H. Con- 
stant, formerly general sales man- 
ager, vp in charge of sales. 


33. Block Drug Co. (55) .......... 523,000 
34. Theo. Hamm Brewing Co. (37) 512,400 


35. R. J. Reynolds Tobacco 

Qe NEE: dithctecbisinistinncis 505,000 
36. P. Ballantine & Sons (28) .. 499,300 
37. J. A. Folger & Co. (85)... 433,100 
38. American Tobacco Co. (107) 466,500 
39. Pabst Brewing Co. (23) .... 465,600 
40. Phillips Petroleum Co. (104) 450,100 


41. William Wrigley Jr. Co. (57) 449,600 


42. Standard Oil Co. (Ind.) (56) 444,100 
43. Burgermeister Brewing 

Camm, GOED cisabaisiecccscchtares 440,700 
44, Piel Bros. (52) .cccceccececesseeee 435,600 
45. H. J. Heinz Co. (60) ........ 427,900 
46. Hills Bros. Coffee (96) ...... 408,700 
47. Beech-Nut Life Savers (54) 407,800 
48. American Chicle Co. (191) 397,700 
49. U.S. Borax & Chemical 

Ca. GBA). scrcsicarersrrstncsinitine 389,000 
50. Marathon Corp. (41) ........ 387,100 
51. Harold F. Ritchie, Inc. (27) 382,000 


52. Wesson Oil & Snow Drift (40) 377,700 


53. Kellogg Co. (15) ccccccccreneee 375,400 
54. Corn Products Refining 
Co. CHU eesiiscateesccsciitibelitnce 369,600 


55. National Dairy Products (67) 367,000 
) ~~ ee. 3 aaa 361,000 
57. Max Factor & Co. (25) ...... 351,100 
58. Seven-Up Co. & bottlers (110) 350,000 
59. P. Lorillard & Co. (20) ...... 345,900 
60. J. B. Williams Co. ............ 343,500 
61. Associated Products, Inc. (65) 342,100 
62. Rayco Mfg. Co (68) ............ 329,900 
63. Pepper, Dr., Co. & bot- 

et ai 328,300 
64. Standard Brands (42) ........ 318,400 
65. American Bakeries Co. (92) 310,400 
G6. Tene Ci cickccthititccrtserinn... TEBD 


67. Carling Brewing Co. (58) .. 
68. Avon Products (150) 
69. Pacific Tel. & Tel. Co.* ...... 
70. National Brewing Co. (102) 
71. Socony Mobil Oil Co. (84) 
72. George Wiedemann Brew- 

ing (125) 
73. General Mills 
74. General Motors Corp. (48) 


294,500 
293,900 
283,700 
282,000 
281,300 


251,000 
249,000 
242,300 


75. Best Foods (123) .........cv0 242,000 
76. Atiantic Refining Co. (148) 241,800 
. Armstrong Rubber Co. (79) 240,500 
. Wilson & Co. (196) ............ 238,600 


. Great A&P Tea Co. (83) .... 
. Safeway Stores (72) 


77 

78 

79 223,000 
80. Safeway Stores (72) ........ 218,200 
81. Regal Pale Brewing Co. (119) 215,900 
82. Robert Curley Ltd. ............ 215,700 
83. Paxton & Gallagher Co. (100) 215,300 
84. General Cigar Co. (128) .... 215,200 
85. Helaine Seager Co. (22) .... 211,700 
86. Chesebrough-Ponds, Inc. (50) 210,500 
87 

88 

89. 

90. 


. Harrison Labs. .............c000 210,000 
Sealy Mattress Co. & deal- 
UE IEE aiceemiterencseantinenaen 204,800 
. Duncan Coffee Co. (93) .... 203,700 
. Langendorf United Baker- 
eee - 201,000 
ry. ee WR ee 199,500 
I CI sicetsth i cinnsestcalicentn 198,200 
93. Wm. B. Reily & Co. (99) .. 196,200 
94. Kroger Co. (106) ............ 193,400 
95. Maybelline Co. o.cccccceeee 191,000 
96. Helene Curtis Industries ... 188,800 
97. Borden Co. (101) onc 188,000 
98. Ralston-Purina Co. (78) .... 185,400 
99. Liebmann Breweries (103) 183,800 
100. Interstate Bakeries (160) .. 182,800 
* With AT&T in third quarter, 1956. 


Colgate’s Ad Kettle 
Boils on With Exodus 


of Sherman, Carroll 


(Continued from Page 1) 


tion. 

These developments come to 
light on the heels of the resigna- 
tion last week of some $3,700,000 
in Colgate billings by Carl S. 
Brown Co. There are further re- 
ports that at least one Colgate 
agency is having difficulty in get- 
ting approval of its 1958 advertis- 
ing plans. 

Colgate spokesmen insist that 
Mr. Sherman will be back on the 
job around January. However, oth- 
er sources say that the marketing 
vp is uncertain about his future 
with Colgate. He is said to have be- 
come discontented with his dwin- 
dling responsibilities, a result of 
the corporate reorganization. Re- 
cently his advertising duties have 
encompassed coordination of tele- 
vision advertising and Colgate’s 
corporate advertising. 

One of the principals in the orig- 
inal Sherman & Marquette agency 
(a long time Colgate agency, if 
its present form as Bryan Houston 
Inc. is included), Mr. Sherman 
joined Colgate in January, 1956, as 
advertising director. 


@ Mr. Carroll’s departure as mar- 
keting manager for household pro- 
ducts follows by a few months the 
resignation of Irvin Hoff, his coun- 
terpart in the reorganized toilet 
articles division. Mr. Hoff is now 


tical Co. 

In his new post Mr. Carroll will 
specialize in work with producers 
of packaged consumer products. 
His addition to the Fry organiza- 
tion is a major part of an expan- 
sion program in the marketing field 
which that company is undertak- 
ing. 

The difficulty in getting 1958 
plans approved is by no means 
universal among Colgate’s nine 
agencies. Most appear to be expe- 
riencing few problems or none. 


Others complain of such things as 


with Warner-Lambert Pharmaceu-|j 


“the emasculation of agency ide- 
as,” or the fact that “final quarter 
plans are still being worked on.” 

Reasons for the difficulty are 
contradictory. One agency execu- 
tive said that “the thing the re- 
organization set out to do isn’t 
being done,” that “the authority 
of all the men down the line has 
practically withered away” and 
that advertising decisions are be- 
ing made without the agency’s 
presence at meetings and without 
“free objective considerations of 
ideas.” 

Another agency man points out 
that reasons for the delays are 
possibly just because the agencies 
are still unaccustomed to working 
under the reorganized divisional 
setup. 

Spencer Valmy, Colgate public 
relations director, said today that 
the company’s budgeting is run- 
ning a month ahead of last year, 
and no unusual difficulties are 
being encountered in setting up 
1958 ad programs. 


® At any rate, it obviously was 
rough sailing for the Carl Brown 
agency. Resigned last week was 
the Halo shampoo business—of 
which the agency had been par- 
ticularly proud—and Vel Beauty 
bar, picked up late last year in 
the partition of accounts formerly 
at William Esty Co. Colgate busi- 
ness probably accounts for more 
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Supplements Drain Off Your National 


Ad Dollars, Anderson Tells SNPA 


(Continued from Page 1) 

the Louisville Courier-Journal & 
Times, taking a strong position 
against these devices. He said that 
a study of newspaper trends 
shows that papers which do not 
use contests have fared as well as 
those that have. 

He mentioned the New York 
Times as one which has shown a 
circulation growth in the face of 
the use of contests and other cir- 
culation promotions by its com- 
petition. 

The Courier-Journal & Times 
formerly used insurance policies 
as circulation promotions, but has 
had no important loss of circula- 
tion since dropping them, he said. 
The editorial dollar represents the 
best circulation promotion, Mr. 
Ethridge declared. 


= Smaller newspapers in the 
South should develop r.op. color 
service, SNPA wmiembers were 
told by George Beebe, managing 
editor of the Miami Herald, at the 
opening session of the convention 
here yesterday. 

Mr. Beebe said that the South 
has been lagging compared with 
the rest of the country in the de- 


than 50% of Carl Brown billings. 

There has been no action taken 
as yet on reassignment of these 
accounts, Colgate said today. 

The action by the Brown agency 
is reminiscent of the last time 
something like this happened at 
Colgate. In July, 1956, William 
Esty Co. abruptly announced the 
resignation of its Colgate business 
—a $15,000,000 chunk, which was 
slowly reassigned over a period of 
more than six months. Brown 
picked up the Vel bar, and Ted 
Bates & Co. emerged from the re- 
shuffle as Colgate’s biggest agen- 
cy, accounting for more than $20,- 
000,000 in billings. 


s Elsewhere in the company this 
week, Dr. John R. Brown Jr. was 
named a director and vp in charge 
of research and development. Long 
in the research field, Dr. Brown 
most recently was with Spencer 
Chemical Co. as vp-research and 
development. # 


Comics Magazine Assn. 
Reelects Goldwater President 

John L. Goldwater was reelected 
president of the Comics Magazine 
Assn. of America, New York, at 
the group’s annual meeting Nov. 
12. Other officers elected were 
Jack S. Liebowitz, vp, and Monroe 
Froehlich Jr., secretary-treasurer. 

Mr. Goldwater in his annual re- 
port said the self-regulation pro- 
gram of the comics magazine 
industry had demonstrated the in- 
dustry’s capacity for self-disci- 
pline, and that the association had 
not only been “successful in elim- 
inating objectionable material, but 
has projected the comic book me- 
dium into higher planes of artistic 
and literary achievement.” 


ite 


HEARIN 


Hearin 


Lindsay 


LINDEN ny 


Nussbaum 


BUSINESS—Directors of the Southern Newspaper 
Publishers Assn. are shown in a speakers’ table 
lineup in Boca Raton. They are William J. Hearin 
Jr., Mobile Press & Register; David B. Lindsay Jr., 
Sarasota Herald-Tribune & Journal; Max E. Nuss- 


Low 
! an ng WORKS 


Norris 


Cashman 


baum, Moultrie, 
land, Ky., Independent; 
Vicksburg Herald & Post; James F. Hurley, Salis- 
bury-Spencer-East Spencer, N.C., Post, and Edward 
L. Gaylord, Oklahoma City Oklahoman & Times. 


velopment of newspaper color, 
and expressed the opinion that 
smaller newspapers would find on 
investigation that they could pro- 
vide the necessary color equip- 
ment without excessive cost, and 
that their present mechanical 
staffs could be trained to turn 
out r.o.p. color comparing favor- 
ably with that of metropolitan 
newspapers. 


s John S. Knight, head of the 
Knight Newspapers, delivered the 
principal address at the Tuesday 
morning session. 

He said that newspapers must 
be profitable in order to remain 
independent and urged better man- 
agement, especially in mechanical 
and production areas, in order to 
avoid waste. 

He paid tribute to the individual 
newspaper editors and publishers, 
whose fervor and integrity protect 
the public interest and supply an 
“audit of government.” At the 
same time he noted that high costs, 
inheritance taxes and other factors 
may reduce the number of individ- 
ually owned properties and convert 
them to public ownership. This 
development, he felt, would not 
be an advantage to the public, 
since more conservative manage- 
ment and protection of stockhold- 
ers’ interests might become pri- 
mary considerations. 

Mr. Knight urged newspapers in 
their promotion to reduce compe- 
titive blasts in favor of selling 
newspapers as an advertising me- 
dium. 

“You never see NBC Television 
saying that CBS Television is no 
good,” he pointed out. 


® Group sessions stressed discus- 
sions of internal problems. Lisle 
Baker Jr., Louisville Courier-Jour- 
nal & Times, discussed develop- 
ments in photocomposition, with 
special reference to the application 
of the Photon, and predicted in- 
creasing use of this type of equip- 
ment, especially for advertising 
composition. 

Ralph Nicholson, Dothan Eagle, 
Dothan, Ala., reported as chair- 
man of the postal committee on the 
progress of rate legislation during 
the 1957 session of Congress. Con- 
sideration of higher rates would be 
taken up at the beginning of the 
new session in January, he said. 


s James L. Knight, Miami Herald, 
moved up to chairman of the 
board, with the election of Millard 
Cope, Marshall Messenger, Mar- 
shall, Tex., as president. Hugh B. 
Patterson, Arkansas Gazette, Little 
Rock, was elected treasurer. 

In his annual report, Mr. Knight 
pointed out the improved situation 
in the newsprint field but he urged 
publishers to take a long look at 
their future requirements. The re- 
port of the newsprint committee 
referred to the opening of new 
mills, and urged that the South 
continue to develop its own sources 
of supply. # 


- 
CASHIN 


WRLLY UAL ORD 


Hurley 
Ga., Observer; J. T. Norris, Ash- 


Gaylord 


Louis P. Cashman Jr., 
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THE ADVERTISING 


MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Clesing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $17.75 per column inch, and card 


discounts, size and frequency apply. 


_ AVERAGE PAID CIRCULATION FOR 


- 6 MONTHS ENDING JUNE 30, 1957 


39,430. 


HELP WANTED 
ARTIST 
Advertising Agency offers simple, leisure 
small town living. Wonderful place to 
raise a family. Good salary for compe- 
tent layout artist who can also do pro- 
duction and some finished art. Will have 
the advantages of profit sharing, hospi- 
talization and insurance plans. Give full 
resume, include salary, age and samples. 
Box 1015, ADVERTISING AGE 
200 E. Mlinois St., Chicago 11, Illinois 


HELP WANTED 
SPACE SALESMAN for classified section 
of major national consumer magazine. 
Will work out of Chicago office. Young 
(23-26), aggressive. Some advertising 
sales or merchandising experience, pref- 
erably in the mail order field. Reply in 
detail including education and experi- 
ence. Salary up to $6,000 + plus commis- 
sion. 
Box 1033, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MOLENE 


BMOFS .n.ceccesccccceee ..ablic Relations 
Copywriters . ..&dvig Managers 
Artists ......Media ...... Production ..... Service 


“All is grist which comes to our mill” 
Andover 3-4424, 105 W. Adams St., Chgo 3 


ADVERTISING IDEA MAN 
Experienced in preparing effective direct 
mail literature, brochures, point-of-sale 
material and displays, by large industrial 
manufacturer selling direct to industry 
and through distributor channels. Loca- 
tion Metropolitan N. Y. area. Fine oppor- 
tunity for young aggressive man in 
growing organization. Send * eeseeoens re- 

e and salary requirement. 
oo Box 1032, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 

PUBLICITY OPPORTUNITY 
Major building materials manufacturer 
wants news bureau publicity writer. Re- 
quires professional release writing abil- 
ity, quick, thorough grasp of facts about 
wide variety of products, creative think- 
ing as to news opportunities, some pro- 
motional contact. Write giving record of 
successful experience meeting these 

lifications. 
beret Box 1034, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Lilinois 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chgo. Su 7-2255 


Advertising Agency A t& itive 
Opportunity 
You will serve clients who are accus- 
tomed to top flight service and who have 
been associated with us for several 
years. Other assignments will provide 
opportunity for you to demonstrate the 
abilities that will assure your gro 
with this diy organized and well 
established agency. 
Qualifications 
Consumer goods experience, including 
food products, is essential. Copy writing 
ability is highly desirable but you will be 
supported by an outstanding creative 
group. 
Compensation 
Commensurate with ability and exper- 
ience. 
Please send complete resume —— 
with a recent snapshot and samp of 
your work if you like. Applications will 
be held in strictest confidence. 
BAKER/JOHNSON & DICKINSON 
740 N. Plankinton Avenue 
Milwaukee 3, Wisconsin 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 So. State St. HA. 7-1991 Chicago 
CUB SPACE SALESMAN. National con- 
sumer publication in popular music field. 
N. Y. office 
Box 1031, ADVERTISING AGE 
480 Lexington Ave., NewYork 17, N. Y. 


ATTENTION 
ACCOUNT EXECUTIVES 
LOOKING FOR 
GREATER OPPORTUNITY 


Fast growing, financially sound 
agency has unusually attractive 
offer for aggressive account man 
or 1-man agency operator who 
is presently stymied. 


Box 826, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING, MERCHANDISING 
FIELD MERCHANDISING 


Young aggressive sales promotion man- 
ager experienced in all phases of adver- 
tising, sales promotion on national con- 
sumer and institutional brands. Back- 
ow includes media, P.O.S. premiums, 
leld merchandising, trade shows, nation- 
al chain contacts. Desires to live in Min- 
neapolis area, will travel nationally. Box 
827, ADVERTISING AGE, 200 E. Illinois 
St., Chicago 11, Illinois. 


The Midwest's 
outstanding placement 
service for Adv.-Art & 

allied fields. 


BIRCH 


Personnel 


intment 
Service, KB aabison «suite 1417 
Inc CHICAGO 2, ILL. 
° CEntreal 6-5670 


POSITIONS WANTED 


Advertising Age, November 


POSITIONS WANTED 


LOW-COST CASE HISTORY REPORTS 
Former PR-AD account executive now 
free-lancing. Headquartered Pittsburgh, 
will go anywhere. Quality photographer 
colleague. Write for samples, rates. 
Box 1025, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


CREATIVE LAYOUT GIRL-ARTIST 
27, 7 yrs. studio & agency experience 
national accounts wants to relocate in 
N.Y. City area or Fla. Resume airmailed. 

Box 1035, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


CHICAGO EDITORIAL OR PUBLICITY 
Thorough experience all phases maga- 
zine, public relations fields, 32; coll. grad. 

Box 1037, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


PUBLIC RELATIONS DIRECTOR—Ten 
years industrial PR administrative exper- 
ience all phases of newswriting, publici- 
ty, internal-external communications, 
magazine-writing editing-publishing, pro- 
motion, speech-writng, top management 
administrative assistant. Metro newspa- 
per, press association background. Pre- 
sently employed PR dept. head large na- 
tional industrial organization. 36, mar- 
ried, sober, responsible, personable, na- 
tionally-known in PR, industry, media 
fields. Seeking opportunity for advance- 
ment on work merit. 

Box 1038, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 

PUBLIC RELATIONS - PROMOTION 

Presently PR Director for corporation of 
international repute. Fame established 
on sound, full scale PR program with 
ideas and services which stimulate sales 
and build profits as well as prestige and 
goodwill. Program includes advertising 
and sales promotion as well as commun- 
ity, trade and media relations and publi- 
city. Also have Association and Educa- 
tional PR and actual Management exper- 
lence. Talent for making new contacts— 
getting things done. Can relocate, travel. 
Let's talk. 

Box 1039, ADVERTISING AGE 

200 E. Illinois St., Chicago 11,Illinois 

SPACE SALESMAN - N. ¥. young man 
with EXCELLENT consumer magazine 
record of increasing business and bring- 
ing in new business now ready to move 
up $15,000 Please send note to: 

Box 1042, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 


DEARBORN 2-1062 


187 N. LASALLE, CHICAGO = ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


Illinois. 


SEASONED ADVERTISING —- SALES — MARKETING 
EXECUTIVE AVAILABLE TO SERVE 
AGGRESSIVE DENVER ORGANIZATION 


Sale of interest in Denver manufacturing company 
and its removal to the east makes available a wealth 
of know-how and eastern experience in sales, sales 
promotion, advertising and merchandising for a 
Denver firm or advertising agency. Address Box 818, 
Advertising Age, 200 E. 


Illinois St., Chicago 11, 


WE ARE SEEKING A 


EXCEPTIONAL OPPORTUNITY 
OUTDOOR ADVERTISING MEDIA 


MATURE EXPERIENCED 


ADVERTISING EXECUTIVE TO CONTACT KEY 
ACCOUNT AND MEDIA PERSONNEL OF ALL NA- 
TIONAL AGENCIES AND ADVERTISING DIREC- 
TORS OF NATIONAL FIRMS. 


THE MAN QUALIFYING FOR THIS POSITION 
MAY NOW BE AN EXECUTIVE SALESMAN FOR 
ADVERTISING MEDIA OR AN ACCOUNT EXECU- 
TIVE WITH A TOP NATIONAL ADVERTISING 
AGENCY. A WIDE ADVERTISING AND SALES 
BACKGROUND IS ESSENTIAL. AGE 30 TO 45. 


IF YOU ARE INTERESTED, WRITE IN CONFI- 
DENCE GIVING FULL DETAILS CONCERNING EX. 
PERIENCE, EDUCATION AND PERSONAL BACK. 
GROUND TO: BOX 819, ADVERTISING AGE, 200 E. 
ILLINOIS ST., CHICAGO 11, ILLINOIS. 


HELP 
WANTED 


Chicago 
Advertising Agency 
needs help—if you have 
had good, solid experience 
in the cosmetic field, read 
on. Must add two to our 
creative staff. One (man 
or woman) well seasoned 
in all phases of cosmetic 
advertising. The other can 
be a “comer”, but not a 
neophyte. Yes, we offer 
generous cash bonuses— 
has a liberal pension plan, 
too. Our staff knows we're 
running this ad because 
they know we need help, 
too. If you’re good, write 
us about yourself today, 
in confidence. If you don’t 
live in Chicago, we'll 
move you. 
Box 829 Advertising Age 
200 E. Mlinois St., 
Chicago 11, Illinois 


FREE LANCE PUBLICITY, 
writing. Engineering-journalistic training, 
six years writing experience in electronic, 
hi-fi, electrical, machine tool, building 
material, farm equipment, consumer 
fields, etc. Will submit finished work on 
approval basis. 
Box 1040, ADVERTISING AGE 
220 E. Illinois St., Chicago 11, Illinois 
COPYWRITER 
We think highly enough of this young 
copywriter’s ability and potential to 
place this ad for him. Changes in our 
organization chart abolish his job. We 
recommend him. Can you use him? 
Box 1044, ADVERTISING AGE 

__200 E. Iilijnois St., Chicago 11, Illinois 
ADV. MGR. desizves growth opportunity 
with consumer goods mfg. or agency. 11 
yrs. diversified newspaper, retail adv. & 
sales prom. exp. Can plan, produce, fol- 


low-through on ads, sales pieces, bro- 
ures, etc. Copy-Contact-Layout man. 
Univ. Adv. Grad. Married. 


Midwest pref. 
Now employed as Adv. Mgr. 
Box 1045, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ACCOUNT EXECUTIVE - CREATIVE 
Experience in drug, food, beverage, and 
heavy industry fields as writer and ac- 
count executive. Radio, TV, Newspaper, 
outdoor time buyer. 19 years background 
on beer accounts. Mature, profit minded, 
loyal. More than 15 years service with 
leading 4A's agency 
Box 1043, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
Experienced, successful space salesman. 
Chicago - midwest territory. Resourceful, 
aggressive business getter. 
Box 1036, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ACCOUNT EXEC OR AD DIRECTOR 
All-round ad man 16 yrs. agency, client. 
Now one-man agency. Suited for market- 


MISCELLANEOUS 
FREE SAMPLE COPY of “INDUSTRIAL 
EDITOR”, the only magazine for staff of 
company-sponsored publications. Inter- 
esting articles on communicating, print- 
ing, typography, layout. 

Box 45889, Les Angeles 45, Calif. 
FLORIDA - MARKET RESEARCH DATA 
Keep posted on rapid state-wide trends. 
at 4 PB hey) Business Letter. 3 
mons tria H /yr. 

Box 333, Palm Beach, Fla. 
Private office for rent. $75. per month. 
Convenient to loop and ample parking. 
Well established address for advertising 
agencies and artist. Reom 440 Farwell 
Bidg., 664 N. Michigan-Superior 17-8446 


Our 46th Year 

ART DIRECTOR, automotive 

(Industrial experience plus 
imagination could qualify 


) $25,000 
COPY CHIEF, foods. A happy 
job and good-living town— 
but not N.Y.C. or Chicago $20-25,000 
COPY, farm equipment $10,000 
ASST. A.E., Texas. Grocery 
or soft-drink experience $7,500 
GLADER CORPORATION 
Don Harris, Dir. Adv. Div. 
110 8S. Dearborn CE 6-5353 Chicago 


EDITORIAL 


Memo to 
Chicago Employers 


We have a number of highly 
qualified ADVERTISING MAN- 
AGERS, COPYWRITERS, AC- 
COUNT EXECUTIVES, SCRIPT 
WRITERS, TV PRODUCERS 
and DIRECTORS and PUBLIC 
RELATIONS MEN registered 
with us. 

Some are men and women with 
top agency, top account expe- 
rience and past earnings run- 
ning to five figures. Some are 
relatively inexperienced with 
college degrees and a burning 
desire to get into advertising, 
radio or TV. 


NO FEES CHARGED 
applicants or 
employers. 
Professional, Sales 
and Clerical Office 


Illinois State Employment Service 


73 W. Washington Street 
Chicago—FInancial 6-3960 


toot and rong Send lor > ¥ 
PRINTEX srownwooo, ttxas 


FLORIDA PUBLISHER 
desires the services of an experienced gen- 
eral manager versed in all phases of pub- 
full sibility of 
sales, personnel, circulation ef several 
publications of national distributien. State 
qualifications and compensation desired. 
Write Box 806, Advertising Age, 200 East 
Illineis Street, Chicago 11, Illineis. 


Are you 30/45? Look, think, act 
like a $15,000 expert? Successful 
space sales or closely allied sales 
background? On the beach thru 
no fault of your own? 


We have interesting sales open- 
ing in Transportation Advertis- 
ing. Salary/drawing arrange- 
ment open. If properly stored 
with energy and qualifications 
write Sales Manager in full con- 
fidence with full résumé for im- 
mediate confidential interview. 


Box 820 ADVERTISING AGE 
480 Lexington Ave., N.Y. 17, N.Y. 


Agency Copywriter Wanted 


Young man with agency ex- 
perience in creating and writ- 
ing advertisements for na- 
tional magazines, business 
and trade papers .. . plus 
literature and direct il. 
Consumer durable goods ex- 
perience helpful. Opportunity 
in Midwest 4-A Agency ... 
not Chicago. Box 817, AD- 
VERTISING AGE, 200 E. 
Illinois St., Chicago 11, II. 


Walter Lowen 


PLACEMENT AGENCY 


e 
Headquarters since 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 


420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 
MU 9-2630 


Almost everybody of 


importance in 


advertising and 
marketing reads 


and uses 


v The ADVERTISING 


MARKET PLACE 
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Advertising Age, November 18, 1957 


SENIOR MARKETING CONSULTANT 
(Food, Drug, Beverage, Liquor, Hard Goods, Industrial) 
Retainer, flat fee or full-time basis. 4A Agency and man- 
ufacturer experience. Analysis — recommendation — follow- 

through. Versatile, practical. References. 

Organization * + administration + + packaging & pricing 
* ¢ distribution * + merchandising & promotion + * new 
product development + + diversification + * marketing re- 


Are You 


Really 


If you really like to create good advertising—if you've been 
at it long enough to have learned that creating means digging 
for ideas, not just consulting the crystal ball, and you like 


CREATIVE? jl ssiz's sine ct mechan 


search * ¢ finance. 


Inquiries invited—no obligation, strictly confidential. 


Box 823, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


YOUR AGENCY WILL INCREASE ITS PROFIT AND CREATIVE 
REPUTATION BY PUTTING THIS PROVED WRITER TO WORK 
Since 1947, he has created 
over $30,000,000 worth of 
fresh selling ideas, in all 
media, for all types of accounts. 


Other estimates (not his) tab 
him as a fine writer. A sound 
thinker. His comprehension is 
quick, his work swift but ac- 
curate. 

His price? This, too, is 
viewed by others as a smart 
investment. Somewhere in the 
twenties will interest him, the 
stipend to be weighed against 
the opportunity. 

Now in business for himself, 
but an agency is where he be- 
longs. Has an excellent big- 
agency background as writer, 
supervisor, and copy chief. Re- 


sponsibility for widely-varied 
list of multi-million-dollar ac- 
counts. Imaginative TV writer 
and producer, with a positive 
knack for making inexpensive 
TV commercials look expen- 
sive. 

Affable, honest, cooperative. 
Easy to work with. Prefers an 
agency with creative pride and 
willingness to expose clients to 
fresh thinking and writing. A 
talk or two with this man 
might be a very interesting 
preliminary to your 1958 plan- 
ning. Simply drop a card to: 


Box 828 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


it—if the job you now have doesn’t give you enough chal- shopping area. Send a complete ré- 
lenge—you may well be just what we are looking for. Our sume, 

rapid growth requires that we add two creative people—men 
or women—one a senior, one a junior—who have an excellent 
background in pharmaceutical advertising. This is a must. 
These are not just “run of the mill” jobs. We know they'll 
be hard to fill. To the right people, they will pay well. Of 
course, we'll move you. We are a Chicago advertising agency 
long in the business. We have a remarkably good profit pen- 
sion plan and generous cash bonus as well. If you think you 
can “fill the bill”, send us complete details (no samples) in 
your first letter. Whether or not we believe you may be qual- 
ified, you will hear from us. Of course our people know of 


this ad. 
Box 830 Advertising Age 


200 E. Illinois St., Chicago 11, Illinois 


LAYOUT ARTIST 
High quality, three and four color 
catalogs and direct mail. Emphasis 


ica e cartooning ability. Pleas- 
ant, southwestern New York commu- 
nity. A fine place to raise and educate 
your children. Five minute commuting, 
modest living expenses, excellent 


expendable photograph and 
salary requirements. 
All replies confidential. Box 822, Ad- 
vertising Age, 480 Lexington Ave., 
New York 1/7, N.Y. 


JOHN ANDREWS 
poutry livestock artist 


SENIOR COPYWRITER 
$20,000 UP 


Nationally-known 4-A agency seeks top 
flight writer with solid background 
in automobile, truck or related prod- 
ucts. Must be exceptional idea man 
in print and collaterals. Splendid op- 
portunities. If qualified, contact me in 
confidence. 
GEORGE E. PYLKAS 
Executive Advertising Consultant 
CADILLAC ASSOCIATES, INC. 

220 S. State St. « Chicago e WA 2-4800 


OPENING FOR SOCIAL PSYCHOLOGIST IN WEST COAST 
CONSUMER AND OPINION RESEARCH AGENCY 


Well established and 


San Francisco consumer and opinion research 


growing 
agency is looking for senior staff member with these qualifications: 
@ Has done graduate study in field of social psychology or sociology. Master's 


degree a minimum, PhD desirable. 


© Has demonstrated ability to plan, organize, and direct survey research 
projects in the commercial and/or non-commercial fields. 

© Has experience in use of non-directive interview techniques and in struc- 
tured questionnaire design. Competence in analysis of qualitative and 
quantitative survey data. Working knowledge of IBM procedures. 

© Familiar with sample design theory and practice. Can handle problems of 
experimental design and statistical inference. 

@ Has ability to organize research material for presentation and to write 


clearly effectiveiy. 
This man would join a twelve 


ar old, highly re 


ted, and successful re- 


search agency. He would work with a well balanced team of research directors, 
research supervisors, and assistants. (Twenty-five people in home office) 


Excellent opportunity to advance with organization. Salary is open. 
Write giving as much detail about yourself as you deem necessary to assure a 
fair presentation of your qualifications, and state salary requirements to— 


Mr. Robert Heyer, Vice President and Technical Director 


Field Research Company 


145 Montgomery Street 
San Francisco 4, California 


WANTED: EDITORIAL ASSISTANT 
The Merchandising Department of 
a major oil company with head- 
quarters in Chicago is looking for 
creative help in the publication of 
our dealer and sales magazines. We 
want a creative thinker. Capable of 
developing stature required for fill- 
ing important openings as they de- 
velop in Sales, Advertising, and 
Merchandising. We prefer a man 
who has some editorial experience 
or who has had a job or two in sales, 
or connected with retail selling. Ex- 
cellent chances for accomplishment 
and advancement. Box 825, ADVER- 
TISING AGE, 200 E. Illinois St., Chi- 
cago 11, Illinois. 


TRY THIS FOR SIZE! 


THE MAN we need must be versatile and creative, have 
some industrial advertising experience, and 
enjoy working with people (lots of them). 


THE JOB 


we have is for an assistant to the advertising 


manager of our fastest growing sales divi- 
sion. It requires on-your-own initiative for 
planning and executing direct mail, promo- 
tional literature, trade shows. Both agency 
and customer contact are part of the job. 
Salary and fringe benefits are competitive. 


iF YOU 


are interested, let us hear from you . . . and 


soon. Please send a complete résumé. 


W. J. McLarty 
Sales Personnel Department 
The Goodyear Tire & Rubber Company 
Akron, Ohio 


Promotion 
Manager 
WANTED 


BY MIDWEST NEWSPAPER 
(CIRC. IN EXCESS OF 300,000) 


S Speak freely. Our people 
know we're going to fill this 
vacancy and all applications 
are treated in complete confi- 
dence. We want a TOP man, 
and whether your experience 
is in promotion of newspaper, 
magazine or any other com- 
munications medium makes 
little difference. If you feel you 
are of that top caliber to head 
our department, taking charge 
of all phases of newspaper pro- 
motion, we want your story. 
As department head, you 
would be responsible only to 
the publisher and would be 
assisted by qualified, experi- 
enced personnel. There’s a 
great chance here for a good 
man te carve out a high-pay- 
ing lifetime career. Send photo 
and details to Box 821, AD- 
VERTISING AGE, 200 E. Illi- 
nois St., Chicago 11, Illinois. 


BUY DIRECT! SAVE $100.00! incall 
Ideal Gift for Your Customers 


EVERY HOMEOWNER 
SHOULD HAVE ONE 
also excellent for: 
Sales Incentive Programs 
Premiums 
Tie-In Promotions 
Contests, Drawings, Prizes 


~ MULTI-TOOL 


PARAMOUNT 


HOME WORKSHOP ~ 


Z 


Retails at $300.00 


cost 199” 
5 Powerful < 
Tools in 1 Unit. 
Tol Chen ae PT 1M Stewart 
camaee. Horizontal Orit 5 YEAR WARRANTY 


Shipped COMPLETELY 
Assembled w/Va HP 
G.E. Motor, (115 volt, 


SS 60 cycle) and standard 
ottochments. 
Requires only 20” 


x26" Floor Space. 


If not 0/B rated 


c . LORD & BOND CORPORATION 
SEND CHECK OR MONEY ORDER TO: 


Dept. AA 
MERCHANDISE MART CHICAGO 54, ILL. 


SPREADING THE NEWS 


SINCE 1922 


REVERE PHOTOENGRAVING CO. 
WaAbash 2-8816 
712 FEDERAL STREET ¢ CHICAGO 5, ILLINOIS 
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Management Insisting Ad Industry Justify 
Costs, Dr. Wulfeck Tells ARF Conference 


(Continued from Page 1) 
“ready, willing and able” to tackle 
these problems. “Sad will be the 
day,” he commented, “when we 
invite through default some out- 


landers to step in and solve our | 


problems.” 


Copy Research 


“Most of what we have done has 
either been obvious or unneces- 
sary.” Thus did Maxwell Ule, se- 
nior vp of Kenyon & Eckhardt, 
characterize the work of the ARF 
at the copy research session. 

Mr. Ule, who took exception to 
the remarks of fellow panel mem- 
bers Sherwood Dodge and Sey- 
mour Banks, called upon the ARF 
to develop some copy research 
standards that would have some 
effect in the advertising business. 

The K&E executive said that 
advertising will remain a business 
and not a_profession—until it 
develops standards and gets them 
accepted in the administrative 
process of the advertising industry. 


s Mr. Banks, manager of media, 
planning and research at Leo Bur- 
nett Co., had urged that the ARF 
make a systematic study of the 
“entire procedure by which ad- 
vertisements communicate with 
people.” This procedure, he sug- 
gested, is a complex one, and it 
was his feeling that “we have been 
proceeding too long applying uni- 
dimensional measuring tools to a 
multi-dimensional situation.” 

Commenting on these remarks 
later, Mr. Ule said Mr. Banks was 
dealing in “trivia” and “gobbledy- 
gook.” The end result—‘“someone 
buying something”— is simple, Mr. 
Ule said. Mr. Banks insisted, how- 
ever, that it is not simple, that 
there is more going into the selling 
process than advertising. 


s Sherwood Dodge, exec vp of 
Fletcher D. Richards Inc., gave a 
report on the ARF’s work in de- 
veloping the Communiscope for 
measuring the readership of print 
advertising. 

Summarizing the results of the 
Printed Advertising Rating Meth- 
ods (PARM) study, Mr. Dodge said 
it was found that the Starch rec- 
ognition method over-stimulated 
respondents, while Gallup-Robin- 
son’s “Impact” method under-stim- 
ulated them. 

Mr. Dodge reported that Family 
Circle has been conducting a test 
with the Communiscope technique 
and initial results show that this 
method is superior to both Starch 
and Gallup-Robinson in determin- 
ing the readership of ads. 


Newspaper Research 


Lack of newspaper research fa- 
cilities was decried at the ARF 
newspaper session by two top mid- 
west agency research directors. 

Dr. Leonard Kent, vp and di- 
rector of research for Needham, 
Louis & Brorby, Chicago, said it 
was time that newspapers “have 
more ‘tell’ and less ‘sell’ in their 
media facts.” 

“Too many audience surveys 
conducted by newspapers,” he said, 
“take on more of the characteris- 
tics of promotion pieces than ob- 
jective research.” 

Major papers should at least 
make available to media planners, 
in a form comparable to radio, 
television and magazine data, con- 
siderably more information than is 
available from ABC reports, he 
said. Such information, he said, 
should include total number of 
people reading an issue, classified 
by sex, age, socio-economic status, 
geographic location, and personal 
characteristics; in multi-newspa- 


per markets, the total number of 
people covered; for every publi- 
cation in the list, the total number 
of people covered, if a varying 
number of issues is used over some 
specific period. 


® No more than half a dozen pa- 
pers provide such information, he 
said, with the “notable exceptions” 
of the New York Daily News and 
Mirror and the Chicago Sun- 
Times. 

While emphasizing the need for 
comparable statistics with rival 
media, Dr. Kent said the ARF 
should recommend to the Bureau 
of Advertising of the ANPA 
“ground rules for conducting re- 
search which would be uniform 
for all markets, and techniques 
acceptable to all advertisers.” 


® Hugh H. Macmillan, director of 
marketing research for Campbell- 
Ewald Co., Detroit, took slight is- 
sue with Dr. Kent on the ineffec- 
tiveness of newspaper research, 
but he said there was a pressing 
need to build an industry research 
facility. “More cooperative re- 
search should be undertaken in 
multiple newspaper markets,” he 
urged. 

Extensive research is too costly 
for individual newspapers to pro- 
duce but, Mr. Macmillan said, 
“cooperative research can help re- 
move the stigma of promotion and 
provide newspapers with proof 
that newspapers are still a basic 
advertising medium.” 


Radio-Tv Research 


The research problems of radio 
and television—while analyzed at 
different sessions—had one major 
factor in common: An evident dis- 
satisfaction with present methods 
of determining broadcast audience. 
Repeatedly panel members brought 
up the fact that they wanted to 
know what kind of people were 
listening to or viewing programs. 

The trouble, said Jack R. Green, 
associate media director of JWT, 
is that the radio research “trail 
vanishes at the household.” He 
said more data is needed on who 
listens and how they listen and 
other details. 


® Thomas B. McCabe Jr., director 
of advertising, Scott Paper Co., set 
up six general areas which he 
thought deserved study: (1) reli- 
able data on comparable impact 
on listeners through television vs. 
radio; (2) what frequency is re- 
quired to achieve a given goal; 
(3) the time problem; (4) the 
question of whether a daytime 
show with half-sponsorship is bet- 
ter than spot; (5) whether radio 
is truly a secondary medium, or 
if it can stand alone; (5) whether 
it is difficult to merchandise radio 
advertising; and (6) research on 
peak listening periods. He also not- 
ed that radio tended to be over- 
commercialized. He said Westing- 
house isn’t over-commercialized, 
but he expressed doubt that broad- 
casters can self-police the problem. 


® Arthur Porter, panel chairman 
and vp and media director of JWT, 
said that comparative data for the 
various media is badly needed. 

The same note was ‘struck in 
the television session by Sey- 
mour Banks, of Leo Burnett Co., 
Chicago, who jumped to his feet to 
say that media must be compar- 
able, and that “we will and we 
must develop comparable data.” 

H. H. Dobberteen, Bryan Hous- 
ton vp, promptly chimed in, “Why 
do we pretend in these meetings 
that we don’t compare media on 
this basis, when we do it all the 
time?” 


® William M. Weilbacher, vp and 


ROBERT M. STEVENS has been appoint- 

ed advertising manager of Zenith 

Radio Corp., Chicago. Formerly an 

account executive with McCann- 

Erickson, New York, he succeeds 

Charles McKinney, who resigned 
in September. 


gerald-Sample, took a tough look 
at cost-per-thousand. “A cost per 
thousand should meet five stand- 
ards,” he said: 


1. It should be based on people 
(“not copies, sets, or homes’”’). 


2. It should be based on people 
actually exposed to tv. 


3. It should take into account 
delivery of advertising messages 
to prospects for advertised brands. 


4. It should take into account 
the various ways tv can be bought. 


5. It should take into consider- 
ation the true time and talent 
costs. 

The key weakness in the cost 
per thousand area, he said, is the 
area of Point 2: How many people 
actually see the commercial? And 
who are they? And are they pros- 
pects? 


® Bud Sherak, vp and director of 
research for Kenyon & Eckhardt, 
held out hope for the future. He 
admitted research men are frus- 
trated; the more basic the prob- 
lem, the more difficult in supply- 
ing the answer—so that questions 
about determining the effect of 
advertising on sales, which leads 
directly to the question of estab- 
lishing budgets, are still the hard- 
est to answer. 

Advertising, which needs to 
reach people, to inform them and 
to influence them, needs a meas- 
ure of the “attended set” in tv, he 
said. 

He described K&E’s methods of 
psychological measurements of 
brand awareness, attitude and be- 
liefs or images to measure change 
in audience, and relating them to 
sales rank and action. 


Motivational Research 


A big problem facing motiva- 
tional research is the inability of 
motivationists to communicate 
with marketing men. 

John J. Reilly Jr., head of mer- 
chandising and marketing research, 
Esso Standard Oil, said the “re- 
fusal of motivational research peo- 
ple to talk a language that will 
create even a minimum of under- 
standing by the business man” is 
a cause of misunderstanding and 
irritation. 

“I think it is about time one of 
these motivation outfits conduct- 
ed a study on communication of 
motivation studies,” he said. 

Another area of conflict, Mr. 
Reilly said, was the struggle be- 
tween “nose counters and motiva- 
tion researchers.” 

Dr. Myron J. Helfgott, president 
of the Package Research Institute, 
said that motivation research could 
be quantitative or qualitative, but 
that troubles stemmed from mis- 
using qualitative data. # 


BVM Advertising Moves Office 


| BVM Advertising Service, Buf- 
falo, has moved to larger quarters 


research director of Dancer-Fitz-| at 559 Ellicott St. 
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‘No Surrender, 
Say Backers of 
Magazine Study 


(Continued from Page 1) 
Brown, vp and director of media, 
merchandising and research at 
Dancer-Fitzgerald-Sample. “This 
study is inevitable. The only ques- 
tion is when advertisers will have 
this knowledge available.” 

Speaking at a packed session de- 
voted to the audience study, Dr. 
Brown teamed up with two other 
ARF spokesmen to warn magazine 
publishers that advertisers and 
agencies want the study. 

Time Inc. last week flatly re- 
fused to participate in the project, 
and an ADVERTISING AGE survey of 
magazines indicated similar reluc- 
tance on the part of other pub- 
lishers (AA, Nov. 11). 

Dr. Brown commented that the 
“adverse publicity” the study is 
receiving is “a natural stage” in 
getting it under way. 


® In an obvious reference to the 
Time Inc. rejection, he noted that 
the “loudest noise has emanated 
from a company whose representa- 
tive sat for two years on the com- 
mittee designing the study.” 

The agency men defended the 
study on the ground that market- 
ing and media handling have be- 
come more complex, raising the 
need for more complete informa- 
tion. He charged that one couldn’t 
find a better example of “frag- 
mentation” than in the magazine 
industry, and he pointed out that 
the growth of radio and television 
has been stimulated by the many 
measurement tools available. 

Warning that “this study will 
have its greatest meaning to the 
magazine industry,” Dr. Brown as- 
serted: “There are always people 
who fear knowledge, who prefer 
to trade on ignorance.” 

Dr. Brown’s remarks were 
picked up and amplified by Ed- 
ward P. (Spike) Seymour, who is 
in charge of raising funds for the 
ARF study, which would cover 
from 30 to 35 consumer magazines. 


s Mr. Seymour said that despite 
the “trade press reports,” he is in 
“very good shape.” He reported 
that he has raised about one-third 
of the $800,000 total. “No one pub- 
lisher can kill this,” he said. “I 
am quite optimistic that there will 
be an announcement before the 
end of the year that this study 
will be undertaken.” 

Mr. Seymour spent a good part 
of his talk reminding the audience 
that there is “an insistent demand” 
from agencies and advertisers that 
this study be conducted. 

He pointed out that the idea 
for the study originated with the 
Assn. of National Advertisers. And 
to support his warning, he listed 
—for the first time—the names of 
the advertisers and agencies which 
have told him they would partici- 
pate. 


® He reported “yes” answers from 
the following agencies: N. W. Ayer 
& Son; Batten, Barton, Durstine & 
Osborn; Benton & Bowles; Leo 
Burnett Co.; Compton Advertising; 
Cunningham & Walsh; Dancer- 
Fitzgerald-Sample; Doherty, Clif- 
ford, Steers & Shenfield; William 
Esty Co.; Foote, Cone & Belding; 
Geyer Advertising; Grey Adver- 
tising Agency; Charles W. Hoyt 
Co.; Kenyon & Eckhardt; Marstel- 
ler, Rickard, Gebhardt & Reed; 
McCann-Erickson; Fletcher D. 
Richards Inc.; J. Walter Thompson 
Co. and Young & Rubicam. 

These agencies, Mr. Seymour 
noted pointedly, had combined 


magazine billings of $300,000,000 
last year. 


As for advertisers, Mr. Seymour 


'said, the following have 


been 
signed: Borden Co.; Ford Motor 
Co.; General Foods; General Mills; 
Lever Bros.; Minnesota Mining & 
Mfg.; Procter & Gamble, and Sea- 
gram. 

In short, Mr. Seymour conclud- 
ed, “There are a hell of a lot of 
people for it.” 

Roger Humphries, of Procter & 
Gamble, chairman of ARF’s con- 
sumer magazine audience commit- 
tee, also threw his weight behind 
the study. He said that publishers, 
advertisers and agencies all need 
the information that would be de- 
veloped by such a study. 


® In the question period that fol- 
lowed, Dr. Brown put Alfred Po- 
litz, president of Alfred Politz Re- 
search, on the spot. Mr. Politz’s 
organization has already been se- 
lected to do the field work for the 
projected study. Dr. Brown said 
he had been told that Mr. Politz 
was the author of the comment, 
“This study will be the death of 
magazines.” 

Dr. Brown said, “What about it, 
Al?” Mr. Politz rose from his seat 
in the back of the room and re- 
plied, “I don’t understand the log- 
ic of this. I have done many mag- 
azine studies, and so far nobody 
has died from it.” 

Richard J. Babcock, president of 
Farm Journal Inc., was another 
member of the audience who was 
put on the spot. Asked to give his 
views on the study, Mr. Babcock 
said in a loud, clear voice: “No 
comment.” # 


Viscount Debut Is 
JWT’s First Job as 


Continental's Agency 


Denver, Nov. 15—J. Walter 
Thompson Co.’s first assignment 
as the new agency for Continen- 
tal Air Lines will be to introduce 
Continental’s new fleet of 15 tur- 
bojet Viscounts slated to go into 
service April 27, ’58. 

Newspapers, radio and direct 
mail will probably be the media 
used in the campaign, which is 
expected to get under way about 
Feb. 27, according to Clarence S. 
Lund, vp in JWT’s Chicago office, 


who is in charge of the ac- 
count. 
A major publicity program, 


handled by Walker & Crenshaw, 
New York pr company, will also 
play a role in the introduction. 

JWT was assigned to the ac- 
count, which bills about $1,000,000, 
on Nov. 9. The previous agency 
was Galen E. Broyles Co., Denver, 
which had handled the Denver- 
based airline for 15 years. 


s Continental has made no formal 
statement about why it switched 
to the bigger agency, but the move 
reportedly was stimulated by the 
airline’s desire to become better 
known nationally. Continentai is 
currently extending its weste n 
states bailiwick westward to Los 
Angeles and eastward to Chicago 
(AA, April 16). 

Similar switches to larger «gen- 
cies have been made by other ex- 
panding airlines recently—Capital 
Airlines from Lewis Edwin Ryan, 
Washington, to Kenyon & Eck- 
hardt (AA, Sept. 30); Northeast 
Airlines from Chambers & Wis- 
well Inc., Boston (now Chambers, 
Wiswell. Shattuck, Clifford & Mc- 
Millan), to JWT (AA, Sept. 9), 
and Air France from Buchanan 
& Co., New York, to Batten, Bar- 
ton, Durstine & Osborn (AA, Nov. 
17). # 


Arcadia Metal Names Frank 

Arcadia Metal Products, West 
Coast manufacturer of sliding 
doors and windows, has appointed 
Don Frank & Associates, Anaheim, 
Cal., to handle its advertising. Hix- 
son & Jorgensen, Los Angeles, for- 
merly handled the account. 
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Baltimore Passes Ad 
Tax Despite Protests 


(Continued from Page 1) 
bers who vote independently, all 
21 members of the council are 
Democrats, and most were unlike- 
ly to vote against the tax unless 
the mayor changed the signals. 

Baltimore adman Joseph Katz, 
who had participated actively in 
the fight against the tax, charac- 
terized the hearing as an “inquisi- 
tion,” 

“The committee did all the talk- 
ing; speakers on the other side 
were interrupted and insulted,” he 
said. 


® Opponents urged the mayor to 
consider other forms of taxation, 
including further increases in real 
esta‘- taxes beyond the 10¢ in- 
crease he has already endorsed, a 
sales tax, or increases in water 
rates. However, his associates in- 
dicated that Mr. D’Alesandro, who 
did not attend the hearing, was 
not likely to consider a substitute 
which involves increases in gen- 
eral tax rates. 

While they made no effort to 
minimize the fact that Baltimore 
has become the first community in 
the U.S. to attempt to place a 
special tax on advertising, groups 
which opposed the tax felt the ma- 
yor’s decision to modify the rate 
represented something of a gain, 
and perhaps a concession that the 
arguments raised against the tax 
made an impression. 


® In their appeal for moral sup- 
port from advertisers and associa- 
tions throughout the country, Bal- 
timore business men have warned 
adoption of these taxes in Balti- 


“-And A Dime For D’Alesandro” 


y ... Shopping im Baltimore if Aayor DAwranan 9 
“J insists om the Advertising Tax and rerviting 
da Ht r Living Gett--- /\ 


costty—This Sun cartoon stresses 
the added cost to the consumer of 
Mayor D’Alesandro’s tax. 


more might be a precedent for 
similar taxes elsewhere. 

Labor’s strong opposition to the 
ad tax was the only unusual de- 
velopment at the hearing, with 
labor spokesmen saying they 
would prefer higher real estate 
taxes to a “hidden tax” which 
might destroy jobs. 

Although the mayor has already 
proposed a 10¢ hike in real estate 
taxes, labor witnesses said they 
are prepared to pay an additional 
7¢ on top of this. “On a $10,000 
house, a 7¢ increase is only 2¢ a 
day,” said Charles A. Della, of the 
Baltimore Industria] Union Coun- 
cil. 


® Witnesses who warned that the 
tax would cut into the volume of 
advertising were cut down by 
council members. “Advertising 
rates have gone up continuously 
in the past 10 years,” said Coun- 
cilman C. Lyman Schueler, “but 
I notice last Sunday’s Sun had 
280 pages.” 

The administration had even 
figured that the actual cost to 
business would be much less than 
figures suggested. 


“The stores can deduct this addi- 
tion to their advertising expendi- 
tures from federal and state taxes 
as a normal operating expenditure, 
just as they would an increase in 
advertising by the media them- 
selves,” said Hugo Ricciuti, deputy 
city solicitor. 

“Advertising linage and the 
number of pages in both local dai- 
lies have increased in the past ten 
years despite numerous increases 
in local advertising rates, so why 
should this additional increase 
cause a drop in linage?” he asked. 

Defending the legality of the tax 
proposals, Mr. Ricciuti commented, 
“The determination upon what 
particular business is to be taxed 
is a matter for legislative deter- 
mination.” 

He singled out tobacco, liquor, 
fuel and juke boxes as represent- 
ing many individual segments of 
business which pay special taxes, 
and he said the tax on advertising 
would be definitely non-discrim- 
inatory. 

“On a $2,000 page ad in the 
Sun,” said one city witness, “the 
tax ostensibly is $175. But the ad- 
vertiser is in the 52% federal tax 
bracket and the 5% state tax 
bracket. After tax deductions the 
actual net cost of the tax on that 
page would be only $65, which 
won’t buy enough space in the 
Sun to cover a package of cigar- 
ets.” 


s Attorneys speaking for news- 
papers warned that advertisers 
would by-pass Baltimore if they 
find that costs are out of line with 
other cities. Instead of using Balti- 
more newspapers or broadcast sta- 
tions, they said, advertisers will 
rely on programs which are placed 
on radio and tv networks beyond 
Baltimore’s taxing area, or in na- 
tional magazines. Shelton H. Earp 
expected advertisers would use ra- 
dio and tv stations located beyond 
the city limits, or perhaps power- 
ful Washington stations which 
reach into the Baltimore market. 

One department store witness 
estimated that 70% of the $4,200,- 
000 which the city expects from 
the tax would come from the 100 
largest local advertisers, and that 
about 10% would come from the 
nine big stores which spend $4,- 
733,000. 


® Witnesses implied the tax gen- 
erally would be absorbed by re- 
ducing the amount of advertising 
because it could not easily be 
passed to consumers. A depart- 
ment store official explained, “Our 
price must compete with non-ad- 
vertisers who rely on us to create 
a market.” # 


Star-Kist Invites 
Nine Agencies to 
Make Presentations 


TERMINAL ISLAND, CAL., Nov. 14 
—Star-Kist Foods Inc. has invited 
agency presentations after Jan. 1. 

Star-Kist says it “has ... de- 
cided to explore the talents of 
thinking of a select group of qual- 
ified agencies”—and no others. The 
account bills more than $1,000,000. 

Among the agencies asked to 
make a presentation is Star-Kist’s 
present agency, Honig-Cooper. 

Louis Honig, president of the 
agency, who has known about the 
decision since six weeks ago, told 
ADVERTISING Ace: “If they are not 
satisfied with the performance and 
achievements of the agency it is 
the only wise thing for them to do 
... to ask for other presentations.” 

Meanwhile, Mr. Honig has not 
decided whether or not his agency 


| will make a presentation. + 


Last Minute News Flashes 


Eureka Williams Account to Earle Ludgin 


| Brioomuncron, Itu., Nov. 15—Eureka Williams Corp., vacuum cleaner 
ard heating equipment maker, has placed its advertising with Earle 
Ludgin & Co., Chicago, effective today. Al Paul Lefton Co., Chicago, 
formerly handled the account. 


Bonnie Dewes, Clark, Armbruster Named VPs 


Sr. Louis, Nov. 15—Bonnie Dewes, account exec at D’Arcy Advertis- 
ing Co., who last night was named “St. Louis’ advertising woman of 
the year,” has been elected a vp of D’Arcy—the first woman ever to 
hold the title. Allan Clark, copy director of the agency, and Walter 
Armbruster, copy chief, also have been elected vps. 


Unaudited Books Urged to Join Independent Audit 


New York, Nov. 15—National Industrial Advertisers Assn. today 
launched a crusade to have all unaudited business publications join an 
independent circulation audit bureau. NIAA released simultaneously a 
resolution passed by its board urging publishers of non-audited busi- 
ness papers to join an independent audit bureau and a pamphlet pre- 
pared by its media practices committee, headed by Harold A. Wilt of 
J. Walter Thompson Co., citing reasons for independent audits and 
suggesting how media buyers can take steps to “put teeth into the 
NIAA crusade.” 


Guttenberg Succeeds Swann as Schenley Ad Head 


New York, Nov. 15—Edward Guttenberg, assistant advertising di- 
rector and brand manager for Schenley Reserve, Schenley Golden Age 
gin, Bonded Schenley and Sir John Schenley whiskies, is slated to suc- 
ceed Ed Swann, who has resigned as vp and advertising director of the 
Schenley brand names division of Schenley Industries. George Balter- 
man, ad manager of three Schenley brands, will succeed Mr. Gutten- 
berg. 


Fate of Flav-R Straws to Be Decided in 2 Weeks 

Mr. Vernon, N.Y., Nov. 15—The future of Flav-R Straws Inc. is ex- 
pected to be decided within the next two weeks. The company either 
will be sold to another company or taken over and refinanced by 
new management. From 10 to 15 companies have been interested in 
buying the company, including General Foods, Nestle, Wander Co. 
(Ovaltine) and Quaker Oats Co. 


Du Pont Steps Up ‘Tint’ Hosiery Drive 


WitmincrTon, Det., Nov. 15—E. I. du Pont de Nemours & Co. will step 
up its “hint of a tint” campaign for dark-colored hosiery this spring. 
The campaign will run in Life (March 3) for the first time, in addition 
to a “heavy” scheduie in Charm, Glamour, Mademoiselle, The New 
Yorker and Vogue from Feb. 15 to May 5. Batten, Barton, Durstine & 
Osborn, New York, is the agency. 


‘Popular Music’ to Be First Davis Magazine 


New York, Nov. 15—Mercury Publications Inc., recently purchased 
by Bernard G. Davis, former president of Ziff-Davis Publishing Co. 
(AA, Aug. 12), has become Davis Publications Inc. The first of 20 pro- 
jected titles to be introduced by the new company is Popular Music, 
35¢ magazine for teen agers, slated to appear Jan. 21, with a guaran- 
teed circulation of 275,000 and a b&w one-time page rate of $660. 


E. N. Mayer Joins Communications Counselors 

New York, Nov. 15—Edward N. Mayer Jr., former president and 
major stockholder of James Gray Inc., whose resignation from the di- 
rect mail company was announced earlier this week, will join McCann- 
Erickson’s subsidiary, Communications Counselors Inc., as exec vp Jan. 
1. Mr. Mayer has long been a consultant on direct mail to McCann- 
Erickson, which is reported to have the largest volume of direct mail 
billing of any agency. Jack J. Gold, vp of James Gray, succeeds Mr. 
Mayer. 


Bowes ‘Sealfast' Names Biddle; Other Late News 


e Bowes “Sealfast” Corp., Indianapolis, has named Biddle Co., Bloom- 
ington, Ili., to handle its advertising, effective Jan. 1. Immediate plans 
call for an extensive market and products study to be conducted 
throughout 1958. Bowes makes tube and tubeless tire repair materials, 
other rubber products, and automotive chemicals. The account is now 
handled by Pettinger-Harding Inc., Indianapolis. 


e NBC-TV’s Bob Hope, who lost one sponsor, Timex, because he ap- 
peared on a Bulova show, has picked up two others—Plymouth (N. W. 
Ayer & Son) and Johnson Motors (J. Walter Thompson). Details are 
still being worked out, but Plymouth is expected to sponsor an hour 
Hope film on Nov. 24 and several others next year, with Johnson Mo- 
tors as co-sponsor of three of the telecasts. After the Timex-Shulton 
sponsored Bing Crosby pre-Christmas show (CBS-TV) fell through, 
Timex went back to NBC and placed an order for three participations 
on the Perry Como show, but the network said it would not be ac- 
cepted. 


e Simoniz Co. Ltd., Canadian subsidiary of Simoniz Co., Chicago, has 
moved advertising for its automotive products from Walsh Advertising 
Co., Toronto, to Young & Rubicam, Toronto. Walsh will continue to 
handle the Simoniz household products and sponges. Y&R handles the 
Simoniz consumer products in the U. S. 


e John B. Goodman has been promoted to manager of advertising of 
American Oil Co., New York, succeeding George M. Glazier, who has 
been advanced to assistant general manager of sales. Mr. Goodman 
formerly was assistant director of public relations. 


e North Advertising, Chicago, has appointed Edward H. Feldman head 
of its West Coast office in Beverly Hills. Mr. Feldman formerly was vp 
in charge of all commercial] business at Desilu Productions, and before 
that headed West Coast and tv operations for Biow Co. 


e McCall’s, New York, had $18,025,589 in revenues during the first 
ten months of 1957—highest total for any similar period in its history. 
The figure is 25.6% better than last year’s record of $14,347,243 for the 
same period. 


e Olga Fabian, formerly with the Biow Co. and Grey Advertising 
Agency, has joined Ogilvy, Benson & Mather, New York, as fashion co- 
ordinator. 


Campbell-Mithun 
Enlarges Offices, 
Staff in Chicago 


Cuicaco, Nov. 14—Campbell- 
Mithun has added 16 new mem- 
bers to its Chicago staff and has 
acquired additional office space in 
another building, at 737 N. Mich- 
igan Ave. 

The agency will move several 
account groups, plus the research 
and home economics departments, 
to the new offices Nov. 22, ac- 
cording to Phelps Johnson and 
Bowman Kreer, vps and co-man- 
agers of the Chicago office. 

Expansion is the result of new 
accounts and the growth of long- 
standing business, the agency 
said. The Chicago office has in re- 
cent months added Kroger Co., 
Chuckles candy and Hamilton- 
Beach to its list, and has re-ac- 
quired the West Coast and Phila- 
delphia divisions of John Morrell 
& Co. 

Today it announced the addition 
of Automatic Canteen Co. of 
America, becoming the first agency 
of the $135,000,000, 28-year-cld 
vending company. 


® New account executives at C-M 
are Donald R. Wagnitz, formerly 
vp and manager of the Dallas of- 
fice of Grant Advertising, and 
Robert K. Rogers, formerly brand 
manager for Pabst Brewing Co. 
Philip C. Kemper has joined the 
account staff, from McCann-Er- 
ickson. Duane Knops and William 
Tipping, account executives, and 
Marian Manzer, time buyer, have 
been transferred from Campbell- 
Mithun’s Minneapolis office. 

Paul Olson, Dick Prezebel and 
Allyn Swanstrom have been added 
to the art department, and Jo 
Nelson, Gene Vinik, James Cronin, 
Richard Hill and Virginia Col- 
well have joined the copy staff. 

David Cloud, formerly with 
Earle Ludgin & Co., has joined 
the radio-tv department, and Dan 
Renberg has joined the research 
staff, from Foote, Cone & Bel- 
ding. + 


McCann Acquires 
$1,500,000 Avis 
Rent-A-Car Account 


Boston, Nov. 13—Avis Rent-A- 
Car System, resigned by N. W. 
Ayer & Son a few weeks ago (AA, 
Nov. 4), has gone to McCann- 
Erickson, effective next Feb. 1. 

McCann was the winner of the 
$1,500,000 account from among six 
agencies making presentations. 
Winston V. Morrow, exec vp of 
Avis, declined to identify the con- 
testants, but ADVERTISING AGE 
learned that the finalists were 
McCann, J. Walter Thompson Co. 
and Batten, Barton, Durstine & Os- 
born. 

Avis, which operates more than 
1,200 locations in 800 cities in the 
U.S. and 51 other countries, made 
its agency selection after “six 
months’ examination of its adver- 
tising and public relations pro- 
gram.” Mr. Morrow said the com- 
pany’s $1,500,000 ad and promo- 
tion budget is matched by an equal 
amount spent for local advertising 
by licensees affiliated with Avis. 

McCann, he added, will provide 
integrated advertising, public re- 
lations, research and marketing 
services. Ayer will handle Avis 
until Feb. 1. # 


Rayen Joins Ted Bates 

James Rayen, formerly adver- 
tising manager of Minute Maid 
Corp., has joined Ted Bates & Co., 
New York, as an account execu- 
tive. Previously he was advertis- 
ing manager of American Home 
Products Corp.’s household prod- 
ucts division, and was assistant 
advertising manager of H. J. 
Heinz Co. 
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Dealey Whitaker Mrs. Whitaker Cathcart Jacobs 


SPIRITED—AIl was not work at the 54th annual convention of the Southern Newspaper 
Publishers Assn. in Boca Raton. Shown here are E. M. Dealey, Dallas News; Mr. and 


Mrs. Stanley Whitaker, Blackburn Co., Atlanta; Tom Cathcart, This 


Mrs. Jacobs Mrs. Motley 


Week Magazine; 


Motley J. S. Knight 


General Mills Boosts Gapp NTA Forms British Company 

G. J. Gapp, manager of General | National Telefilm Associates has 
Mills Inc.’s Larro research farm, |established a British subsidiary, 
Indianola, Ia., has been promoted | National Telefilm Associates 
to advertising product manager at | (U.K.) Ltd., to operate in the Eu- 
corporation headquarters in Min-|ropean theater. The division’s pri- 
neapolis. He will handle dairy and|mary function will be to supply 
beef cattle feed advertising, mer-|filmed programs to European tv 
chandising and marketing. stations. 


STUCK 
ON THE 
SAME 
OLD JOB? 


Are you ready for something far 


more challenging and rewarding? 


Then, shoot for the job you really 
want (spell it out) with a classified 
ad in The Advertising Market Place. 


Your cost is low—your chances 
amazingly good. For your Ad Age 
message reaches almost 150,000 
advertising, selling and marketing 
executives in the United States and 
Canada—the top brass with the au- 
thority to say “You're Hired!” 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $17.75 per column inch, 
and card discounts, size and frequency apply. 
A 


1 am enclosing $ 


1___State 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, Illinois 


Clip and mail 
this form to: 


Ads Pull Pop, 
Kids to Stores, 
Food Men Told 


(Continued from Page 3) 
nearly twice the number stocked 
ten years ago. On top of this, buy- 
ers are offered as many as 6,000 
new items each year. With a rap- 
idly changing picture such as this, 
it is imperative that retailers and 
manufacturers operate on facts, 
not on guesswork.” 


® Highlights of the business pa- 
per’s “Super Value Study” include 
an analysis of how a customer 
spends her supermarket dollar. 
The largest share, 46.7¢, goes for 
groceries; 22.6¢ for meats; 11.3¢ 
for dairy products; 8.8¢ for pro- 
duce; 5.8¢ for baked goods; and 
4.8¢ for frozen foods. In all, per- 
ishables account for 53.3% of total 
store sales, even though they rep- 
resent only 14% of the total num- 
ber of items. 

The study shows that the ten 
top profit producers in the grocery 
department are household supplies, 
beverages, health and beauty aids, 
crackers and cookies, canned veg- 
etables, paper products, candy, 
canned fruit, cereals and cigarets, 
in that order. 

Of the 4,475 items stocked in 
groceries and frozen foods, only 
22 earn $5 or more gross profit 
per week, and 3,444 earn less than 
50¢. 

The ten fastest selling items in 
packages sold per week, among 
600 items in grocery, frozen foods 
and dairy departments are, in or- 
der: bread, soft drinks, candy, 
fresh milk, frozen orange juice, 
ice cream, cold cereals, powdered 
beverages, six-pack candy bars 
and film-wrap cheese. 


® One of the most surprising facts 
disclosed by the study is that 90% 


|of the items stocked in a super- 


market sell at a rate of less than 
one case (24 units) per week. The 
average sale for all items is only 
ten units per week per store. 

“It used to be assumed,” Mr. 


| Mueller said, “that the food store 


was a woman’s world. But the 
shorter work week, evening store 
hours, more automobiles, bigger 
stores, self-service, more items 
with man and child appeal, plus 
stepped up advertising by manu- 
facturers to men and children, 
| have combined to make supermar- 
ket shopping a family affair. Of 
every 100 shoppers, 50 are women, 
31 are men and 19 are children.” 
'@ Andrew Heiskell, publisher of 
Life, reporting on his publication’s 
study of consumer expenditures, 
emphasized that “the major prob- 
lem for American business in the 
year ahead is: Will Americans 
spend enough to buy back what 
they produce at a constantly in- 
creased rate of production? 

“One of the most_immediate and 
important conclusions from Life’s 
study, which was conducted by 
‘the Alfred Politz research organ- 


ization,” Mr. Heiskell said, “is that | 


American consumers today rep- 
resent a surprisingly homogeneous 
market. Many products show a 
special sensitivity to various 
household characteristics, such as 
income or education. Yet, even 
among products most sensitive to 
these characteristics, the majority 
of expenditures comes in every 
case from the vast ‘middle portion’ 
of the market.” 


s Commenting on advertising and 
research, Mr. Heiskell pointed out 
that “advertising can be no better 
than the knowledge of the market. 
For our part, we felt the time had 
come for media to inform them- 
selves better on their customers’ 
markets and marketing problems. 
Our future success is dependent 
upon the ability of American busi- 
ness to sell its products and serv- 
ices in quantity and at a profit. If 
this study serves to prompt fur- 
ther similar efforts in the adver- 
tising industry, so much the bet- 
ter.” 

The Life study shows that the 
upper income groups spend out of 
proportion to their numbers. The 
14% of U.S. households with an- 
nual incomes of $7,000 or over ac- 
count for 23% of spending for all 
goods and services. This ratio, the 
study shows, holds about true 
through all the expenditure clas- 
sifications—20% for food, 25% for 
clothing, 25% for home furnish- 
ings, equipment and appliances. 

Expressed in other terms, the 
one-seventh of U.S. households 
with incomes of $7,000 or more an- 
nually account for %th of all con- 


J. L. Knight 
Mr. and Mrs. Carl Jacobs, Hardware Mutuals, Stevens Point, Wis.; Mr. and Mrs. Arthur 
(Red) Motley, Parade; John S. Knight, James L. Knight, Patricia Lathrop and C. 
Blake McDowell, all of the Miami Herald and Knight Newspapers. 


Lathrop McDowell 


sumer spending. Families with in- 
comes of $3,000 to $7,000 a year 
represent 54% of total U.S. house- 
holds, and in each case, the study 
shows, they, too, spend in greater 
proportion than their numbers. 

These 54% of households ac- 
count for 58% of expenditures for 
clothing and 59% for house fur- 
nishings, equipment and applian- 
ces. It is in this area, the study 
indicates, that the bulk of sales 
are made. 


® The Life study makes availabie 
spending information broken down 
by households at each stage 
throughout the life cycle. It shows 
that there are 3,700,000 house- 
holds with no children and headed 
by someone under 40; 19,600,000 
households with children under 
ten; 8,000,000 households with 
teen-age children only; 11,300,000 
households with no children head- 
ed by someone over 40; and 6,500,- 
000 households headed by a single 
person over 40. 

Henry Brenner, president of the 
Home Testing Institute, also re- 
ported on a survey of housewives’ 
shopping experiences. This survey 
shows that 39% of women usually 
go to another store for an item if 
they are unable to get it at the 
first store, while 27% buy a sub- 
stitute product or brand of the 
same type. 

The seriousness of the problem, 
he said, is underlined by the fact 
that 26% of the housewives ques- 
tioned have stopped shopping at 
some food stores because they 
could not find items they wanted 
to buy. + 


TYPOGRAPHY 
ELECTROTY¥PES 
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There’s no time-lag between any of the steps of your production—from layout 
and copy into mats and plates to the publications via mail or messenger—when 
the PHP Group, handles the whole operation. And you have one-point control at 
all times, right around the clock. Write for Booklet AA-15. 


THE PROGRESS - 


HANSON - 


PROGRESSIVE GROUP 


PHILADELPHIA + NEW VORK + WILMINGTON ¢ BALTIMORE ¢ WASHINGTON + RICHMOND 


PROGRESS Plate Making Company HANSON Electrotype Company PROGRESSIVE Compesition Company 
923 Filbert Street, Phila. 7 Sth & Sansom Streets, Phila. 7 Sth & Sansom Streets, Phila. 7 
Walnut 2-0447° : Walnut 2-5567° i WaAinut 2-2711° 


* *0f course any of the three can be reached by one call 
WEW YORK: MU HH 2.1723 © WILMINGTON, O“L 5.6047 + BALTIMORE SA ?.S207 


+ WASHINGTON: EX 3-7664 + RICHMOND: Mt 2-2778 
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YOUR KEY TO SALES IN THE BIL 


NEBRASKA 
A 


Bi ee 


LION- 


DOLLAR SIOUXLAND MARKET 


For a market that offers a number of unique selling advantages — tap the 
rich vault of Siouxland. Her 54 counties provide a sound, well balanced econ- 
omy of thriving agriculture, manufacturing, wholesaling and retailing. High 
standards of living and high per-family incomes make Siouxlanders prime pros- 
pects for your products. Check up on Sioux City and Siouxland — you'll find 


SIOUX 
CITY’S 


LIVESTOCK MARKET 


One of the contributing factors 
to Sioux City's high stable econ- 
omy. Ranked 5th in the nation. 
Handles $450 million in cattle, 
hogs and sheep annually, 4 mil- 
lion head of livestock processed 
each year. 


924,300 population 


Mr. C. T. McClintock, President, 


Sioux City Clearing House Association, Reports: 
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WITH MONEY 


$1,362,194,000 eff. buying income 


Sales Management's Survey of Buying Power estimates Siouxland’s ‘57 retail 
sales at a whopping $1,042,158,000. Sioux City with her 1,390 retail outlets is 
the one big, natural shopping center for this entire area. . . . And Sioux City's 
advertising media, newspaper, television and radio offers 
you the key to highly productive sales through effective 
and influential saturation of this wealthy territory. 
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“1956 bank figures substantiate claims of pros- 
perous business activity. Bank clearings—$755,197,- 
791. Debits—$1,619,597,520. Assets—$1/38,100,611. 
Savings accounts approximately 60%, above state 
average, You'll find it mighty worthwhile to look 
into Sioux City’s sales potential,” 
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